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Deckinger Chides 
AA for Story on 
ARF Supplement 


New York, Aug. 16— Dr. E, L. 
Deckinger this week said there 
may or may not be changes made 
in the supplement to the Advertis- 
ing Research Foundation’s rec- 
ommended standards for broadcast 
rating measurements. In the mean- 
time, he said the “publishing of 
any commentary on the report...” 
would be “very much premature.” 
However, he asked that his com- 
ments be printed. 

Research director of Biow- 
Beirn-Toigo, Dr. Deckinger heads 
the ARF ratings review committee, 
which last year released a report 
setting up recommended standards 
for radio and tv measurement serv- 
ices. For some time the group 
has been readying a supplement to 
cover the combination dairy and 
recorder technique since this 
method, which is now being used 
to provide local radio and tv rat- 
ings by the A. C. Nielsen Co., was 
excluded from the original analy- 
sis. 

A couple of months ago the draft 
of the proposed supplement, which 
has not yet been published, was 


(Continued on Page 20) 


SETS THE vaineo—Blets? new mild Tempo beer is deinen here in bottle 

and can form. The can sits on a carton which carries out the design 

theme on the bottle and can. The new beer is being tested in Knox- 
ville at present, in other cities later. 


Blatz Will Test New Milder “Tempo 
Beer in Knoxville and Other Cities 


MILWAUKEE, Aug. 16—Blatz 
Brewing Co. next week will start 
market testing a new beer it is 
making by “an entirely new and 


Kenyon & Eckhardt Gets Whirlpool-Seeger; 
Merger Slated to Take Place Next Month 


Cuicaco, Aug. 16—Kenyon & 
Eckhardt has been selected as the 
agency for the new giant company 
that will be organized next month 
with the merger of Whirlpool 
Corp., Seeger Refrigerator Co. and 
the stove and air conditioning di- 
visions of Radio Corp. of America. 

A Whirlpool executive told Ap- 
VERTISING AGE today that “it is safe 
to say that K&E will handle ad- 
vertising for the new company, 


‘Reader's Digest 
Will Boost Ad 
Space in April, ‘56 


New York, Aug. 19—The Read- 
er’s Digest plans to continue to 
limit advertising to 32 pages an is- 
sue through next March, thus ful- 
filling a pledge made by Publisher 
De Witt Wallace. But after that it 
will change over to a “more flex- 
ible” limitation—“not over 20% of 
the total pages in any issue.” The 
magazine plans no change in rates 
or circulation in 1956. 

Letters describing the change- 
over will arrive Monday at the of- 
fices of charter advertisers and 
their agencies. Subsequently, sim- 
ilar letters will go to advertisers 
who had to be turned down because 
of the 32-page limit, and others. 

Since the Digest has been run- 
ning 216-page issues since April, 
when advertising was first ac- 
cepted, the change means a move 
from a limit of 32 pages to about 43 


(Continued on Page 8) 


which will be known as Whirlpool- 
Seeger Corp.” This would mean, he 
said, that Al Paul Lefton Co., Phil- 
adelphia, would no longer handle 
advertising for air conditioning di- 
visions. 

Kenyon & Eckhardt has had the 
Whirlpool account since Jan. 1 
(AA, Nov. 22, ’54) and is servicing 
the account in its new Chicago of- 
fice. The Lefton agency has han- 
dled RCA’s stove and air condi- 
tioning advertising for the last four 
years. Seeger, the third company 
in the merger, does not have an 
agency. 


® At a press conference here to- 
day Elisha Gray, Whirlpool presi- 
dent, said that one of the reasons 
Whirlpool decided to seek a merger 
was because the company was un- 
able to compete in the field of pre- 
selling the customer, especially 
with television advertising. 

Mr. Gray also gave these addi- 
tional reasons for Whirlpool’s de- 
cision: 

1. The pace of engineering de- 
velopment has quickened, with the 
“big fellow” having a big advan- 
tage. 

2. Increased selling of matched 
kitchens and household appliances 
by home builders, a market which 
Mr. Gray estimated sold 300,000 
refrigerators and laundry units in 
1954. He said Whirlpool could not 
touch that market. 

3. The fact that full-line manu- 
facturers can, and do, subsidize 
laundry equipment in certain mar- 
kets, giving them wide distribution 
advantages. 


@ Mr. Gray also announced that 
proxy statements were mailed ear- 


(Continued on Page 4) 


After 20 Years... 


Congress Is‘Erratic’ 
in Allocating Census 
Funds, Report Finds 


WASHINGTON, Aug. 17—A Budget 
Bureau report shows today that 
bi-partisan efforts to get more 
money for statistical work was 
partially successful during the 
recent session of Congress, but that 
some projects of particular interest 
to business were on the casualty 
list. 

Because many members of Con- 
gress fear that some of the govern- 
ments statistical projects overlap 
or are non-essential appropriations 
for statistics have varied errat- 
ically from year to year. 

Two years ago, after Congress 
refused to provide funds for the 
censuses of business and manu- 
factures, supporters of statistical 
work agreed that a more convinc- 


(Continued on Page 89) 


Frigidaire Switches 
From FC&B to Kudner 


‘Consolidation’ May be 
Cause of Abrupt Shift 
in $16,000,000 Account 


Dayton, Aug. 19—The largest 
appliance account in advertising— 
that of General Motors’ Frigidaire 
division—has been transferred 
after 20 years from Foote, Cone & 
Belding to Kudner Agency. 

Only five weeks before the 
abrupt change, the account was in- 
creased—for agency purposes—by 
some $6,000,000 when Frigidaire 
dissolved its collateral advertising 
staff and assigned all collateral 
advertising to Foote, Cone (AA, 
July 18). This brought the total 
advertising to be handled by the 
agency to around $16,000,000. 


= Kudner’s previous appliance ex- 
perience consisted of a two-year 
stint handling Admiral Corp.’s ra- 
dio-tv media, starting in late 1948. 
The addition of the big appliance 
(Continued on Page 93) 


unique hop process.” 
The new beer, to be sold under 
the name of “Tempo,” is being 


First Published Figures... 


brewed by a process using an ex- 
tract from fresh hops, rather than 
dried hops. Dried hops are used in 
the brewing of all conventionally 
brewed beers. 

“Tempo” is not designed to re- 
place Blatz beer, but to appeal to 
a new audience of consumers, 
Frank C. Verbest, Blatz president, 
declared in announcing testing 
plans. Introduction of the new beer, 
a premium product, will make no 
difference in the production and 
marketing of the brewery’s regular 
Blatz beer, also a premium beer, 
he added. 

Mildness and freedom from bit- 


(Continued on Page 92) 


General Motors Biggest 
User with $8,194,900; 
31 of 100 Are Brewers 


(See editorial on Page 12) 

New York, Aug. 18—General 
Motors, largest advertiser in the 
U.S., spent $8,194,000 in national 
outdoor advertising in 1954 and 
topped the list of the 100 largest 


Last Minute News Flashes 


McCann-Erickson Gets More Swift & Co. Business 


Cuicaco, Aug. 19—Swift & Co. has appointed McCann-Erickson to 
handle advertising for its fresh meats and table-ready meats. The 
products currently are handled by J. Walter Thompson Co. McCann 
already handles Swift’s canned and frozen meats, hams and bacons, 
poultry and dairy products, meats for babies and hotel and institutional 
advertising. 


Gantner Switches from Brooke, Smith to Schnitzer 


San Francisco, Aug. 19—Gantner of California, maker of swimwear 
and sweaters, has switched its account from Brooke, Smith, French & 
Dorrance to Bernard B. Schnitzer Inc., effective Sept. 1. Gantner has 
announced it will increase its merchandising and national advertising 
in 1956. 


Outdoor Sales in First Half Hit $110,067,000 


New York, Aug. 19—Outdoor Advertising Inc. reports national con- 
tract sales in outdoor advertising for the first six months of 1955 to- 
taled $110,067,000, compared with $107,300,000 in the comparable peri- 
od of 1954. The figure is for space contracted and does not include pro- 
duction costs or local outdoor advertising. OAI estimates that national 
sales-volume for 1955 will be between $115,000,000 and $116,000,000, 
compared with $111,518,000 for 1954. 


Mitchell Leaves, Burke Joins Lennen & Newell 


New York, Aug. 19—W. McClintic Mitchell, v.p. and manager of the 
copy department of Lennen & Newell, has left the agency, although he 
will continue to write special copy under contract, an agency spokes- 
man said. John D. Burke, for nine years v.p. and copy chief of Erwin, 
Wasey & Co., New York, has joined Lennen & Newell as a v.p. in the 
copy department. 


(Additional News Flashes on Page 93) 


Top 100 Outdoor Advertisers Put 
$91,799,317 into Medium in 1954 


advertisers in the outdoor medium, 

The list, compiled by Outdoor 
Advertising Inc., shows that the top 
ten advertisers billed $37,527,268 
of the $111,518,000 compiled by the 
medium in 1954—or more than a 
third. The top 100 billed $91,799,- 
317, or 82% of ’54’s total volume. 

Of the elite top ten, three com- 
panies—General Motors, Ford and 
Chrysler—came from the automo- 
tive field; two were distillers 
(Schenley and Seagram), two were 
brewers (Anheuser-Busch and 
Schlitz), two were oil companies 
(Shell and Gulf) and one was a 
soft drink (Coca-Cola). 


® The next ten companies—which 
billed $14,281,350—cleaved close to 
the pattern. They included three 
oil companies (Standard of Cali- 
fornia, Texas Co., American Oil), 
two brewers (Miller and Falstaff), 
two food companies (Kraft and 
General Foods), a distiller (Na- 
tional), a soft drink company (Sev- 
en-Up), and a chewing gum maker 
(Wm. Wrigley Jr. Co.). 

These 20 companies billed $51,- 
808,618, or more than 45% of total 
outdoor volume. 

National outdoor advertising fig- 
ures, never before published, ap- 
pear in a table on Page 89 for the 
top 100 advertising spenders in this 
medium. They show the concentra- 
tion of some kinds of advertisers 
in the medium, and its growth in 
certain other classifications—for 
instance, the 20 food manufactur- 
ers in this elite group represent the 
careful cultivation by OAI of this 
important advertising classifica- 
tion. 


® Of the top 100 advertisers, 31 are 
(Continued on Page 89) 
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Park & Tilford Will Hike Its Ad Budget 50%: 


Plans New Brands, New Packaging Next Year 


New York, Aug. 17—Park & Til- 
ford Distillers Corp. next month 
will introduce a new bonded bour- | 
bon (Mr. Park), a new straight. 
bourbon (Mr. Tilford) and, in 
eastern markets, a premium blend 
(also Mr. Park). 


the coming year. 

In addition, Stanley L. Brown, 
P&T president, told AA the whole 
Park & Tilford line has been re- 
packaged; P&T as of Sept. 1 will 
take over the Peychaud line of cor- 
dials and bitters. 

P&T also will introduce two new; Also, as of that date, P&T will 
vodka brands, probably in October,| become sole distributor for Old 
and a new blend about the first of | Monastery, California brandy. 
the year—and it plans to increase|P&T’s contract as American im- 
its advertising budget 50% during | porter and distributor of Vat 69 
Scotch whisky, which expires Nov. 
1, Mr. Brown said, “is expected to 
be renewed.” 

The company will make a full- 
Planned for Prunes line drive for a larger share of the 

holiday liquor business this fall. 

Yakima, Wasu., Aug. 18—Tele- | Edwin Parets, director of advertis- 
vision saturation schedules on 22 | ing and merchandising, told AA 
stations supplemented by spot radio | that the company plans to use new 
and newspaper advertising in se-| advertising in 75 to 100 newspa- 
lected markets are currently being pers in 60 cities, 12 national mag- 
used by the Washington State Fruit azines, 36 business papers, outdoor 
Commission to push fresh Italian | posters and transportation adver- 
prunes. ; : : tising in as many markets as it can 

The promotion is being carried | secure panels, as well as spot radio 
on in nine states. A new tv film,|in New York. 
plus live copy for local shows, 
stresses enjoyment of Italian prunes 
for fresh eating and for home can- 
ning. 


Nine-State Promotion 


® In 1954, P&T spent about $2,- 
800,000 in all media. This is ex- 
; : pected to be increased by about $1,- 
Display material, including four- 500,000 during the year ahead. 

color banners, price cards and rec-| Aj] P&T brands and imports will 
ipe sheets, is made available to) have holiday cartons. The company 
retail outlets through Washington | j,; introducing its new Mr. Tilford 


shippers of Italian prunes. whisky in a copper-plated singing 


Pacific National Advertising lantern capped with a two-ounce 
Agency, Seattle, handles the ac-|copper jigger. The lantern has a 
count. concealed music box which tinkles 
. four tunes—‘How Dry I Am,” 

» m “He’s a Jolly Good Fellow,” “An- 
Now It's Australia niversary Waltz,” and “Happy 
Birthday.” It will sell here for just 

for Sears, Roebuck _suneer $10. 


P&T’s case liquor and wine sales 
in the first half of 55, Mr. Brown 
said, increased 26.2% in physical 
volume and 18.9% in dollars over 
the corresponding half of ’54. Net 
profit for the six months, ending 
June 30, 1955, was $10,200, he said, 
compared with a net loss of $565,- 
973 in the like period of ’54. 

The company has reduced its 
bulk whisky sales from $3,671,- 
876 in the first half of ’54 to $13,- 
519 in the first half of ’55, which, 
Mr. Brown explained, accounts for 


(Continued on Page 94) 


Cuicaco, Aug. 17—Sears, Roe- 
buck & Co., which has been doing 
well in Canada under the Simp- 
sons-Sears Ltd. label, will go out- 
side the western hemisphere for the 
first time for a similar retail ven- 
ture in Australia. 

Sears’ last foreign expansion 
came in 1953 when it entered a 
partnership arrangement with 
Simpsons Ltd. of Canada. Similar- 
ly, Sears will enter Australia 
through an affiliation with Waltons 
Ltd. of Sydney, a department store 
and chain store organization with 
20 outlets in eastern Australia. 


Dallas Transit Co. 
Offers Facilities for 
Merchandising Use 


DALuLas, Aug. 17—Dallas Railway 
& Terminal Co. will conduct a dual 


® Under the partnership, Waltons 
will become Waltons-Sears Ltd., 
and Sears will have a substantial 
stock interest and equal repre- 
sentation on the board of directors. 
Managing director of the company 
is John R. Walton, for many years 
managing director of National Cash|merchandising project, starting 
Register Co. in Australia. about Sept. 15, in which the com- 
Sears first went outside the U.S.| pany will permit merchandise sam- 
in 1942 with a retail outlet in Ha-| pling on its buses and streetcars. 
vana. Since that time its operations | Transit officials believe this to be 
have been extended to Mexico,|the first of its kind. 
Brazil, Venezuela, Colombia, Peru; L. W. Tate, exec. v.p. and gen- 
and Canada. eral manager of the company, said 
manufacturers of appropriate prod- 
ucts are being invited to cooperate 
with the company in the plan 
where free samples of a product 
would be given to bus and trolley 
riders throughout a 30 day period 
between 10 a.m. and 4 p.m. daily. 
An estimated 40,000 persons use 
company vehicles during those 
hours. 


® The company plans to hire six 
attractive young ladies who would 
= | work exclusively as “missionaries” 
= |for each manufacturer. The com- 
pany plans to promote the project 
with ads in Dallas newspapers. The 
cost to each manufacturer partic- 
ipating in the program is $2,500 a 
MRS. JANE WALLACE has been named | month. 

director of advertising and promo-| Mr. Tate said a five months’ 
tion of the textile division of Cel- on — = os ae 
anese Corp. of _ america, new Letters already have been sent out 
York, Before joining Celanese six|+, §5 manufacturers. The company 
yetrs ago she was = editor of | will accept the first five compa- 
McCall’s and an associate editor) nies which agree to the terms, Mr. 
of Department Store Economist. | Tate said. 
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NEW SUGAR—Here’s how Domino’s new confectioners 10-X looks on 
retail shelves—picture of devil’s food cake with creamy white icing 
printed on familiar Domino Yellow. The reverse shows another cake 


illustration and recipes for icings. 


The new sugar, called 50% finer 


than Domino’s Four X type, is being pushed via large-space ads in 
332 newspapers in 242 cities and tv spots in 50 metropolitan areas. 
Ted Bates & Co. is the agency for American Sugar Refining Co. 


Reeves Is Chairman 


of Ted Bates & Co.; 
Other Execs Move Up 


New York, Aug. 16—Ted Bates 
& Co., which recently lost its board 
chairman, Thomas F. Harrington, 
who died after a heart attack, to- 


R. Reeves 


J. M. lyden 


day announced a revision in its 
executive lineup. 

Rosser Reeves, most recently 
vice-chairman of the agency, has 
been elected chairman of the board. 


Margaret Mead 
Exposes Admen— 
They Hate Humans 


New YorK, Aug. 16—Advertis- 
ing people occasionally run across 
someone who harbors a low opin- 
ion of advertising and its practi- 
tioners, but few put it so bluntly 
as Margaret Mead, eminent anthro- 
pologist, did in an interview with 
Picture Week. 

The pocket-size magazine in its 
Aug. 27 issue has an interview with 
Dr. Mead in which it asks her 
about the effect of expose maga- 
zines. The anthropologist com- 
pared the writers for these maga- 
zines with advertising writers. . 


s “These people sound as if they 
hate the human race,” she said. 
“They’re not really very different 
from the people who write our ad- 
vertising. In both fields there is a 
tone of contempt. I think the basic 
feeling in both is a lack of respect 
for one’s audience.” 

Besides this unflattering com- 
parison, Dr. Mead had this to say 
about the expose magazines: They 
appeal to lonely people, to those 
whose ambitions are far higher 
than .their achievements and to 
adolescents. She makes the further 
point that they open the door to a 
new kind of blackmail—in which 
servants and ex-spouses can 
threaten that they will talk to a 
magazine. 

The anthropologist doesn’t think 
expose magazines will last. “Most 
of them will disappear soon; one or 
two may last. Americans get bored 
very fast,” she told Picture Week. 


Ted Bates continues as honorary 
chairman. 
John M. Lyden has been ele- 


A. M. Foster 


T. J. Carnese 
vated to a senior v.p.; Archibald 
Foster has been elected a v.p. and 
account supervisor on Brown & 
Williamson Tobacco; Thomas J. 
Carnese has been named a v.p. and 
general manager, and Howard O. 
Andersen, assistant v.p., has been 
named administrative assistant to 
the executive committee. 

The Bates agency, founded in 
1940, was until recently the biggest 
partnership agency around. In 
April the partnership was changed 
to a corporation setup, with Mr. 
Harrington as chairman, Mr. 
Reeves as vice-chairman, and Wil- 
liam H. Kearns as president. The 
office of vice-chairman has been 
abolished with the promotion to 
chairman of Mr. Reeves, who had 
long been creative supervisor of 
the agency. 


Everett-McKinney Adds Two 

WJOY, Burlington, and WDEV, 
Waterbury, Vt., have appointed 
Everett-McKinney as their nation- 
al representative. 


Gilpin to Boone & Cummings 
Mrs. Helen Gilpin has been ap- 
pointed publicity director of Boone 
& Cummings, Houston agency. 
Formerly director of the news 
service of the University of Hous- 
ton, Mrs. Gilpin succeeds Elsie 
Brubacher, who has resigned. 


Advertising Age, August 22, 1955 
Package Designs 


Should Resemble 
Ads, Newell Says 


Cuicaco, Aug. 18—John C. New- 
ell Jr., director of marketing for the 
Folding Paper Box Assn., told 
salesmen for midwestern carton 
companies last week that packag- 
ing and advertising are entering in- 
to an aggressive partnership. 

There has been wider consumer 
acceptance of the merchandise 
where package design has been 
closely related to a specific ad 
theme, Mr. Newell said. “People 
like to buy products which they 
recognize from advertisements,” 
he said. 

“This trend to an ad format in 
package design is apparent in the 
fact that companies are changing 
their packages for a single product 
more frequently than ever,” Mr. 
Newell pointed out. “The annual 
carton contest held by the Folding 
Paper Box Assn. provides many 
examples of companies that reg- 
ularly change their packages to 
conform to new ad ideas. 


@ “The reason is clear cut: Today’s 
shopper in a self-service market is 
usually confronted with a mass 
display of many brands. When 
seeking a specific type of product 
he will generally pick the most 
familiar item, particularly if he has 
no preconceived brand preferences. 
It follows that maximum recogni- 
tion will be achieved when the 
package resembles the newspaper, 
magazine or tv ad that the shopper 
has seen before.” 

Mr. Newell listed four ways in 
which the ad-format package can 
be most successfully achieved: 

1. Liberal use of illustrations to 
clarify the uses of the product, 
seeking at all times, of course, to 
relate any pictures appearing on 
the package to similar illustrations 
in company ads. 

2. Development of a design which 
will establish shelf identification 
and trademark recognition for the 
product. 

3. Use of explanatory sketches, 
with human interest appeal, that 
show the product in use. This can 
be extended to supplying “service 
type” information, such as suggest- 
ing uses for the product other 
than the original function for which 
it was purchased. 

4. Wide use of color, especially 
when color is regularly used in the 
company’s ads. Another important 
use of color is in distinguishing dif- 
ferent sizes or styles. This identifi- 
cation principle was made the main 
selling point of completely rede- 
signed packages for a well-known 
manufacturer of sanitary napkins 
and another well-known producer 
of baby pants. 


Trendex Moves Office 
Trendex has moved to new of- 
fices at 535 Fifth Ave., New York. 


WARM AIR HEATING = 
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DEALER'S NAME AND ADDRESS ar B ive 


FIRST TIME IN OUTDOOR—The air conditioning division of American 
Radiator & Standard Sanitary Corp., Elyria, O., will use 24-sheet 


posters for the first time in a 


September in four Ohio markets. 


four-month program starting in 
Newspapers also will be used to 


promote the company’s central warm air heating systems. Ellington 
& Co. is the agency. 
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Columbia Sets Up LP 


Record Mail Order 


Operation; Plans $1,000,000 Ad Promotion 


NEw YorK, Aug. 19—Columbia 


records this week took a bold step 
to fight the growing power of mail- 
order record clubs, 


The disc manufacturer set up its| # Two 


own mail order operation—Colum- 
bia LP Record Club—and an- 
nounced plans for a _ $1,000,000 
advertising campaign to launch the 
project. 

Columbia previously has tested 
several club merchandising set- 
ups on a limited scale, but this 
is the first time the company has 
entered the field on a _ national 
basis. 


®" Columbia executives point out 
that this merchandising venture 
has been planned to strengthen 
rather than weaken the dealer’s 
position. Club members, who will 
get one bonus long-playing record 
for every two club selection 
records bought at the regular price, 
will be solicited through the dealer 
organization. 

However, members do not have 
to sign through a dealer. The bonus 
recard, incidentally, cannot be 
bought over the counter; it will be 
a club exclusive. 

The top names in the Columbia 
stables will be included on the list 
from which club members make 
their selections. Music lovers des- 
ignate the musical category they 
prefer—classical, dance, show 
tunes or jazz—when they join, but 
they may choose a title offered in 
another category for the same 
bonus credit if a particular disc 


| has 


strikes their fancy. Members must 
buy at least four long-playing 


| records a year. 


primary considerations 
_prompted Columbia to make this 
‘move: 

1. Current record clubs have 
1,000,000 members, who are buy- 
ing $20,000,000 worth of records a 
year. 

2. Their assured sales are a 
strong lure to artists. 

This situation is outlined in 
detail in the manufacturer’s letter 
to dealers: 

“Our research reveals that in 
the first quarter of 1955 the mail- 
order record clubs accounted for 
about 15% of the total dollar 
volume of long-playing records 
sold in the U. S. Since they deal 
essentially in classical repertoire, 
this would represent about 35% of 
the purely classical long-playing 
record business. Compare this 
volume with the first quarter of 
1954, when the clubs did only 
about 5.8% of the long-playing 
record volume and you will see 
how rapidly they have grown. 

“For some time now the record 
clubs have been making strenuous 
efforts to lease masters from the 
major companies. We can tell you 
that we at Columbia have been 
offered vast sums of money to 
lease the prestige of our artists 
and our trademark to these clubs. 


'To every such offer our answer 


been the same: Columbia 
(Continued on Page 95) 


Philco to Drop TV 
‘Playhouse’ After 
7 Pioneer Years 


PHILADELPHIA, Aug. 17—Philco 
Corp. is giving up its “Philco Play- 
house” on NBC-TV as of Sunday, 
Oct. 2, marking the termination of 
one of television’s pioneer dramat- 
ic series. 

The decision to terminate the} 
contract was made suddenly, with 


of merchandising, not giving any | 
reason, 

He said Philco is now studying 
the possibility of sponsoring a 
“new type” of television show of 
“spectacular proportions.” ADVER- 
TISING AGE was told that a possible 
new show is only in the embryo 
stage and would not be disclosed 
until a decision is made. Details 
have not been worked out as yet. 


® Philco had sponsored the “Play- 
house” since 1948, when it was 
considered daring to use a network 
for a dramatic presentation of 
hour-long proportions. For several 
years the company sponsored the 
show weekly; then two years ago 
Goodyear Rubber Co. became an 
alternate-weeks co-sponsor. 

AA learned that Philco is not in 
any way cutting down its television 
budget, but is seeking more effec- 
tive advertising vehicles. 

On Sept. 10, Philco is sponsoring 
one-and-a-half hours of the Miss 
America contest on ABC-TV, with 
Bert Parks as master of ceremonies. 
The show this year essentially will 
be the same as a year ago, when 
the company first took a flier on 
the idea with great success. 

Hutchins Advertising Co., the 

Philco agency, is working with the 
company on th enew plans. 
s The “Playhouse,” with which 
Philco has been associated for sev- 
en years—first as every week, then 
as alternate week sponsor—has de- 
veloped some of tv’s best writers. 
An early rating favorite, the hour 
drama was consistently in the top 
ten in the 1953-54 season. 

It dropped out of the rating elite 
this season, however, as the “GE 


NO JUVENILE DELINQUENTS—Bullock’s 

Downtown store, Los Angeles, 

used this full-page ad in the Times 

to tell the public what it thought 

of the 2,000 teen-age extras who 

worked at the store during its an- 
nual August clearance. 


‘Deacon’ 


Smith Hirschboeck Bott Clarke 
SIGNING ON—Theo. Hamm Brewing Co. is directing a considerable 
portion of its Northern California advertising to the Negro market 
with “The Swinging Deacon” disc jockey program on San Francis- 
co’s KSAN. Here R. D. Hirschboeck, Hamm’s merchandising di- 
rector, looks over plans for the program with L. C. Smith, Hamm’s 
special representative; Frank Clarke, of KSAN; “The Swinging Dea- 

con,” and Richard Bott, KSAN station manager. 


’ each; three hats, $7.50 each; two 
Men s Wear Group s dozen socks, $1 pair; raincoat, $15; 
7 ‘underwear, pajamas, belts and 

Move Toward Joint other accessories, about $100. 
Promotion Stage Mr. Freedman conceded his 


figure might be slightly conserva- 
tive and that by spending a little 
more it might be possible to get in- 
to the Bermuda shorts class. 


PiTTsBuRGH, Aug. 17—The five- 
day 13th annual convention of the 
National Assn. of Men’s Apparel 
Clubs ended here today on a key- | 
note of cooperation between the | ‘Heating & Plumbing’ 


NAMAC group, the Fathers Day Increases Ad Rates 


Council and the American Insti- | Heating & Plumbing Equipment 
tute of Men’s & Boys’ Wear. 


|News, published by Industrial 
The national conclave also heard | Press, New York, will increase 
Willard Cole, president of the| advertising rates, effective with 
American Institute, spark interest | the October issue for all news ad- 
in his organization’s $2,000,000 | yertisers and Jan. 1 for current 
“Dress Right” promotional project, advertisers or at completion of 
slated to break late this year. their existing space contracts. Base 
At the same time it was re- advertising unit for the tabloid- 
ported that retail sales for Fathers size monthly is one-ninth of a page, 
Day this year showed a decrease equivalent to one-quarter page in 
for the first time since 1939. standard-size publications, The 
one-ninth page unit will be in- 
® Alvin Austin, executive director creased from $150 b&w one time 
of Fathers Day Council, said sales | to $165. A four-ninth age unit, 
were 2% under the 1954 total..7 x 10”, similar to full page in 
Mr. Austin said two weeks of|standard-size publication will be 
rain and cold in June caused a increased from $560 b&w one time 
sharp drop in general business. to $620. 
Without Fathers Day the sales} These are said to be the first 


*|month would have been disastrous, rate increases put into effect by the 


he added. ‘publication since it was founded 
Finally, it was disclosed that)five years ago. 
the American male must spend at, 
least $500 a year on clothing to Sutton Appoints Coleman 
spruce up properly. _ Sutton Publishing Co., White 
That advice came from Lou Plains, N. Y., has appointed James 
Freedman, Boston, NAMAC na- S. Coleman district manager of 
tional secretary, who broke down | Electronic Equipment. Formerly 
the expenditures thus: One year-| assistant sales manager of Tele- 
around suit, $75; one topcoat, Tech, Mr. Coleman will cover the 
$75; summer suit, $50; sport coat, territory of Brooklyn, Long Island, 
$40; two sport slacks $15 a pair;| Westchester County and the New 
dozen shirts, $4 each; 18 ties, $2 England states in his new position. 
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Frozen Food Sales 
May Hit $1.8 Billion 
This Year, Poll Shows 


NEw York, Aug. 17—Outside, the 
temperatures bounced toward the 
90s. The humidity made the pedes- 
trian feel as if he were swimming 
through tepid bouillon—kind of a 
Campbell Crawl. But the cold facts 
were the hot news for the frozen 


food business: 1955 sales may be up 


20% over original estimates for the 
year, and then would total some- 
thing like $1.8 billion. 

That’s the word of Sam Vogel, 
president of the National Frozen 
Food Distributors Assn., who says 
that 90% of distributors replying to 
a recent poll showed an average in- 
crease in sales of 18.4% over a year 
ago. 

Mr. Vogel points out that the 
frozen food business has been 
growing at a rate of 10-15% an- 
nually for the past few years, and 
that the curve had been expected 
to flatten out. Instead, it looks as 
if it might be going up sharply. 


® The increases, he said, are due 
to new frozen foods (mostly heat- 
and-eat foods) and cites the 54.5% 
gain in the sale of fish sticks, of 
which some 34,500,000 lbs. were 
sold in the first half. 

On the other hand, the frozen 

(Continued on Page 91) 


Chase Bag Forms 
New Division for 
Ad Specialties 


MILWAUKEE, Aug. 17—Chase Bag 
Co. is going into the advertising 
specialty and premium field with 
items made of cotton, textiles, 
rayon, burlap, plastic film and pa- 
per. 

The parent company has head- 
quarters in Chicago and New York, 
but its new division will be located 
here. 

The new division will be under 
the direction of R. J. Newell, sales 
manager of Chase’s sewn plastics 
and cotton specialties division. 

“Although some stock items will 
be manufactured, most of our re- 
search and creative design work 
will be on a custom basis, exclu- 
sively for each customer,” Mr. 
Newell said. 

He said the division also will 
make use of the art department 
maintained by Chase in St. Louis 
if the occasion calls for it. 


® Any type of premium promotion 
desired can be worked out, Mr. 
Newell said, even self-liquidating 
programs. 

He gave as an example of this 
self-liquidating program a recent 
Kellogg promotion for Rice Kris- 
pies. 

“We designed a series of four 
doll cutouts, each 16” high and 
printed in four colors, on heavy 
cotton. The dolls, with a proven 
wide appeal for children, are cut 
out by the child, sewn together and 
stuffed with rags. The 15¢ cost to 
the consumer, along with the usual 
box top, represented a completely 


self-liquidating price. We delivered 


the premium to Kellogg in an at- 
tractive printed mailer,” Mr. New- 
ell said. 

He said Chase had been active in 
this field for a short time on a 
“trial run” basis. 

During the past few months a 
wide variety of articles has been 
produced in large quantities: Sam- 
ple kits, household aprons, beach 
bags, dog pillows, baseball bases, 
teapot covers, baby bibs, baby 
books, barbecue mittens, toy bags, 
novelty bags—even a plastic mon- 
ey bag for the opening of a new 
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86.8% Named Revlon 
Sponsor of ‘$64,000 


Question’: Trendex 


New York, Aug. 19—That phe- 
nomenal tv show, “$64,000 Ques- 
tion,” has pulled off another coup. 

The Johnny-come-lately quiz 
ranked first in the latest sponsor 
identification study made by Tren- 
dex. This distinction usually goes 
to a show that has been around a 
while. The triumph by a newcomer 
is even more amazing in view of 
the fact that the study was made 
the same week the big money tele- 
cast went on the air. 

Some 86.8% of the people who 
were watching the opening night 
of “$64,000 Question” on June 7 in 
the Trendex 15-city sample were 
able to correctly identify Revlon 
as the sponsor of the CBS show. 
Trendex’s telephone interviewers 
make their calls while a show is 
in progress. 


Credit for this accomplishment 
undoubtedly is due to advance pro- 
motion given the show by CBS, 
Revlon and the producer, Louis 
G. Cowan (see profile on Mr. 
Cowan on Page 83). 

The quizzer was just a shade 
ahead of Groucho Marx (NBC), 
who has been working for the same 
sponsor, De Soto-Plymouth, for 
more than five years. Groucho’s 
identification score was 86.6%. 


= Approximately 65 network tele- 
casts were included in this sponsor- 
identification analysis. The index 
gvies percentages for each show 
covered on the basis of how many 
viewers could name the advertiser, 
how many misidentified him and 
how many said they didn’t know. 

Other shows which rated above 
the 80 mark in correct identifica- 
tion were: “Video Theater” (Lever 
Bros., NBC)—85.5, “Break the 
Bank” (Dodge, ABC)—84.3, “‘Tal- 
ent Scouts” (Lipton, CBS)—84.4, 
“Two For the Money” (P. Lorillard 


pet —- 
/ 


Co., CBS)—82.5 and “Truth or 
Consequences” (P. Lorillard, NBC) 
—82.4. 

Shows on which the viewers 
were haziest as to what advertiser 
was bringing them the entertain- 
ment were: Damon Runyon Thea- 
ter” (Budweiser, CBS), “Four Star 
Playhouse” (Bristol-Myers and 
Singer, CBS), “Front Row Center” 
(General-Electric, CBS), “The 
Lineup” (Brown & Williamson 
and P&G, CBS), “Meet Millie” 
(Geritol, CBS), “My Favorite Hus- 
band” (Simmons and P&G, CBS), 
“Professional Father” (Helene 
Curtis, CBS), “Stage Seven” (Bris- 
tol-Myers, CBS) and “Sunday 
Lucy Show” (Lehn & Fink, CBS). 
Fifty per cent or more didn’t know 
who sponsored these telecasts. 


Trimount Names Silton 

Trimount Clothing Co., Boston 
maker of Clipper Craft clothes 
for men, has named Silton Bros., 
Boston, to handle its advertising 
and merchandising. 


{a JU0.00¢ 
r 
[aes 
al 


ae 


rary 


MORNING 
9 AM—12 N 
KRON-TV 49.7% 
Station B 45.7 
—j Station C 4.6 
—j} Others cea 


NIGHT 

oa 6 PM— MID 
KRON-TV 47.8% 
Station B 32.7 

\\ Station C 19.3 
Others 0.2 


STATION SHARES OF AUDIENCE 
Monday through Friday 


Sunday through Saturday 


Nielsen Station Index TV Report April 1955 
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AFTERNOON 
12 N—6 PM 


40.3% 
32.4 


27.2 


0.1 


TOTAL DAY 
6 AM— MID 


44.6% 
33.7 
21.6 

0.1 
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(Continued from Page 1) 

lier this week to stockholders of 
Whirlpool and Seeger. Both com-| 
panies will hold stockholder meet- | 
ings Sept. 12, Whirlpool in New) 
York, and Seeger in St. Paul. Ap- 
proval of the merger is expected 
to be routine; RCA stockholders 
will not vote on the proposal. 

An advertising budget for the 
new company, and the media that 
will be used to promote its com- 
plete white goods line, have not 
yet been discussed, AA was told. A 
Whirlpool official said, however, 
that decisions on these questions 
probably would be reached within 
the next 30 days. 

Whirlpool will enter network tv 
for the first time Sept. 20 with the 
Martha Raye and Milton Berle 
shows on NBC-TV. Whirlpool’s 
share of the tab comes to about 
$3,000,000. It shares sponsorship 
of the shows with RCA and Sun- 
beam Corp. 


® AA also was told that the new 
company plans to market an auto- 
matic washing machine under the 
new name shortly after the merger, 
although this was denied by Whirl- 
pool officials. They said that 
Whirlpool-Seeger Corp. would not 
market any products before Jan. 1, 
1956. 

When the merger is completed 
the new company will have total 
assets of about $130,000,000, and a 
net worth of about $85,000,000. 
Combined sales of the three com- 
panies last year amounted to $307,- 
600,000, and earnings were $14,- 
000,000. Whirlpool had a net of 
$9,200,000; Seeger, $6,000,000, while 
RCA’s stove and air conditioning 
divisions suffered a net loss of 
$2,400,000, prior to adjustments for 
income taxes. 


® Slated for top jobs with Whirl- 
pool-Seeger are Walter G. Seeger, 
Seeger’s board chairman, who will 
be board chairman of the new 
company, and Mr. Gray, Whirlpool 
president, who will be president 
and chief executive officer of the 
new concern. Both RCA and Sears, 
Roebuck & Co. will have minority 
representation on the board. The 
remainder of the new company’s 
management will be chosen prin- 
cipally from the merging compan- 
ies. (AA, July 25). 


Advertising Age, August 22, 1955 


Kenyon & Eckhardt Gets Whirlpool-Seeger: 
Merger Slated to Take Place Next Month 


standing about 5,785,000 shares of 
common stock, with a par value of 
$5 per share, and about 211,000 
shares of non-voting 4%4% cumu- 
lative convertible preferred stock, 
with a par value of $80 a share 

Here is how the stock will be 
distributed: 


® About 3,080,000 shares of com- 
mon stock will be issued to Whirl- 
pool stockholders on a share for 
share basis. 


® Seeger stockholders will receive 
1,548,000 shares of common stock, 
and approximately 211,000 shares 
of preferred stock, in the ratio of 
1% shares of common stock and 
3/16 of a share of preferred stock 
for each outstanding share of See- 
ger common stock. 


® RCA will get about 1,157,000 
shares, or nearly 20%, of Whirl- 
pool-Seeger common stock, in ex- 
change for cash and its stove and 
air conditioning business. Also, 
RCA will enter into an agreement 
covering the use of the trademark 
in combination with Whirlpool’s 
on products of the new company. 


® Sears, now one of the biggest 
stockholders in Whirlpool and See- 
ger, will receive 1,203,044 shares of 
the new company’s common stock 
(20.8% of the total) and 58,266 
shares of preferred stock (27.6% 
of the total). 


Kimberly-Clark to Acquire 
International Cellucotton 

Shareholders of Kimberly-Clark 
Corp., Neenah, Wis., have approved 
the proposed integration of the 
company with International Cellu- 
cotton Products Co., Chicago. Un- 
der the plan, Kimberly-Clark will 
acquire the assets of International 
Cellucotton through an exchange 
of common stock on a share for 
share basis. The proposal already 
has been approved by International 
Cellucotton stockholders. The ac- 
quisition is expected to be effected 
before Oct. 31. 

The exchange of stock will re- 
quire the issuance of 2,408,784 ad- 
ditional shares of Kimberly-Clark 
common stock to International Cel- 
lucotton. As part of the program, 
the latter will then liquidate and 
distribute the Kimberly-Clark 
shares to its stockholders on a 


Whirlpool-Seeger will have out- 


share for share basis. 
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= represented nationally by 
. STORY, BROOKS & FIMLEY 


Like a letter from home, our papers bring 
their communities into every reader's 
living room with a warm, personal, 
human touch that inspires confidence. 


7 “ONE-NEWSPAPER” Markets 
with a BILLION DOLLARS 
plus in retail sales! 


PORTSMOUTH , 


BRUSH-MOORE NEWSPAPERS 


© THE MARION STAR 
@ THE PORTSMOUTH TIMES @ THE iRONTC 
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New Yorker 
really 


gets 


around! 


Where does a Californian learn about the latest Broadway shows? More than 


40,000 do from their copies of The New Yorker—The New Yorker 
really gets around. In Beverly Hills* as in Bronxville, The New Yorker 


) acts as arbiter of Manhattan— Broadway and Fifth Avenue both 
| | —for New York-minded people. It sells the people other people follow. 


*In fact, more people subscribe to The New Yorker in Beverly Hills than in Bronxville. 
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Burrow Moves to Boston 


|!motion manager. He will succeed 

Charles L. Burrow, promotion|C. L. Richards, who has been 
manager of KEX, Portland, Ore., named national account executive 
has been transferred to WBZ, Bos-| for WBZ. Both are Westinghouse 


ton, as advertising and sales pro-| stations. 


Modern Direct Selling is big! Eight 
to nine billions’ yearly volume big, 
and versatile, too. Few products or 
services aren't suited to it, and a 
big-ticket price makes no differ- 
ence—today's Direct Selling Spe- 
cialist can sell anything you can 
sell him. What's the secret of sell- 
ing him? Send today for a free 
copy of ‘The Truth About Modern 
Direct Selling’ and find out in 
mere minutes of reading time. It's 
most authoritative text on modern 
Direct Selling, filled with facts all 


Authoritative Free Book Discloses 
Secrets of Direct Selling Success 


sales executives and agency ac- 
count men should know. Write for it 
today on business letterhead; learn 
why this powerful distribution force 
adds volume fast, perils no part of 
present over-the-counter retail 
sales, can be tested virtually cost- 
free. Just pin, paste or staple this 
ad to your letterhead and mail to: 
SPECIALTY SALESMAN, The Maga- 
zine of modern Direct Selling; 
Room 812-4, 307 N. Michigan 
Ave., Chicago 1, Ill. 
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Weirton Steel, Can 
Makers Map Drive 


for ‘Colonial Pie’ 


New York, Aug. 17—The Weir- 
ton Steel Co. and the Can Manufac- 
turers Institute will join together 
in a holiday food promotion drive 
this fall that will include ads in na- 
tional magazines, a large publicity 
campaign and a wide merchandis- 
ing program. 

The drive will be launched in 
December with Weirton Steel’s 
page color ads in Better Homes & 
Gardens and House Beautiful. The 
ads feature a new recipe for “colo- 
nial corn pie” created especially for 
the occassion by Poppy Cannon, 
food editor of House Beautiful. The 
Associated Independent Canners, 
Flako Products Corp. and other or- 
ganizations are expected to join 
the promotion. 

Other promotion plans include 
use of the pie recipe in trade ads, 
display material, trade magazine 
insertions and publicity and mer- 


chandising by Flako. The CMI will; 
send publicity material to news-| 
papers and radio and tv stations. 


Gannett Boosts Salisbury | 
Gerald H. Salisbury, managing | 
editor of the Knickerbocker News, 
Albany, N.Y., Gannett Newspaper 
Group daily, has been promoted to 
general manager. He succeeds A. J. 
McDonald, who will establish and 
manage a new retail division of 
J.P. McKinney & Son Inc., national 
sales agency for the Gannett News- 
paper Group. Mr. McDonald will 
headquarter in New York. 


Luther Retires from Brewer 


Paul Luther, partner of Bruce B. 
Brewer & Co., Kansas City, Mo., 
has retired after more than 35 
years with the agency and its pred- 
ecessor, Ferry-Hanly Co. He joined 
Ferry-Hanly in 1919 and became 
secretary-treasurer in 1933, in 
which position he served for 11 
years before becoming a partner of 
Bruce B. Brewer & Co. upon its 
organization in 1944. 


muscling 


in 
on 


fido! 


Who said Sergeant’s catered only to canines? 

’Tis true that, for 78 years, dog owners 
have trusted Sergeant’s® Dog Care Prod- 
ucts. But for over a year now, cat fanciers 
and kids who fancy cats have counted on 
Sergeant’s Cat Flea Powder to help keep 


N. W. AYER & SON, INC. 


their felines flea-free through all nine lives. 

National advertising for Polk Miller 
Products Corporation, our client for 16 
years, reminds thoughtful pet owners that 
Sergeant’s veterinarian-tested products are 
tops for both barkers and purrers. 


Philadelphia 
San Francisco - 


New York Chicago 
Hollywood - Boston - 


Detroit 
Honolulu 


Advertising Age, August 22, 1955 


AMEDEE COLE has joined Kudner 
Agency, New York, as v.p. and 


copy chief, succeeding Norman 

Nash, who recently retired. Mr. 

Cole formerly was creative direc- 
tor of Geyer Advertising. 


Allis-Chalmers Finds 
Summer Safety Ads 
Are Excellent PR 


MILWAUKEE, Aug. 16—Allis- 
Chalmers Mfg. Co. is finding ad- 
vertising recognition in its “good 
neighbor” children’s safety cam- 
paign again this year. 

For the third summer the com- 
pany has run advertisements en- 
couraging children to follow safety 
rules in their vacation recreation. 
And they have brought more com- 
mendation for the company. 

Allis-Chalmers started to run the 
advertisements in 1953. The first 
one advised the kids to follow safe- 
ty rules in bicycling, swimming, 
walking and at playgrounds. Pic- 
tured as advising the children to 
play safe was Wally Cox, the 
schoolteacher of the “Mr. Peepers” 
television show. Civic, safety and 
educational leaders praised the 
firm and as many as 100,000 re- 
prints were requested for distribu- 
tion at playgrounds and recreation 
spots. 


® Cincinnati gave the company the 
“green key award” for “your sin- 
cere interest, constant concern and 
unselfish work which has material- 
ly helped Cincinnati in its efforts 
to make the Queen City one of 
America’s safest cities.” 

The National Safety Council 
voted Allis-Chalmers one of its 
1953 public interest awards for ex- 
ceptional service to safety. The 
company’s over-all safety program, 
including the summer safety ads, 
was cited. 

The same summer safety theme 
was followed last year and again 
this year. The appeal, which ran 
in newspapers in all 14 Allis-Chal- 
mers plant cities, was addressed to 
the “little chiefs and princesses” 
of the various cities. 

The Springfield, Il., playground 
and recreation commission sent a 
letter of thanks. The National 
Safety Council, Wisconsin Council 
of Safety and the Wisconsin Indus- 
trial Commission sent similar mes- 
sages. A Gadsden, Ala., newspaper 
commented editorially. 

A little girl from Independence, 
Mo., thanked George Reuland, gen- 
eral manager of the Allis-Chalmers 
plant there, in a letter and asked 
him how much the whole page of 
safety rules cost. 

Mr. Reuland told her it cost $1,- 
601.60 “and is well worth it if it 
benefits all children as you say it 
has you.” 

The Allis-Chalmers public rela- 
tions department and Bert S. Git- 
tins Advertising, Milwaukee, have 
collaborated in the production of 
the ads. 


WORC Appoints Morris 


M. D. Morris, former account ex- 


ecutive at WAAT, Newark, has 
been named station manager of 


~WORC, Worcester, Mass. 
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QUESTION: Which general magazine 


Why the emphasis on news- 
stand? Because it’s the one 
place where people choose 
between what is offered and 
what theyreally read.There’s 
no price cutting. No pres- 
sure selling. No “pay next 
month.” It’s strictly cash 
and carry and let the best 
Magazine win. 


FRR G28 e 1,547,405 
Bee. Pat . s+. 1,043,932 
Look...........1,001,086 
Collier’s...... ... 826,364 
The latest ABC figures show 


at a glance that the Post is 
not only ahead, but ahead 
by a decisive half a million 
copies. It gets to the heart 
of America. 


“Dazzy Vance really throws a 


leads at the newsstand ? 


beanball at modern baseball!” 
says JACKSON TAYLOR, Senior V.P., Lennen & Newell, N.Y. 


“Do you think big-league ball is better 
than ever? That’s not the way the Old 
Dazzler sees it. He claims the long- 
ball craze is ruining the game. The 
strike zone has been shrunk like a 
$1.98 shirt. Pitchers have become 
glorified ball servers. And singles are 
sneered at. I can’t say I think Vance 


is 100% right. But it looks like he’s 
started the year’s biggest rhubarb!” 


Baseball fans will find his “I'd 
Hate to Pitch Nowadays” on page 
27 of this week's Post. 
In all 8 articles, 4 short stories, 2 serials 
and many special features in the August 
20 issue of The Saturday Evening Post. 
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Seagram Alters Executive Setup; 


Fischel Is Head, Others Move Up 


New York, Aug. 18—Major 
changes in the executive setup of 
Joseph E. Seagram & Sons, largest 
American liquor distiller, are in the 
making. They come at a time when 
Seagram sales are slipping in the 
face of more vigorous competition. 

The company announced today | 


the formation of a new advisory | § 


board. The presidents of Seagram 
and three of its subsidiaries—Cal- | 
vert Distilling Co., Frankfort Dis-| 
tilleries Inc. and the House of Sea-| 


gram—have been named to the|§ 


new board. 


® Within the next few weeks, it is 
expected that Seagram will an- 
nounce another major corporate 
change—coordination of the sepa- 
rate subsidiary companies into 
either Joseph F. Seagram & Sons 
or the House of Seagram as divi- 
sions of the holding company. 
Under the re- 
ported new divi- 
sional setup it is 
expected that 
Victor A. Fischel, 
president of the 
House of Sea- 
gram, will head 
up the corporate 


activities will be in addition has 
not been announced. 

All members of the advisory 
board—except Mr. Fischel, who is 
52—are past 60 years of age, and 


a 


E. D. Slater Jay Gould 


all are also board members of Dis- 
tillers Corp.—Seagrams Ltd., Mon- 
treal, which controls the American 
companies in the Seagram group. 
While eligible retirement age for 
Seagram employes is 65, it is not 
mandatory. 


® Much speculation has _ been 
aroused in the liquor industry by 
these drastic changes. The consen- 
sus is that Seagram is clearing its 
decks for tougher competition. Dur- 
ing 1954 the company is estimated 


structure. H. W. 
Evenson, now 
exec. v.p. of Sea- 
gram, is expected 
to head the Sea- 
gram division; Tubie Resnik, now 
exec. v.p. of Calvert, is slated to 
head that division and Jay Gould, 
exec, v.p. of Frankfort, will head 
that unit. 


V. A. Fischel 


® The current presidents of these 
units, who have been named to the 


new advisory board, will also be em 


given additional duties: 

Ellis D. Slater, president of 
Frankfort, will be in charge of new 
enterprises for the company, in- 


to have had an over-all sales drop 
of about 10% in sales volume; Cal- 
vert’s sales reportedly were off 
about 18%, and Frankfort is be- 
lieved to have dropped 15% to 
20%. 


® Seagram 7-crown, largest sell- 
ing brand among blends, is esti- 
mated to have sold about 7,000,000 
cases in ’54. Seagram’s V.O. Cana- 
dian whisky is believed to have 


cluding oil and uranium develop-| 
ment, real estate and other invest- 
ments. 

W. W. Wachtel, president of 
Calvert, will be in charge of over- 
all public relations activities for 
the holding company. 

Frank R. Schwengel, president of | 
Joseph E. Seagram & Sons, will 
have charge of the company’s 
Washington office and fair trade 
policies. 

James E. Friel, a Seagram v.p., 
has also been named to the ad- 
visory board, but what his future 


H. W. Evenson F. R. Schwengel 


held its own with ’53 sales at about 
1,500,000 cases. Seagram’s Ancient 
Bottle gin is estimated to have hit 
somewhere between 750,000 and 
1,000,000 cases. 

Calvert Reserve is estimated in 
trade circles to have sold about 2,- 
000,000 cases. Lord Calvert did 


NEW DECANTERS, NEW JOBS—W. W. Wachtel (right) and Tubie Resnik 
are shown examining a Christmas gift decanter for Calvert whis- 
kies, the first time the company will use gift decanters (See story 
on Page 38). This picture was snapped shortly before Seagram an- 


nounced its new executive set-up. 


Mr. Resnik, exec. v.p. of Calvert, 


becomes head of the company, while Mr. Wachtel, Calvert’s presi- 
dent, moves up to the new advisory board and also takes charge of 


over-all public relations 


activities for Seagram. 


about 200,000 and Carstairs about 


, 900,000 cases. 


® Frankfort’s Four Roses hit about 
1,500,000; Paul Jones about 900,000; 
Hunter’s did about 500,000; Wilson 
about 300,000, and Paul Jones gin 
about 255,000 cases. 

Seagram has been the largest na- 
tional advertiser in the liquor field 


for a number of years. In 1954 it 


spent close to $20,000,000. Of this, 


$9,441,700 was for newspaper space, 


$6,163,692 for magazine space, $2,- 
880,535 for outdoor and at least $2,- 


000,000 for point of sale materials. || 
In comparison, Schenley Indus- || 
tries and National Distillers Prod- || 


ucts Corp., its next largest competi- 


|tors, spent about $15,000,000 each. 


Schenley put $5,881,750 into news- 
papers, $2,876,222 into magazines, 
$3,440,039 into outdoor and the re- 
mainder into point of sale. National 
spent $6,655,500 in newspapers, 
$4,791,452 in magazines, $1,481,414 
in outdoor and the remainder in 
point of sale. 


® It is understood that Seagram 
in the future will make a more vig- 
orous battle for blends against 
bonds and straights, and that Mr. 
Wachtel will plan and launch a 
new campaign to stem the down- 
ward sales curve which blends 
have suffered during the last cou- 
ple of years. Blended whisky ac- 
counts for about 58% of all dom- 
estic whisky sold in the US.; 
straights represent about 28%, 
blends of straights about 1% and 


bonded whisky accounts for around 


13%. 

The Seagram agency situation is 
also reported due for some changes 
in the near future. Currently the 
Carstairs division of Calvert has 
been receiving agency presenta- 


tions, despite the fact that it is now |. 


embarking upon a new advertising 
campaign for the holidays. The 
Calvert division is also known to 


ij have talked to agencies. 


® Agencies now handling the Sea- 
gram lines are as follows: War- 
wick & Legler has Seagram 7- 
Crown and institutional advertis- 
ing; Roy S. Durstine Inc. handles 
Seagram’s V. O. Canadian whisky 
and Ancient Bottle gin; Dowd, Red- 
field & Johnstone has Gallagher & 
Burton and Christopher Columbus 
rum. Lennen & Newell handles Cal- 
vert Reserve and Carstairs, and 
Geyer Advertising has Lord Cal- 
vert. For Frankfort, Young & Rubi- 
cam handles Four Roses and Paul 
Jones whiskies and Frankfort gin, 
while Doherty, Clifford, Steers & 
Shenfield has Hunter and Wilson 
whiskies. 


Modess Launches 
‘Biggest’ Consumer 
Premium Offer 


MILLTOWN, N.J., Aug. 19—Per- 


sonal Products Corp. today an- 
nounced a new premium promotion 


campaign for its Modess sanitary 


napkins. It says this will be the 
largest single premium promotion 
campaign in its history. 


The new premium is a Hostess 


Sash designed by Claire McCardell. 
It will be available for $2 and a 
box top. 


Personal Products says it was 
the first company in the sanitary 


napkin field to offer a consumer 
premium. Its first premium, of- 
fered in 1952, was a package of 20 
vials of top-name perfumes for a 
box top and 50¢. In 1953, it offered 
a wardrobe of silk scarves for a 
box top and $1. 


(Ed. Note: Kotex announces its 


entry into the premium field. Story 
on Page 35.) 
In 1954, the offer was a Sew-and- 


Go kit for $1 and a box top, and 


last spring Personal Products of- 
fered a Flutterby petticoat for a 
box top and $2. 

Young & Rubicam handles Mo- 
dess advertising. 


HOEDOWN—Display pieces like this 
will help promote PictSweet frozen 
foods during a Harvest Hoedown 
campaign. Ads will run in Good 
Housekeeping, Ladies’ Home Jour- 
nal and store-distributed maga- 
zines. Brisacher, Wheeler & Staff, 
San Francisco, is the agency. 


‘Reader's Digest’ 
Will Boost Ad 
Space in April, ‘56 


. (Continued from Page 1) 
advertising pages per issue. 


® Fred D. Thompson Jr., Digest 
advertising director, in an inter- 
view with AA, emphasized that the 
number of editorial pages would 
remain “substantially the same” as 
is currently being published in 
books with a total of 216 pages. 

Also stressed was the point that 
the new flexibility would help meet 
the seasonal advertising patterns of 
advertisers. Recently, in one tele- 
phone call, the Digest lost $65,000 
worth of business because an ad- 
vertiser, starting a new product 
year, could not get his advertising 
into a desired issue because of the 
32-page limitation. 


Holeproof Purchase 
Will Increase Kayser 
Sales to $85,000,000 


New York, Aug. 18—Julius Kay- 
ser & Co., 75-year-old maker of 
ladies’ gloves, lingerie and hosiery, 
has acquired Holeproof Hosiery 
Co., one of the largest companies 
in its field, as part of the Kayser 
operations. 

Kayser has purchased the net 

current assets of Holeproof and 
leased the fixed assets for five 
years, at which time, they too will 
be purchased. 
It was indicated that no decision 
has been reached at this time as to 
the future status of the two compa- 
nies’ agencies. Peck Advertising 
handles Kayser and Weiss & Geller, 
Chicago, is agency for the Milwau- 
kee hosiery manufacturer. 


® Holeproof sales last year were 
$24,435,342, with net earnings of 
$1,157,984. Integration of Kayser 
and Holeproof operations will bring 
Kayser’s annual sales volume to 
about $85,000,000, it was estimated 
by Abraham Feinberg, Kayser 
board chairman. This will make 
Kayser the world’s largest producer 
of women’s lingerie and accessories. 

In the past year, Kayser has ac- 
acquired Catalina Inc., largest U.S. 


hosiery 


became the Diamond Glove Corp., 
Corrette Corp., maker of woven 
undergarments for women; Sher- 
man Undergarment Co., maker of 
women’s panties, and a tricot plant 
in Bantam, Conn. 


‘Sports Illustrated’ 
Subscriber Is Above 
Average, Politz Says 


Politz study of subscribers. 


490 home. 
Usually (75%) 


bowling more than anything else. 


than the median for all Grand Ra- 


ued at almost twice the $8,498 me- 
dian figure for all owner-occupied 
homes in the city. 


study confirmed that SI’s circula- 
-tion “represents one of the most 
successful, active and influential 
groups in the country.” 


swimwear manufacturer, Diamond 
Hosiery Corp., maker of Diamond 
and Fruit-of-the-Loom 
hosiery, Guttman-Mayer Co., which 


Mr. Thompson said it is difficult 
and impractical to limit advertising 
to a certain number of pages a 
month, which the Digest has tried 
not only in the U.S. but also in Ca- 
nada some years ago. The Canadian 
experience was that a limitation 
brought a decrease in advertising. 
When the limitation was removed 
advertising increased again. 


® It is believed that under the re- 
vised plan, the Digest might carry 
as many as 48 pages of advertising 
in an issue. The new arrangement 
of 20% of the total pages was de- 
scribed by Mr. Thompson as “giv- 
ing us leeway in both directions 
and is much more realistic than the 
earlier arrangement.” 

He added that current “standards 
as to the quality of advertising in 
the Digest will continue.” 

Mr. Thompson’s letter to adver- 
tisers also says: 

“In 1956 we expect to be able to 
publish as much advertising as our 
charter subscribers will want. Your 
wishes will be met before we solicit 
new business. In order to protect 
you for 1956, it will be helpful if 
you will let us know your tentative 
program for the Digest by Friday, 
Sept. 23, or as soon thereafter as 
may be practical.” 

Advertisers are also told that the 
Digest’s “objectives are simply to 
earmark as many pages as you may 
wish to have, to insure your repre- 
sentation in the issues you prefer, 
continuity throughout the year, and 
the flexibility that we know is es- 
sential to a successful advertising 
program.” 


® The letters also declare that 
“there is convincing evidence that 


New YorkK, Aug. 18—Sports II- 
lustrated today unveiled an Alfred 
In 
Grand Rapids, according to Politz, 
the median SI reader is 38, makes 
$8,660 a year, and lives in a $16,- 


he’s married, 
attends football and baseball games 


more than five times a season, and 
goes golfing, fishing, swimming or 


® SI’s subscribers’ median income 
was said to be five grand better 


pids families, and SI homes are val- 


Publisher Harry Phillips said the 


the readers of the Digest like ad- 
vertising in its pages. Newsstand 
sales—perhaps the most reliable 
and immediate indication of public 
reaction to a magazine—are up on 
every issue over last year. Thou- 
sands of comments have come to us 
from readers who have said that 
they like the quality of the adver- 
tising and selectivity we have 
placed upon it.” 

Mr. Thompson also said that the 
Digest plans to start a campaign of 
color spreads shortly which will 
“sell advertising, sell magazine ad- 
vertising and sell the Reader’s Di- 
gest.” Unifying theme of the pro- 
gram will be “an example of the 
power of a few words in print.” 


Stauffer System to Heiman 

Stauffer System of Chicago Inc., 
a chain of slenderizing salons for 
women, has appointed Sheldon M. 
Heiman Inc., Chicago, to handle 
its public relations and advertising. 
Chicago newspapers and spot radio 
will be used. 


Dwight Advertising Moves 
Hugh Dwight Advertising, Port- 

land, Ore., has moved to larger 

quarters at 115 S. W. Fourth Ave. 
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...YOU'RE IN THE BIG PICTURE FOR MAINTENANCE! 


Greater total area than all the homes in New York and Chicago . . . more acres of grounds than the area 
of the state of California . . . mechanical equipment requiring power equal to that used in the cities of 
Philadelphia and San Francisco . . . laundry and sanitation requirements in excess of those 

of a million families . . . maintenance and operating personnel totaling over 

200,000 workers . . . in 550,000 buildings. 

Hospitals; hotels; schools; colleges; clubs; office, government, industrial and recreational buildings 

have over six and one half million rooms with hundreds of thousands of acres of 

windows, venetian blinds, plus lighting, elevators, air conditioning, plumbing 

and heating to be cleaned and maintained. 

Institutions buy more than 60 per cent of all maintenance and sanitation products 

sold by dealers with institutions departments. 

The Big Picture of institutions demand for virtually all of the products of business, industry and agriculture— 
food; food service equipment; building products; furnishings; and maintenance and sanitation. 

To put your products in The Big Picture, put your advertising in the magazine that serves all 

buying and influencing factors, institutions executives, distributors 

and consultants. Get the facts about The Big Picture now! 


CONSULT YOUR ADVERTISING AGENCY OR WRITE TO INSTITUTIONS PUBLICATIONS 


SERVING THE INSTITUTIONS FIELD FOR 18 YEARS 


Jnotitutiond 


MAGAZINE 
OF MASS FEEDING—MASS HOUSING 


...and there's a 


BIG PICTU 


for you 
if you manufacture 


@ FOOD SERVICE EQUIPMENT... 


Commercial equipment for 120 
million meals prepared daily. 


e@ BUILDING PRODUCTS... 


$9 billion plus, of new construc- 
tion and expansion in 1955. 


eFOOD... 


$16 billion annually in retail 
sales for mass feeding. 


@ FURNISHINGS ... 


6% million rooms furnished for 
America away-from-home. 
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Advertising Age, August 22, 1955 


871,359 TRUCKS 
210,300 TRUCK TRACTORS 
1,081,659 (Over 11% of all trucks 
licensed to operate in the 
U.S.) 
200,575 TRUCK TRAILERS 
752,388 BUSINESS PASSENGER 
CARS are owned by ROTARIAN sub- 
scribers or by firms in which they are 
corporate officers or titled executives. 
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Take a look at this market for automotive equipment... 


88% own all their vehicles 
3% lease all their vehicles 
9% both lease and own their 


vehicles 


Want to sell these men? Reach 


them most effectively and eco- 


nomically through their own 


magazine . . 


. THE ROTARIAN. 
313,889 Average Total Net Paid ABC (Dec. 1954) 


The Rotarian, 1600 Ridge, Evanston, Il. 
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DMAA Offers ‘How to’ Booklet 
on Folders and Broadsides 

The Direct Mail Advertising 
Assn. has prepared another DMAA 
Research Report, “Folders & Broad- 
sides - How to Plan and Produce 
Them.” Written by Amos G. Beth- 
ke, manager of the central printing 
department of Time Inc., and illus- 
trated by A. Gordon Draper, Mc- 
Graw-Hill Publishing Co., the 
booklet discusses production fun- 
damentals of folders and broad- 


sides. 


Copies may be obtained from the 
DMAA, 381 Fourth Ave., New 
York, for $5 each. Price to DMAA 
members is $2.50 each. Quantity 


prices, beginning with three copies, i 


are available on request. 


Kenny Named A. E. 


Charles A. Kenny, formerly edi- 
tor of Pittsburgh Engineer, has 
been named account executive in 
the technical and sales literature 
department of Ketchum, MacLeod 
& Grove, Pittsburgh. 


DALLAS’ BUSINESS 1S BIGGER THAN DALLAS: 


Consumer Markets says... 


DALLAS 


AUTO 
DALES ARE 


BIGGER 
THAN 


DALLAS 


...0r Dallas County 
...0r Dallas’ C & RTZ 


IOTIVE 


OUT-OF-TOWN CUSTOMERS ACCOUNT FOR 
35.9% OF DALLAS’ AUTOMOTIVE SALES 


Dallas’ new car dealers advertise pre- 
dominantly in The Dallas News, the only 


newspaper that covers 


Dallas, Dallas County 


and the 71 surrounding counties that look to 


Dallas, buy in Dallas 


and visit with Dallas 


through The Dallas Morning News. 


Your Dallas business 


In the last six months Dallas’ 
automobile dealers have placed a 
million lines in The News—thirty- 
seven per cent more than in Dallas’ 
smaller newspaper. 


will be bigger, too, 


when you advertise with the advantages of 
The News’ larger circulation and greater 
influence over the entire 72-county Dallas 


Market. 


72-COUNTY DALLAS 


TOTAL RETAIL SALES . . 
|. ae 
GENERAL MERCHANDISE 
HOME FURNISHINGS. . 
AUTOMOTIVE SALES . . 
DRUG SALES ...... 


MARKET SALES: 


. . « » $3,289,207,000 
744,950,000 
496,526,000 
170,627,000 
827,403,000 
110,048,000 


SRDS: 1955 CM 


According to Consumer Markets’ Editor, Edwin Gold- 
stein, the buying of non-residents affected Dallas’ 1954 


sales volume as follows: 


STORE GROUP 


DALLAS CITY SALES* 


PERCENTAGE OF 
DALLAS CITY SALES 
TO NON-RESIDENTS* 


Total Retail Sales . . . $980,834,000 38.1% 
Food Sales ...... 159,065,000 14.3% 
General Mdse. .... 184,108,000 61.4% 
Home Furn. ...... 51,543,000 38.4% 
Automotive Sales ... 221,410,000 35.9% 
Drug Sales ...... 29,599,000 33.4% 


*Includes both direct and mail order sales 


ONLY THE DALLAS NEWS COVERS THE DALLAS MARKET 


Ghe Hallas Alorning News 


DALLAS’ LARGEST NEWSPAPER: More people BUY The News . . . more people READ The News . . . more people are 
INFLUENCED by The News than any other North Texas Newspaper 


CRESMER & WOODWARD, INC., Natl. Representative @ New York + Chicago + Detroit + Los Angeles + Atlanta + San Francisco 


_. 


ALLEN McGINNIS has been named 
copy chief of the Los Angeles of- 
fice of Batten, Barton, Durstine & 
Osborn. Formerly in the tv depart- 
ment of the agency’s New York of- 
fice, Mr. McGinnis succeeds Harry 
Bell, who returns to the New York 
office as a copy group head. 


Burgermeister Beer 
Campaign Features 


’ 

Summer Supper’ 

San FRANcisco, Aug. 16—San 
Francisco Brewing Corp. has 


launched a “Summertime Supper” 
campaign for its Burgermeister 
beer. 

In newspaper space, outdoor ad- 
vertisements and on tv and radio, 
the company is promoting “appe- 
tizing, easy to fix, warm weather 
meals with Burgermeister beer.” 
The ads feature extra-profit items 
which grocers must move fast. 


# Full-color posters in more than 
1,600 choice locations will feature 
the campaign theme, while “Sum- 
mertime Supper” ads in newspaper 
food sections will emphasize menus 
for warm weather meals. 

A heavy schedule of tv spots will 
tell people that “Dinnertime is 
Burgie Time,” and commercials on 
the “Eddie Cantor Comedy Thea- 
ter” will feature foods calling for 
Burgie. The “Burgie Music Box” 
on ABC Radio, plus a heavy spot 
radio campaign, will describe 
warm weather meals. 

Store displays will feature the 
“Burgie-copter,” a display sitting 
atop a 6%’ pole and using motor- 
driven rotor blades. 

Batten, Barton, Durstine & Os- 
born is the agency for Burger- 
meister. 


Chain Drug Store 
Survey Finds 47% 


Are Self-Service 


New York, Aug. 16—More than 
47% of the nation’s chain drug 
stores are new self-service, either 
wholly or to a significant degree, 
according to Chain Store Age’s an- 
nual survey. 

The study is published in the 
1955 “Directory of Drug Chains,” 
issued at $25 by the trade publish- 
ing company. It shows that there 
are now 1,914 retail companies op- 
erating two or more drug stores, 
and that they operate a total of 
7,977 stores. 

Of this total, 3,769 stores are self- 
service or “self-selection” (semi- 
self-service). Only 686 are com- 
pletely self-service, however. 


= Among the nearly 2,000 chain 
operators more than two-thirds 
are now operating under some 
form of self-service, the survey 
says. Three hundred and eight 
new chains were added to the di- 
rectory’s listing since last year, as 
one-store operators added outlets. 

At the same time, 228 chains 
went out of existence via the 
merger route. 

In addition to listing the drug 
chain companies, the new directory 
provides the names of all their 
executives and merchandise buy- 
ers. 
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T. E. SNYDER has been named 
manager of advertising and sales 
promotion of the Exide Indus- 
trial division of Electric Storage 
Battery Co., Philadelphia. He 
previously was executive direc- 
tor of Americans for the Com- 
petitive Enterprise System Inc., 
Pittsburgh. 


Texas Law May 
Affect Food Chains’ 
Use of Newspapers 


AUSTIN, Tex., Aug. 16—A 
new law, which goes into effect 
Sept. 6, the state’s so-called 


“Unfair Sales Act,” may have a|: 


noticeable effect upon newspa- 
per advertising by supermar- 
kets. 


Opponents who fought it all}: 
the way to the governor’s office |? 
believe it will cut down on} 
newspaper advertising by su- 3 


permarkets. 


But proponents think the net 


and long-range effect will be to 


increase the volume of advertis- |: 
ing because, they assert, the in- |: 
dependent stores will have a}: 


better chance against chains. 


The Texas Retail Grocers aes 


Assn. backed a law to cut down 
the power of the Safeway na- 
tional chain to cut prices to a 
point below which independents 
could endure. In its final form 
the law makes it illegal to lim- 
it the quantities of any sale 
item offered below cost—in oth- 


announced 


ly that the law is invalid. 
Texas never has had a price-fix- 


these, 


Milford A. Vieser, financial v.p. 
Co., Newark, has been elected sen- 


New Jersey. He succeeds Thomas 
V. Barber, former exec. v.p. of L. 


er words, the entire stock of|: 


sale item must be offered in|: 
unlimited quantities instead of |i 
“one to a customer.” Even a| i: 
competitor could thus meet a}: 
price cut by a chain, simply by |: 
sending across the street to buy | #: 
his stock from the chain at the} 


chain price. 


s The state grocers association, | : 
which represents a majority of| : 
the state independents, asserted | } 
that Safeway was taking a loss| : 


in each new city it entered, in 


order to get, and get more ; 


quickly, the share of the market 
it set as a quota. This share 
was 38%, according to Leon 


Sacco, then state president of 


the retail grocer’s group. 

Tactics of the chain, the as- 
sociation asserted, were to meet 
every sale price offered by any 
other market in the city, then 
keep the low price indefinitely. 
In 13 months, Mr. Sacco said, 
over 500 independents went out 
of business in Fort Worth, Dal- 
las, Bryan, El Paso and the 
Texas Panhandle, and Safeway 
lost $1,000,000 or more. 

But this merely reduced the 
chain’s national profits to about 
$13,000,000 in 1954, Mr. Sacco 
said; this was the approximate 
figure reported by the chain re- 
cently. Housewives in new Safe- 
way cities would have to pay 
the losses after Safeway estab- 
lished itself, Mr. Sacco charged. 


s But the new law may run 
into trouble. Gov. Allan Shivers 
received an opinion from the 
Texas attorney general’s de- 
partment that the validity of the 
law is questionable, though the 
opinion would not say definite- 
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October 
Opportunity 


October is opportunity month for those 
alert advertisers who are aware of the pulling 
power of full color in Cleveland's favorite news- 
Addition of four 
full press units and ten superimposed color cyl- 
inders will more than double the amount of 
color that can be published on any day. Eight 
full-color and ten 2-color pages will be pos- 
sible in papers up to 80 pages. On days when 
more than 80 pages are required, sixteen 2-color 
pages can be published, up to the new press 
capacity of 96 pages. 


paper—The Cleveland Press. 


This means that as many as eight full-color 
advertisers will be able to display their products 
in their own appealing natural colors, and cash 
in on the extra color impact of the newspaper 
that is to both readers and advertisers——— 


\ combined average total cir \tion | 
is 102,772,675. ABC memvership| 
ing or a fair trade law. Yet inde-| includes 1,562 mewspape:: ‘» the 
‘pendent grocers have established|U. S. and 99 in Canada. 
themselves in pretty fair business-| 273 are morning, 859 are ©\vecning, 
es. Houston (where Safeway has| five are all day and 425 are Sun- 
it will establish 10| day. There are 722 papers in the| 
stores and a 70-acre warehouse|U. S. and four in Canada that are| 
| |next year) is an outstanding exam-| not members of ABC. 
|| ple; independents claim they have 
> \62% of the business, compared to| N. J. Adclub Elects Vieser 

, |\38% for chains, and this is exactly 


the reverse of the percentage in of Mutual Benefit Life Insurance 
other large Texas cities. 


96% of Daily, Sunday 
Circulation is ABC 
Audit Bureau of Circulations,| Bamberger & Co., who resigned be- 
Chicago, reports that it is now aud-| cause of his transfer to a similar | 
iting and reporting 95.86% of the| position at R. H. Macy’s in New 
combined average net paid circu-| York. 
lations of daily and Sunday papers 
in the U. S. and 99.71% in Canada.| Rockwell Names Treganowan 
A survey by ABC shows that its 
member daily and Sunday news- 
papers distribute 96.02% of a total 
U. S. combined morning, evening, 
all day and Sunday net paid circu- 
lation of 107,033,940. The ABC) division. 


ior v.p. of the Advertising Club of | 


Rockwell Mfg. Co., Pittsburgh, | 
has promoted David T. Tregano-| 
wan, formerly a copywriter with| 
the meter and valve division, to as-| 
sistant advertising manager of the| 


. 7 . 2 
Medium high priced cars~ 4.1%, 
of adults in car-owning households in New York City & 
suburbs, where last car bought was medium-high priced 


are News readers- 


and you'll find other important information about 
the buying habits of the readers of all New York 
City newspapers, available for the first time in 


Profile of the millions 


... based on 10,349 personal interviews, conducted 

by W. R. Simmons & Associates Research, Inc. in New 

York City & suburbs. Shown in visual presentation, 

by appointment only. Ask any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


Regular coffee drinkers-40% 


of the women (15 years and over) in New York City & 
suburbs, who served regular coffee in the past month 


are News readers- 


... These women News readers are the best customers 
for everything sold in New York... because there are 
so many of them—2,290,000 in all, and include 

the largest proportion of executives, high income 
occupations, wives, mothers, car owners. 

See this important new New York readership study— 


Profile of the millions 


Presented visually by appointment to advertisers 
and agencies. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Ine.) 


Eyebrow 


of the women (15 years and over) in New York City 
& suburbs, using eyebrow pencils in the past month 


are News readers- 


The Daily News has 2,290,000 women readers, who 
buy more of just about everything—more cosmetics 
and toiletries of all types, more grocery products of 
all kinds, more women’s and children’s apparel. If you 
want to up your sales in the New York metropolitan 
market, you should know about this study— 


Profile of the millions 


Presented in visual summary for advertising and 
agency executives. Call any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 
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MONITOR, NBC’s new radio pattern, showed such tremendous potential that advertisers invested 
over $1,500,000 before its premiere. 


a ee 


Now, after G6 weeks of broadcasting, the MONITOR story can be told in hard facts. 


MONITOR programming attracts a big cumulative audience...fast! With 15 participations spaced 


over a weekend, an advertiser reaches 3,670,000 different homes...reaches them at the rate | } 


of 367 unduplicated homes per dollar.* 


MONITOR gives its sponsors more homes per dollar than any weekend sponsor on the second 
network. If weekend radio advertisers sponsoring conventional-type programs on the next net- 


work were to invest comparable sums in MONITOR, here’s what they would get: ; a 
; 
4 


more homes for your money on 


bt al 
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Current Show on 2nd Network Same Money Invested in MONITOR 

SPONSOR LENGTH COST DIFF. HOMES REACHED DIFF. HOMES REACHED GAIN 

A 60 Min. $22,800 917,000 4,130,000 350% 

B 30 Min. 11,3800 1,055,000 3,670,000 248% 

Cc 15 Min. 7,600 1,192,000 3,120,000 165% 


This is without counting MONITOR'’s huge bonus audience listening to car radios and portables. 


| A special Advertest survey of car-riders during the last July weekend showed that more listeners 
were tuned to NBC than to all other networks combined. 


Reach greater audiences with your advertising dollar by switching to radio’s future pattern. 


MONITOR is virtually sold out for the coming Labor Day weekend, but other choice weekend 
time is still available. Call your NBC Representative today. 


a eg EG 


*Nielsen Special Report, covering 2 weeks ending June 25. 


RADIO NETWORK 
a service of Ray 


: pis ica Ds eek "gh ig Mat ar ai : + ia, i, * amt 2 = > J 
SUD SS. ae ce CLE IO Ms poh : De , made haste t eis ae EP 5 : te Aree CN aa ms ae ; “S Lp Ltirhg Chaar a i) 
es a ie ec ais ae ey i : rote ~ ¥.4 . ee 
io 
Ad 
) 
ae pee ) 
Brie } t, 
a " ®» PAS. | 
oa Sf a a A ".¥ 
; : PA. | 
’ 7” / = As 8;  f 
2 . < q 
5 Zz be vs ™ 
‘, He ate e Re So Lager oe 
% eS ) Gitte ih - pe, san 
jou oh ates Se ee ops pies ~~ e 
es § Tite deat oS Sites ; ttl 
4 if aa ete. de ay fr Sica : Sh ag Ey 
‘J 9 Swag. OF Ree 3 pee ies 6 aia i 
he yp : La po re a tiie ecco: ae “gee SS ERE ii “a 
bs aa (so eS Moony SANE EES he 
in “a a 3 Pp 3-7 St 
ts ‘ate. a ee penis ap ” Beit ce E Bar ppetererssaee sty '& “ 
= Py 7a ‘ “ vocecnees Bees rt 
i ED 3 mw a 
‘ ‘ 4 ¥ 2 
oa. 6 ae in a ; 
a 43 ae # | “ 4 P 33 4 f pitti: 
= BR tg 13 state, eer 
po Bi oy Se ii bes 7 sti 
. Bs ' — i RE + i 
. ae AS % ast! 
ae A i S 
. moet S ’ £ a a 7 : i 
so ee Page a “ueees re ee, ee ee : 
mee eee MR | Se Bd a ss me "3 a 
a oo | eo “ ’ * i , 
t Peis aa ; an? + 
ba ES Mee * a : 
- , Te “eet, Ca aes : be BE eee. 2 rs 
1D | —— ) 
: me Ry oe ge SER a Ss a Ne rr : ee a - 
& : 7 eee Se ee. oY 
rg = ¥ gw vi oh ‘ ae s Pica ~ k 
a SE e ns es rd a : ‘Se ms : 4 
Ve Bye E u d ; *y ‘ — i 
en 4 ‘ . “ ae : 
% ee, 3 tex _ ‘ a ar 
: 7a) i — {6 ‘. : 
sli ‘i ; fies ost ce : “ ; 
fi bet : : Z. ft Re ae hin 
, eae es : ee “eft 
bi ; Hi oe i agit ee * 
: cs ers ca \ 
be oo. LP : s ; cima ane 
eg Pere g ie ae ce Sig ee aera es veo ara rod aS a aes ! 
BR Nae 
ey ey: 
as: t 
s Be 
, | ee 
j 
| 
| ee 
| 
' 
oe 
A ee 
| 
ie 
; 
Fae 
| ee 
ciees, enemy Brain feNe Barns er roe ENOL ae . i 
| ‘ee 2 as ae os ee Se neal iii MID : Pf 
eae: nee eee ie Ro Bre ; co : — : ———_—— : Beton 
. | ' risen ee ae sees ere (Beh ‘eee pie ee Bae ca q yo Sag 
Boe peer a e Hee ine ee he oe ae meet 4 eae 
: sete Rae : Be, a eee eee =? : y een a = eet 
| :_ a 3 : iq : : \ \ «/ -> Ze ? 
! 
‘ ij 
‘ sy > ; , % ‘ " ¥ ‘ 7 a ey 
he - ’ ‘ r Z% ‘ he +3 AT gale peers Flees Sus Re gM A et le Se i ee gh Se PE. Ea 5 ae TD | tS ee 
t $ . * 4 <= Oly: vee oS, Petr ee eee Mt a ee ke oe eR, Eat, oY ty ya, " EF aa } Cred Sa SS TAP dh ree sh i oe sir ae ar ee Pee See ee ex 
18: gee : ; : ; . i oe PN ar Ate opty aaa san tes EY is santa os ‘ : rer re SY dt de rR! BS a ee eee, an . Pier The Piel a Ae ES Saget | ree gat ene ee Fee, ae SF ie eee a ee ee ee te. 
1 ARN, Teel, Mae Gp st iek hase coast: veel tee rien eet. A al haa a er ES SOT in eteaires Bk ten mage RAMS PANN Tes ati Po Cte els ge re be ats Og a ee Oe pe aR fi ie AS yah SY Soe, a 
ws no ag a peed | Paste ae. ee a Fah Ese MM ee oh ke ee ae Sate $j % Se Agee eater ie Mey i) . pk SE as Sy fe ee Be Hee Lee egeee Ben ok, Te Se ee ae A Roa s S05 Te RT, Ome? eee. ee TSS ee wg ea Ty «ati ee cea Leg 
toning Y east hs ie ee rt ee ine Te seer r Pe pe aay bay esi, ar ay ie BG se ier aha Fo eect et nd ee Re! ae & Sor © af eee rip “A Biers SES Sapte ce Ew Pa. may een ae, ai Oh ase Lae % Sete Aoi: pang TN mg NE, 4" gs: * 4 
Cat Ie ORE Pog aac ois = ei ae se jebhaaee ye, 25 Peed pra ee ee ine es SS Se RC gee Reh ee a i ek a giae da Pie <a Pitease RIA SR ee BY SRF EE Be EERE es ig AOS ae lao mee te ge SINE hh em ie = ree ve ee BN gt aS eee 2 
: ify 2 34. Be eS 8. Rk aE ae ee at As 6 SOU 0 oem eee a ae ee ke ee Stef ee TH tee Be A Se ee Pe pa eg Ne ee J Sy Aleta BES. ahd 6 fie. Pica Sa Verge Pha emcee. let ee ; Eg han Se gy Dg ie p08 ony, eS eee See ~ . 
Mit ea OLE Spe, Tat Ste Ee ae ey Soe tree eae | SL Se Shy 8: ARCS Soe Sea WA abe RNa te Mig 1S pls y OTR el ad oe See he a Mg Ae ee OM edn Rare kes UR a A Le cy ke een pe © oe ee 
J yt PS Pe ee eae pee OW Se LE ke of Oe eek eho he Se ed ey on EE as UE PEL No RAEN te Re a a fe ies eee eee Pag CPS Tg eae a ERG abi tee oy hehe Saas ay ef Tea poe 
Sa ee plane a eM ie, Bia hg SP MA TN DT ED teh AP a rem is LY a POSEY LE a EE go a ST RM Pt bY a es ae tg loa Sed eS oak SA Ptr Oi ra ee Rae tet ae ORS Pr bia DF Bai str D apeare er S ane, uae SRS ORC ae. ae NES 1s ae ee re 


12 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 


Issued every Monday by Advertising publications, Inc., 200 E. Illinois St., Chicago I! 
(DE 7-5200), 480 Lexington Ave., New York 17 (Plaza 5-0404), Naffonal Press dq. 
Washington 4, D. C. (RE 17-7659). SG. D. CRAIN JR., president and publisher. S. R. 
BERNSTEIN, O. L. BRUNS, J. C. GAFFORD, G. D. LEWIS, vice-presidents. C. 8 
GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Publications, Magazine 
Publishers Association, National Business Publications. 


EDITORIAL 
Editor, S$. R. Bernstein 
Executive Editor, John Crichton 
Managing Editor, Jariath J. Graham 
Assistant Managing Editor, Don Morris 
Washington Editor, Stanley E. Cohen 
Feature Editor, Emily C. Hall 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gara, Lawrence Bernard, Milton 
Moskowitz. Chicago: Murray E. Crain, 
Al Stephanides, Lambert S. Botts 
Staff Writer: Shirley Ullman 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities. 


ADVERTISING 
Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
Assistant Manager Sales and Service, 
William Hanus 
New York: James C. Greenwood, John 
P. Candia, Harry J. Hoole, David J. 
Cleary, Jr.,Louis DeMarco William Laurie 
Chicago: E. S. Mansfield, Arthur E. 
Mertz, Rod H. Minchin, David J. Bailey 
Los Angeles (17): Simpson-Reilly Ltd., 
1709 W. Eighth St., Walter S. Reilly, 
Pacific Coast Manager, Gene A. Fruh- 
ling, James March 
San Francisco (3): Simpson-Reilly Ltd., 
703 Market St., Richard McCarty, Mgr. 


15 cents a copy, $3 a year, $5 two years, $6 three years in U. S., Canada and Pan 
America. Foreign $4 a year extra. Four weeks’ notice required for change of address. 
Myron A. Hartenfeld, circulation director. 


Adding Outdoor Figures to the List 


Something of a precedent is established in this issue of ADVERTISING 
Ace, with the publication of outdoor advertising expenditures of the 
100 leading advertisers of 1954. 

No individual figures on outdoor advertising have ever been avail- 
able before, and it is only in the past ten or so years that reliable 
figures on the outdoor industry as a whole have been made available 
for publication. 

ADVERTISING AGE has played a leading role in making more and 
more data of this type available to the field as a whole, and is de- 
lighted to be able to add the important figures for outdoor to those 
for other major media which have been available heretofore. 

Publication of basic data like these do far more than merely satisfy 
a bump of curiosity on some adman’s head. They help put the busi- 
ness into perspective and to clear up misconceptions and misunder- 
standings, as well as serving as a guide for the field. 

Incidentally, release of these figures reminds us that the advertis- 
ing business—and business in general—takes a considerably different 
view of the “security” phases of such figures than it once did. We re- 
call some 20-odd years ago when one advertiser, running a test cam- 
paign in upstate New York, was vehemently disturbed—to the point 
of threatening us with a lawsuit—when we published one of his 
test ads. 

The ads were private property, we were told, and the fact that they 
were running in certain papers in upstate New York was a secret. 
This was the first—and we are glad to report—the last time that any 
advertiser told us about running “secret” ads. 


Turnover Among TV Sponsors 


Last week Hearst Advertising Service released a list of 174 former 
television network advertisers who are no longer using the medium. 
Hearst Advertising Service, which represents newspapers, naturally 
was aiming to strike a blow at network tv and thus, at least in- 
directly, for newspapers. 

But without regard to the propaganda value of the list, its com- 
pilation is interesting, because it tends to demonstrate quite graphi- 
cally the kind of thing that happens when a new advertising medium 
makes its appearance on the horizon. 

Once that new medium gains advertising acceptance of any kind, 
it is likely to attract (a) the kind of advertiser who is always at- 
tracted by anything new; (b) the advertiser who feels that the new 
medium has peculiar values for him which he cannot get anywhere 
else; and (c) the advertiser who suspects that he can get an especial- 
ly good buy if he utilizes the new medium before it has a chance to 
really prove itself, and thus get its costs up to a competitive basis. 

All of these types of advertisers went into network television, and 
many of them are represented on Hearst Advertising Service’s list of 
those who tried the medium and have since bowed out. There are, 
also, some who have gone into the new medium and have been 
greatly disappointed with it. They discovered that it would not do 
what they thought it would do, and have gone back to other media, 
or pulled in their promotional horns. 

So it is interesting to look over the list—as it is interesting to look 
over the early lists of advertisers in any new medium—to see who 
and what kind of advertisers tried the new magic, and to note those 
who tried it and, for one reason or another, found it wanting. 

In the case of television particularly, it should be pointed out that 
a fair number of advertisers who tried it and then dropped out, did 
so because the going got much too rich for their blood. Their ability 
to sell goods, no matter at how elegant a pace, was outdistanced by 
the wonderfully blooming costs of the newest electronic medium. 


—Mary Squibb, 
“Kill the widow that’s bleeding in the gutter?” 


Opportunity Magazine, Chicago. 


What They're Saying 


Dolled-Up Words 

At the time, we thoughi it was 
rather silly for the Amerivan doll 
industry to yap at President Eisen- 
hower for buying Swiss dolls for 
his grandchildren when he was in 
Geneva. 

It smacked of smart-aleck press- 
agentry, and now it turns out that’s 
what it was. 

David Rosenstein, president of 
the National Assn. of Doll Manu- 
facturers, who was quoted as say- 
ing the entire U.S. doll industry 
was “shocked,” now maintains he 
never said any such thing. The 
statement was dreamed up by an 
eager-beaver press agent who is- 
sued it without authorization. 

In fact, says Rosenstein, he has 
himself bought dolls in the same 
Swiss shop the President visited. 

We don’t think the incident real- 
ly helped or hurt the American 
doll industry. But when business 
men or politicians or anyone else 
allow press agents to quote them 
with a free tongue they have only 
themselves to blame if they wind 
up with plenty of foolish publicity. 

—Editorial in the Chicago Sun-Times. 


Good Old Agency Days 

In the old days advertising 
could be quite an enjoyable 
business. It was possible to plan 
a campaign, write the copy, buy 
the art, make the plates, get the 
client’s okay, and then go fishing. 
Then came radio and tv. Our 
offices mow are beehives at all 
hours. 

The tv and radio and other 
creative departments of adver- 
tising agencies are staffed with 
highly talented people. Among 
my own associates are men who 
have written and produced hit 
shows on Broadway; artists who 
have exhibited here and abroad; 
composers of song hits; former 
college professors, newspaper and 
magazine editors, and even ex- 
columnists. 

Probably the most put-upon 
folk are those known variously as 
agency producers, agency super- 
visors, or just plain agency guy 
(or gal). These toilers behind the 
scenes of tv programs are among 


the nation’s hardest workers. 

The agency producer must know 
advertising, which means knowing 
why people buy or can be per- 
suaded to buy. He must know 
the client’s product. And he must 
know tv, which means the theater, 
motion pictures and radio, all 
wrapped up in one. He must 
know every detail of costs, budg- 
ets, union requirements and codes, 
talent, sets, props, art work, 
camera technique, etc. 

If the client’s advertising man- 
ager likes blondes and dislikes 
brunettes, he must not forget that 
important fact in his casting. 

Even when every detail has 
been planned, there are accidents 
and crises. Recently one of our 
producers arrived at the studio 
with a box of tobacco leaves to 
be used in a cigaret commercial. 
When the box was opened, the 
leaves began to dry, curl and 
flake. What to do? He fled to a 
Turkish bath where both he and 
the leaves steamed successfully 
until air time. 

When credits appear at the end 
of the show, the names of these 
people are never listed. They are 
not out receiving applause, bowing 
or blowing kisses. Their hours 
are murderous. 


—Bruce Barton, chairman, BBDO, 
guest writer for John Crosby’s TV- 
Radio column. 


Retailer Loyalty 

Loyalty or Betrayal—retailer 
brand loyalty cannot be captured 
simply by having a brand name 
and letting the advertising and 
promotion do all the work. Brand 
merchandising is a selling force 
which comes into being only when 
the retailer is continuously cul- 
tivated by brand merchandisers to 
ssociate the success of his business 
with the value elements of the 
brand to him and his customers 
alike. Without the sparking of this 
association, retailer brand loyalty 
is as prone to betrayal as a bikini 
bathing suit is to a bathing beauty 
caught in a rough sea, in the sense 
that “form” is not the “substance” 
of brand survival. 


—Frank T. Hypps, director, mar- 


keting research division, A. Asch Inc., 


Advertising, New York. 
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| Rough Proofs | 


A national brewery is advertis- 
ing for district sales managers with 
a “minimum of 5 to 10 years’ al- 
coholic beverage experience.” 

What’s considered the safe max- 
imum? 


The College All-Stars managed 
a victory over the champion Cleve- 
land Browns Aug. 12, and prob- 
ably would be willing to give at 
least a part of the credit to their 
tv sponsor, Miller High Life. 


Tad Weed, the kicking specialist 
from Ohio State whose three field 
goals wrecked the Browns, weighs 
about 140 lbs. wringing wet. 

It sure takes a husky guy to 
play against professional football- 
ers these days. 


“American Gas Assn. seeks new 
agency,” the headline says. 

And it will have to prove by 
word and deed that it can do it 
better with gas. 


The Old Professor suggests, in 
view of the nothing-down terms 
now being offered by automobile 
dealers, that the oil companies 
consider giving away cars as pre- 
miums. 


The nuclear age, says This Week 
Magazine, is here, and before you 
can say “Atomic rabbit!” we'll 
have houses heated, cooled and 
lighted by miniature reactors. 

What will be the reaction of the 
electric light and power compa- 
nies? 


Somebody must have been kid- 
ding Mr. Kiplinger, Washington 
insiders say, when he reported 
soberly the prospect of the U. S. 
selling advertising on government 
forms. 

A citizen reporting to Uncle 
Sam on the official income tax 
form would probably consider ad- 
vertising thereon as a perfect case 
of adding insult to injury. 


The new cigaret advertising 
standards, according to word from 
the nation’s capital, “will not re- 
treat much from the tough code” 
proposed by the FTC. 

But it will still permit a manu- 
facturer to say that his cigaret 
will burn when it’s lit. 


Burnham Finney, editor of 
American Machinist, is described 
by McGraw-Hill as the “first vocal 
exponent of automation’s great fu- 
ture.” 

He even antedated E. B. Weiss. 


“The market for low-calorie 
foods is tremendous,” says Mrs. 
Tillie Lewis. 

It expands directly in propor- 
tion to swelling waist lines. 


“Hard sell,” according to Jim 
Woolf, the sage of Santa Fe, “is 
never ferociously competitive.” 

He thinks you can score a sales 
hit without using brass knucks. 
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pick The Inquirer | 


If there ever was a breed of businessman who demands action, your radio- 
TV dealer is it! And in Delaware Valley, U.S.A. he gets action every day 
of the week through the powerful pages of THE INQUIRER. In fact, 
THE INQUIRER carries more than 2 times as much of this major appli- 
ance advertising as the 2nd paper! Because, beyond question, THE 
INQUIRER is FIRST FOR ACTION in Delaware Valley, U.S.A. ... FIRST 
in National, Retail, Classified and Total Advertising. 


Expansion... Building... Improvements in 


DELAWARE VALLEY, U.S.A. 


$500 million in public improve- 
ments, current and planned, by 
City, state, and national agencies. 
The Valley flourishes . . . and 
annual buying income tops $8 
billion, in America’s fastest- 
growing market! 


Che Philadelphia Brguirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives : West Coast Representatives : 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE 5S. DIx FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 

Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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Food Wholesalers 
Would Ban Makers 


Who ‘Discriminate’ 


Cuicaco, Aug. 16—The Cooper- 
ative Food Distributors of America 
made public last week a report of 
“objectionable practices” of food 
manufacturers, with a warning that 
its members will boycott companies 
that do not comply with their de- 
mands. 

“If we cannot come to an agree- 
ment with the manufacturers and 
suppliers, we will disagree. 

“And perhaps the disagreement 
will put us in the position of not 
wanting to handle a particular 
product, in which event we will not 
handle that product,” J. C. Con- 
reux, president of CFDA told a 
press conference today. 

Mr. Conreux presented the asso- 
ciation’s report on “certain objec- 
tionable practices current in the 
food distribution industry,” airing 
some of the gripes of the 110 re- 
tailer-owned wholesale food dis- 
tributor members of CFDA. 


@ They have been hurting, Mr. 
Conreux said, for several years be- 
cause of discrimination by manu- 
facturers. 

In matters of advertising and 
promotion allowances, special 
deals, cash discounts and coupon 
handling, manufacturers have 
treated independents shabbily, he 
said, while being “hypnotized by 
the so-called bigness of certain cor- 
porate organizations. 

“But we know that there are 
enough similar items manufactured 
and supplied by equally gigantic 
corporations for us to easily sub- 
stitute one brand for another,” he 
asserted. 

Other associations and retailer 
groups have “voiced their com- 
plaints and been shunted into ob- 
security or totally ignored,” he said, 
“but we cannot allow this to hap- 
pen to our report.” 


@ He refused to say how soon the 
association would take action 
against manufacturers, but he did 
stipulate that members wouldn't 
wait six, or even three months for 
manufacturers to get around to re- 
plying to their demands. 

The 110 wholesaler members of 
CDFA control 27,400 retail outlets, 
and reportedly account for 23% of 
the total national retail food sales. 

Initially, the organization was 
solely a buying group, set up for 
quantity buying to meet chain com- 
petition. 

Today, the warehouses perform 
complete merchandising, advertis- 
ing, engineering and training func- 
tions for their retailers. 


® CFDA’s demands, in summary, 
are that advertising, promotion and 
display allowance agreements be 
put in writing and be paid prompt- 
ly; that coupon handling be ade- 
quately, uniformly and promptly 
recompensed, and that a uniform 
cash discount be set up for all 
manufacturers for all warehouses. 

Other demands are that special 
deals be planned and carried out 
in such wise that the warehouse is 
not overstocked and underpaid; 
that the terms for special deals be 
uniform for all buyers, and that all 
wholesalers be given the right to 
buy in any quantity they choose 
without price or supply discrimina- 
tion. 


Clothing Fund Drive Extended 


The American Institute of Men’s 
and Boys’ Wear Inc. has decided 
to extend its nationwide organiz- 
ing campaign until Sept. 30. Plans 
call for holding intensified region- 
al meetings between now and the 
deadline in order to raise the min- 
imum $2,000,000 needed to start 
operations. If less than that sum 
is raised the money wil] be re- 


‘Realites’ Appoints Rep 

McDermott-Volckmann Co., New 
York, has been appointed U. S. 
advertising representative for the 
English edition of Realites, illus- 
trated monthly published in 
France. The magazine says its U.S. 
circulation is now 49,000. 


Koehl, Landis Add One 

The Dominican Republic Infor- 
mation Center, New York, has 
named Koehl, Landis & Landon, 
New York, to handle advertising, 


and Harry C. Klemfuss to handle 
public relations and publicity for 
the Dominican Republic’s Interna- 
tional Fair for Peace and Progress, 
in Ciudad Trujillo, Dec. 20 to 
Feb. 27. 


Flako Launches Drive 

Flako Products division of Quak- 
er Oats Co., New Brunswick, N. J., 
will launch the biggest advertising 
and promotion drive in its history 
this fall for its line of mixes. 
Women’s magazines will be used, 


plus insertions in more than 120 
newspapers, to promote a “two 
packages free” offer. Roy S. Dur- 
stine Inc.. New York, is the agency. 


A'’A Names Exec Committee 
Advertising Federation of Amer- 
ica, New York, has appointed 
seven members to the AFA exec- 
utive committee. They are Ben R. 
Donaldson, Ford Moter Co.; Rob- 
ert M. Feemster, Wall Street Jour- 
nal; William G. Werner, Procter 
& Gamble; Frederic R. Gamble, 
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American Assn. of Advertising 
Agencies; Mel G. Grinspan, Black 
& White Stores; Wesley I. Nunn, 
Standard Oil Co. (Indiana) and 
Elon G. Borton, president and 
general manager of AFA. 


WMGM to Hollingbery 
WMGM, New York, has named 
George P. Hollingbery Co. its na- 
tional representative. The inde- 
pendent station formerly was 
gaa by William G. Rambeau 


- 


e1955, WOMAN'S DAY, INC. 


she S OeS Out to get woman's day 
because WOMan s day 4 
goes all Out tobring her the bes 


... in features that promote 


Year after year, Woman’s Day campaigns 
to take the danger out of daily living. On 
May 3, 1955, the National Safety Council 
presented to Woman’s Day magazine the 
Public Interest Award for ‘‘ex- 
ceptional service to safety’’. 
Woman’s Day has helped keep 
Americans aware...andalive... 
with major articles like these: 
Teen-Agers Can Be Skilled, Not 
Killed (on teen-age driving), Bi- 
cycle Accidents? Not for These 
Young Riders (high school safety 
program), Want to be Safe in a 
Crash? (how to install car safety 
belts), Take the Terror out of the 
Streets (planned street safety). 


eens TH BORROW RES 


TME MAGIC BED KNOB 


Leadership like this makes Woman’s Day 
a vital force in the community . . . makes 
a woman want to go out for her copy. But 
features on safety aren’t her only reason 
for choosing Woman’s Day. She 
buys it, too, for a super feature 
on making Christmas gifts in 
August. For a nail-by-nail lesson 
on making a really big picnic 
table. For a John Frederick de- 
signed hat she can make for her 
little girl. In issue after issue, 
Woman’s Day gives her 62% edi- 
| torial... more than she gets from 
any other woman’s service maga- 
zine. That’s how Woman’s Day 
goes all out to give her the best! 


’ et ae : IF EO EMA GEIS RIT ence” > Mere area ae 
- . > geo / By! ye \ : = J rs ae 7 d a is wat te ] ay ; om ETP Oe te Sarit KonealtP 
. 4 y ° - . — q ee 
< ete 
ae 
= Ps | 
| 
ips 
. 
et 
eee | = 
_ 
4 * 
, ss 
ee . ae a ’ ae ; 
EEE TE I a aS OD SLE AS en ee 
i pe ; 
» 7 , 
& ' : 
’ = 
é 
| , 
' : ‘ 
| 
i ‘ 
| ; 
| ; 
. 
* é 
’ sy 
‘ 2 | 
‘ 
| 
. i fi 
j ; 
| B 
ee o.9 
| 
| ' 
| 
| 
| _ i: 
. : _ ov ¥ " 
7 Griz : 
A - 
| 7) 
| “ 
| ; | 
| + , , . . . 
She’s got to go out to get WOMAN’S DAY e average circulation 3,750,000 — all single copy sales 
? e 
oe se ' 
= se id r; EG dati - ee 
oid. alae pit ae eee 
apiece aa ce ne ee ces . 
paper i alma eS ren ie. i 
ee eee re ee fie ae i 
es ll 
— ap en ey aS ae 
ee a ESOS 5. Sai a ae An Mies ogee eet F 
ee ani oe SS an: ie 
ek ae ” £4 hans eM Be age saps j oe eo EE < te } 
Pi ae y Cet ey” r ee ‘ Ee ote ota ee 
ee ‘ : : 
tee ‘ : CA Matra, ca ae ieee Sera has dui 
4 > ee ? ae ; . 
La , at aia ae 5 i aes ey Pe ee “Et aia ance : 
| ® 4 acai cs Boke. aie teen SS Se Pe ee ee Ret oe eg oe = oe 2 : 
greg ae a ee eo ON is Re ae eee Ce RC en Re RR : a 
ee ee ee lo , 
at ay ae a. oe TO oe a, 
RR) oh ae pee ng ae a Pe. a ean a Se Be 
| a wee es ae ae es oe re las ie i" PORE 2 eee es Page ee Bee a 
a ‘ =o inte = es, te es Miri a Som ae Bo z aus ear ir “ <4 ee 4 
Pg tt ae = aie ee ae ne tie ar tS he i ae aes ae 
i a SAB Mar ipo? ee eds alae meta Maa ok aes seen, a : 
ee ae “ee es Seer Fs ag 
funded, | ; . 
, “ , er o me 
4 : eda 
vag] Bo sey yaar mith “fa ETS Pt feats Hae SRN tes Te eigen FR Sah Se ee Ye te OBS Cok Pat haat ee CP at te. qe hes fel as ES Na ae Bea eit bien eget 08 eR A yr iets hee sy * : gt 
Pi le cs ‘a fp RS ie eee: Fes fo ete hs yas bee ee ring Wyse Ming ag Pee ial Aer ag ae +3 Bax pag Rea BOR WES Sg ee mp Reedy ae MS ances Oo Er esa Lack ae ae en Regt OF iad &. ‘a Sse ae gen > sett iP fe 3 ees ae eS ie 
ee SE oor rs Sah tes Abra ae eer Roras Ml tis! SUT gee Teme SAE go eRe a Dye ae ne ES are fi Se cag hl eed oes ee ea bdo ak eT Ae Se ie, ee a ae ee mere og 4 
hee a Ad x Fy 1 a ee Ce Fae ee Ph eee aes, . Je hie. - % aorie Be Pee ee eee Oe ee Pe Soe a a pe esas oS ge ee at ok he oa 0 Bs ‘ “asl Pe Ratha cae i ge ee EMER oe Ne aE Mee a: ope co a zai Ae ee 
Sie een ren. §: ee dada Say Pe ay atl Sed sg ets oe Ms. Ae Rett Bie Me  2eL By af ee, a = irae See? Se ad Me Shee e, eoe ae ae fEEE” Se eae & Gi 6 3 Se ies tt a fel Sey oe Se oo Sd Rect ee eRe PON ae ee re at 4 ihe inp hs PY She x Os 2 eS Saenigie ‘ee © 
: Deo ee Te ee ek lke IS Fea BS lg aah od A ipo es me cS criti Bie CET « EY RR Mga 2S eet Oe ake To a ik I teat Wa ek, Seer” Se ele SE og Teen ty Bag Be cdeeee Fe Se en EO oe ee eh ee es AR bf ngs ES = Sa ae en IV tee ae: Rite Soe. toga 
owe Le akeaie eat ty ae ees de FINS 0 Tat Bae tor wets. Bee ae ye ee ae Be Sot Sve oe + Mot ie a LPS Wake MBs es Rete feds aS ees aera aay rae Se Se PRA RBS S28) cng ee Ger series gen or ie Pieegee eg oa Be Few ¢¢ hes Me aa ig Pere SO hee equa ee Pee ORE Fe = Pes 
bt 3 ino Fo Baie a eee Bi Ne a ER cS ee po wre Fie Xa aie” Bice ad Pee F ed's oa Ve uh gr Jaa er a te PPA ae te ed ly es ye Sg ee ts Gg Petey See ee rey Fag eed rd ee aah toe De! a FAT Rate fi Gee Na ie Ny eM ge ety a a! Tle FPSO rar ag te i ea seme Mt 
Ws IPM OT SY MST a Note ara BP ay ? cae sree wee oe fe Poe Gpycag Se ran ee Lae eee aah Se LAS NENT! A. Ce AIP whe OT ING LAVOE Wi AB SG” SAO PRL BEAT chee SY OP AN ry gE ame WEY Be GT gee A AD Ie OE AR a aE ad ae TE es hee oe ae ae 
; weew ear Al no ee es tea lenge oe eM Est eg ee eS eS ’ Fete eee ae ee ae ot ee eee eee aphaes peer rs ot int eat Mee et pee OF ARR a OT tet ie Nee ne oe Me a Oe a ee eee oO Fe RET et ans Oy “6 de See <n ee at 
yl Polis patho Fe gee ae Cae aR OND GL So eke eee all 2 te eo eie a ae SY ee PP ee oe MMe SF, te OR ME. Siegen eee tee ERO ee mT hg, eae a eS fe eer ae ieee ay ee et et Ep SE a asc bla oo as an Fhe 


es ~ eee 


Advertising Age, August 22, 1955 


Sales Inundate 
Car Dealer Using 
‘Notarized’ Ad Copy 


HOLLywoop, Aug. 16—Truth in 
advertising? Will it pay? 

Harken, my children, unto the 
tale told of A. E. England, local 
auto dealer. Mr. England decided 
to advertise to sell 100 new Pon- 
tiacs he had on his lot at A. E. 
England-Pontiac Inc. But after 


soaking up all the local radio, tv 
and newspaper pitches here by 
competitors, what with bargains, 
“steals,” discounts, accessories and 
other fantastic trade offers, he de- 
cided to vary the technique. 

“T’ll just tell ’em the truth about 
prices. I’ll show an audited and no- 
tarized statement on costs of our 
cars,” he said to himself. 


= Mr. England had display cards 
made showing actual wholesale 
costs paid to the factory by the 


dealer—no advertising co. ake- 
ready or accessories were i volved. 
The prospective buyer «a: then 
invited to make an offer for the 
ear. Ads ran in Los An:cles and 
suburban newspapers showing the 
plan. 

Well, was it profitable’ 

Listen to this: The number of 
cars sold in just three days 
equalled one-sixth of the dealer’s 
entire volume for 1954. 

According to Mr. England, this 
proves that truth in advertising, 


especially in today’s frenzied auto- 
mobile retail market, is attractive 
and refreshing to the buyer. 


Meredith Boosts 3 Salesmen 
Meredith Publishing Co., Des 
Moines, publisher of Better Homes 
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Coast representative, as a special 
Meredith representative. Bob Bur- 
nett, who moved from the Meredith 
home office to Cleveland in Feb- 
ruary, will assume the Cleveland 


| managership. Bert Hutehison, who 
‘joined Meredith in March, moves 


& Gardens and Successful Farming, | to the Cleveland ad sales staff. 


has promoted three advertising 
salesmen. Marsh Holmes, formerly 
Cleveland manager of Better 
Homes & Gardens, is being trans- 
ferred to the Los Angeles office of 
Blanchard-Nichols, Meredith West 


Official Films to Brucker & Ross 

Brucker & Ross, New York, has 
been appointed to handle all ad- 
vertising and sales promotion for 
Official Films Inc., New York 


syndicater and producer. Brucker 
& Ross formerly handled Official 
Films’ sales promotion and direct 
mail advertising and Albert Frank- 
Guenther Law handled space ad- 
vertising. 


D. W. Hacker Reelected 


D. W. Hacker, president of 
\D. W. Hacker Co., Detroit direct 
mail and sales promotion company, 
has been reelected president of the 
Mail Advertising Service Assn. In- 
ternational. 


DECATUR 


The Boom City 


of Illinois ! 


SPECTACULAR INDUSTRIAL 
EXPANSION ALREADY 
SHOWING SALES IMPACT! 


@ Only Metropolitan Illinois 
market to show a retail sales gain 
in 1954—up 2.6% (S.M. 1955) 


@ Third in business activity 
among 32 Metropolitan areas in 
the 5 states of the 7th Federal Re- 
serve District—up 6.8% (Federal 
Reserve Bank Survey) 


@ Consistent Sales 
ment “High Spot” city 


Reach All the Big 
DECATUR Trading 
Area Market With... 


THE 


HERALD 


AND 


REVIEW 


100% family coverage 


DECATUR METROPOLITAN AREA 
Pop.: 108,800. Retail Sales: $140,338,000 


62.1% family coverage 


DECATUR OFFICIAL RAND McNALLY 
10-COUNTY TRADING AREA 


Pop.: 284,600. Retail Sales: $308,747,000 


49.4% family coverage 


TOTAL HERALD AND REVIEW 
15-COUNTY MARKET 


Pop.: 408,300. Retail Sales: $434,980,000 


Manage- 


Write for “The Decatur Story” 
Complete details on the amazing 
Decatur market 


— DECATUR 


Herald ana Review 


A Lindsay-Schaub Newspaper 
Member Illinois Color Comic Group 
Jann and Kelley, Inc. * Nat'l. Reps. 
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Philco Campaigns 
Against Used Radio, 
TV Tubes Resale 


PHILADELPHIA, Aug. 16—Philco | 
Corp. is conducting a campaign to 
stop the public from being bilked 
from some $100,000,000 annually 


by the used-tube racket. | 


Worn-out radio and tv tubes are) 
being resold to the public, service- 


men and dealers by unscrupulous | 


companies at tremendous profits, 
Philco said. 

Although they look almost brand 
new after being cleaned up, they’re | 
actually worthless, and conk out) 


| 


i 
almost immediately—if they work 
at all. 


® Philco’s answer is this: Its dis- 
tributors throughout the country 
will give all radio and tv techni- 


cians and servicemen a credit of 5¢ 


for each old tube turned in. For 
further emphasis, the old tube will 


be smashed in the presence of the | 


serviceman. Philco estimates that 
industrywide adoption of this tube- 
smashing program will keep up to 
30,000,000 old tubes a year out of 
the hands of racketeers. 

One source which investigated 
the tube racket estimated that 3,- 
000,000 used radio and tv receiving 
tubes were sold in New York alone 


| 


Beverages For Sale? 


ie oe — ~ 


, Elks 

|| Will entertain 

“<p \guests 51,800,000 
times in 1955! 


Elks are friendly people who like to 

open their homes to guests frequently. 

The average Elk entertains 4 times a month. 
87% buy soft drinks for home use. 

93% serve alcoholic beverages to their guests. 


Elks are inveterate hosts. As business and 


social leaders in their 


community, they are 


called upon to do an extraordinary amount of 
entertaining. You can reach this market 


in The Elks Magazine. 


Get the whole picture about 1,065,630 
Elks (ABC). See the new Ross 


THE 


Federal Report packed with facts 
about Elks and their magazine. 


MAGAZINE 


New York « Detroit - Chicago « Los Angeles 


in a three-month period. 

Philco’s general manager of its 
accessory division, James J. Shal- 
low, said that the video racketeers 
buy old, worn-out tubes for 1¢, 2¢ 
or 3¢ each, clean them up, and often 
relabel the tube with the name of a 
reputable manufacturer. These are 
then sold to dealers and servicemen 
at a tremendous profit, although at 
prices well below those of new 
tubes. 


Texas Supermarket 
Chain Sells Stock 


Issue over Counter 


Houston, Aug. 16—An East Tex- 
as supermarket chain is proving 
that you can sell securities even in 
a supermarket, if you get the word 
out with a little advertising and 
public relations. 

The chain, Weingarten’s, last 
May used newspapers to offer 
$200,000 in short term notes lit- 
erally “over the counter” at the 
courtesy booths in its 29 stores. 

When the company advertised 
early in August that the notes were 
being offered, they were almost 
immediately sold out. Newspaper 
ads within a week thanked the 
public for oversubscribing. 


s The company in May announced 
an issue of $1,000,000 in 6% notes. 
The notes were those of the Wein- 
garten Markets Realty Co., which 
owns a substantial portion of the 
store properties leased by the 
chain. 

Of the issue, $200,000 was re- 
served to be sold to customers who 
buy groceries, cosmetics, hard- 
ware, small appliances and cloth- 
ing items at Weingarten markets 
throughout East Texas and western 
Louisiana. Stockholders of J. Wein- 
garten Inc., the parent company, 
had the opportunity to subscribe to 
the other $800,000. 

Customers in the stores could 
buy the notes in $50 units at 
courtesy booths. The issue went on 
the counter early in August and 
was sold out almost immediately. 


"Wood Products’ Rates Go Up 

With total paid circulation in- 
creased 20.2%, Wood & Wood Prod- 
ucts, will increase its advertising 
rates about 20% Sept. 1 for all ads 
scheduled after that date. Rates 
will go from $250 for one page, one 
time, to $300. 


A WORLD-WIDE STAFF OF EDITORS AND CORRESPONDENTS... in Engiand - Ger- 


many » Switzerland « Italy » Sweden « Spain *« Denmark + France + Holland » Turkey « Australia « 


Canada + South Africa + Japan...REPORTS NEWS OF TECHNICAL DESIGN DEVELOPMENTS———, 


DESIGN NEWS| 


Yy 


Here, in outline, are the publishing policies of DESIGN NEWS 
@ NEWS Reporting of Technical Design Developments by 


YH. 


e A World-Wide Staff of Editors and Correspondents 


@ Staff Writing and Interpreting of these World-Wide NEWS Reports 


@ Semi-monthly Publishing for ‘liveness’ of NEWS 


@ A Format that provides MAXIMUM VISIBILITY for Advertising 
@ A TOUGH Circulation Policy—100% request— 100% verified every year 


ROGERS PUBLISHING COMPANY - New York + Cleveland + Detroit 
Chicago + Los Angeles «+ Executive Offices: Englewood, Colorado 
Publishers of DESIGN NEWS and its “Partner in Progress” PURCHASING NEW S enmesssssmmmmed 


Growing Recognition 
for their products and services in the 
huge Original Equipment Market... 
inquiries that are exceptional in quan- 
tity and character...such sales- 
building results stem from publishing 
concepts and policies that create 
Intensive Readership. 


Exceptional Results 
accrue to the hundreds 
of manufacturers 

who advertise in 


DESIGN NEWS 


Advertising Age, August 22, 1955 


Getting Personal 


Suzanne Herz, Biow-Beirn-Toigo, New York, won the $400 cash 
first prize in a contest conducted by WISN-TV, Milwaukee, in 
which advertising people were invited to guess the completion date 
of the station’s new 1,105 ft. tower. Second prize of $200 cash went 
to Richard Scott, American Chicle Co., Long Island City, and the 
$100 third prize to Gene O’Fallon Jr., KFEL-TV, Denver. The tow- 
er was completed at 6:10.15 p.m. July 24. Miss Herz’ guess was 
12:05.44 p.m. July 25... 

Steve Wilhelm, v.p. and general manager of the Houston office of 
Foote, Cone & Belding, and president of Gulf Brewing Co., was 
elected v.p. of the Texas Brewers Institute at its Houston meet- 
| an 

To honor C. R. “Chud” Long, district manager of Power, on his 
25th anniversary with McGraw-Hill Publishing Co., members of 
the Philadelphia office gave him a surprise luncheon Aug. 8 at the 
Racquet Club. He joined McGraw-Hill in New York in 1930 in the 
company’s ad department, handling promotion for 17 of its 21 pub- 
lications. In 1932 he was assigned to Power in New York, and two 
years later became district manager in Philadelphia... Robert F. 
Beard, regional v.p., presented a silver tray to the honor guest... 

Tom Connelly, executive v.p. of Krupnick & Associates, St. Louis, 
and his wife, Marge, are parents of a fifth daughter—Eileen—born 
on June 28... 


ISLAND HOLIDAY—Arriving in Honolulu for a month’s vacation are 
H. A. Batten, board chairman of N. W. Ayer & Son, and his daugh- 
ter, Suzanne. 


A salute to Grey Advertising’s 38th anniversary on Aug. 1, and 
to women’s role in advertising was the theme of a panel of four 
women executives of the agency on Virginia Graham’s “Food for 
Thought” series on WABD, New York, Aug. 4. The panel included 
Florence Golden, v.p. and director of women’s products; Estelle 
McBride, copy supervisor; Eva Hoffman, art department; and Sue 
Davis, radio-tv commercials writer... 

Kingsley L. Riee, president of Technical Publishing Co., Chicago, 
and Mrs. Rice, vacationing in Hawaii, stayed in the same cottage 
occupied earlier in the year by Russell L. Putman (Putman Publish- 
eh cnt SI he eae abate s © 

Clarence W. Lammers, v.p. of Central Outdoor Advertising Co. 
and head of the company’s Toledo office, completed 50 years in the 
outdoor advertising field on July 1. He began as bookkeeper and 
stenographer for the Bryan Co., which later sold out to Thomas Cu- 
sack Co. and subsequently to General Outdoor. Central Outdoor, a 
Harry Parker operation, has been the name for the past 25 years... 

Paul de Guzman, president of Royal & de Guzman, New York, and 
wife Catharine have six boys and a girl, Michael, Sean, Brigid, Paul, 
Peter, Dylan and McKim—McKim was born in St. Clare’s Hospital, 
New York, on June 30. Mr. de Guzman, asked if any other advertis- 
ing men have more children, said, “I don’t know. Walter Weir of 
Donahue & Coe always seems to be surrounded by children.” Mr. 
Weir, v.p. and plans board chairman, says he stopped at seven—five 
boys, two girls—and that Lester Loh, v.p., director, and art director 
of J. M. Mathes Inc., has six—all boys. Getting Personal will, of 
course, be glad to continue its spot check... 

Ted Schneider, operations manager of WMGM, New York, and his 
wife have a nine-pound boy, Gregg. The Schneiders have another 
child, Lynn, four years old... 

Bill R. Berry, ad manager of Ohio Fuel Gas Co., Columbus, and 
Columbus Adclub president, has been named executive chairman 
of Ohio State University’s annual advertising conference, set for 
Oct. 28. “Creative Advertising” is this year’s theme... 

Gene K. Walker, head of Gene K. Walker Co., San Francisco, has 
been reappointed director of the Stanford University fund solicita- 
tion which last year raised more than $500,000. Other San Francisco 
advertising personnel on the committee include Roland L. Hauck, 
Merchandising Factors Inc.; North Baker, J. W. Weiner Co., and 
Charles E. Allen, Crown Zellerbach Co... 

Jack Bridgeman of McCann-Erickson’s San Francisco office, has 
been named chairman of the public relations committee for the 1955 
United Bay Area Crusade which, in October, will attempt to raise 
$10,691,640. .. 

Roy J. Leffingwell, manager of the p.r. department, Hawaiian 
Sugar Planters’ Assn., Honolulu, is on a two-and-a-half month trip 
around the world. He’s making a survey to complete notes for a book 
on public relations. .. 

Beth Norman of Richard N. Meltzer Advertising, Los Angeles, 
has written an inspirational prose poem, “A Dog’s Prayer,” which 
is being distributed on the “Morning News,” sponsored on KBIG, 
Catalina, by Sturdy Dog Food. Sturdy is a client of Mogge-Privett 
Inc., but Miss Norman is donating her “Prayer” as a measure of 
her interest in dogs... 
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Even after new advertising rates become effective, 
the purchase of COUNTRY GENTLEMAN by FARM JOURNAL 
and TOWN JOURNAL will mean more for less for adver- 
| tisers through the elimination of duplication—by our 
getting the right magazines to the right people, town 
or farm. 

But new rates will not take effect until February 


1956 issues. Meanwhile, for five big months, beginning 
in September, FARM JOURNAL, TOWN JOURNAL—the 


aan : itches 
y swi 
| | ‘tas promotio gt ae 
| ager wihite to four-c° 
a ”? 
) saves mon ! elles 


“Dru 
& product advertiser gets extra 


nsertion in peak season —saves $549.50) 


ae 


ADVERTISERS EVERYWHERE ARE TAKING ADVANTAGE 
OF THE OPPORTUNITY OF A LIFETIME!!! YOU 
BELONG IN THIS PICTURE! THERE'S STILL TIME!!! 


Countrysiwe Unit—are the buys of a lifetime. 

Advertisers can reach the readers of three great 
magazines for even less than the price of two... sell 
the whole Countryside market, town and farm. And with 
the money saved, it will be possible to step up fre- 
quency, add color, or enjoy larger space units. 

These headlines—each an actual case history —show 
some of the ways in which current advertisers are taking 
maximum advantage of this golden opportunity. 


TOWN JOURNAL 


THE COUNTRYSIDE UNIT 
FARM JOURNAL 


Washington Square, Philadelphia 5, Pa. 
Graham Patterson, Publisher Richard J. Babcock, President 


a4 m 5 
| Cong dvertiser 
’ . um uct 2! th— 
3 | Nteres . er Prody yltural prod : peak mon 
i the tp t in Chr: ; ct advertic, “Agricu™ ss of space ™ 
: lal mM . T wi up Si 
‘ Pull on), Mber of CS Selling pM? spec; stepe 150!” 
7 SQves Rear tt nt Dec, @hed, a dd 
a “" Ing¢; 
> Ituty 
; Of g 10na] 
0 advert; 
4 With ther 8Teat €rtisey adds 
ra mo taing ? Ds : ce 
= yes \’ fregy Up Im 
Y set TOP nas ame aaa Pony 
; ae 4 re) 
| | M sph a PAE Cuneo ¥2,049p» 
F \e) © ax 
| | om? wid ¥ ode} ‘< F 
e ) cat pv ead at © two-color Ulpment ad Vertige 
Boe : 
on sh oP of Page ey T buy, 
= wid sta ery _Duys 
P | white bor iy scheduje we insteag 
| $220 leggy Ck and ase 
— ip es set 
on ytiser increas aver” more 
q b dget re ncy —stl pro son 0 
“Amali bU freque ry x30 \ 
Sm . ce and 29 Gro {nse ney - 
; th audien udget! ohot © yess 
; pie on original , gout ~~ es 108 
ee 
| re 
| 
- 
if ee | 
7 
Be Ar re a Rao ear pa Seer een 0) Rta i cs 
Pe es cam AEs Gat 19) Ca Be ed ee PLATS LONE ASS oS LNG LOE CER ate RINT, Dye MND Eee ay abn OY TA WY CR NF 0 g  OR Se RL Pe RS POS oe CRP SEMEN OE kn. OER ie aon NE IP 3 2 
CAB oP MU ee ARE VERE oR ied TER Se OO BE" MIN CIES KEPT MAEM TRUITT ROT ie A Maa Bes SPY AT NWS hes SY Gh Ure Ni oH NPE gM CNR, BOOTIE 2) Le RIT ICD , LAN MET Fo TREO CE TY SURRY ASN TYRE 7 OBS NTH R, WOT TENE) 5° UDR" ee RE SB Zot oy 


o ‘ & i oe = ; * 
: : : 3 Sars os PS ee Ce a a kee ee Oe Ra ae 
- y mee Ph BOs 8! $ 
a dod ol aaa Laer 
eererae than aioe > Re =O peed ne ee hee 4 ae i aes A eX RT Sys: gee A pte 9 EP Lge eign F 3 ; € * xe —e . F " a. 
‘ yr ‘ ~ * os re ¢ 7% 4.4 # ‘ = ; 4 "i ‘ a it 


“ ge, Sa A TS NR el 


is F Advertising Age, August 22, 1955 


WAQO EN" IH KG PE E. Povie Dane Has Glendale Videodex Top Ten Spot TV Shows* 


“~@ In announcing the appointment | 


21955 Gos WV¥4 IN DAVENPORT, IOWA @ °% Catherine Ogiesby as a special June 25-July 1, 1955 


consultant to Grant Advertising, | 


, ‘ ea ae ~ 
Fe aD a a } B® CAB VWVan7_e” |Chicago, Aug. 8, AA incorrectly | Copyright by Videodex Inc. 


reported that Glendale Knitting. ; 


ALCOA plans $10 million expansion $3 MILLION shopping center statts Corp., New York. one of the ac- ie. “ Sates ond Homes % of 

$20 MILLION additional expansion BENDIX AVIATION expands plant | counts handled by Miss Oglesby's |"e"* —_Progrem Ra oa ae 

plann y Aleos former agency, had moved to Dan-| 1! | led Three Lives (133 Cities, Ziv Television) ..............ccceeeeeeees 6,343 20.0 l 
FORD MOTOR CO. picks Daven- —— downtown shops _cer-Fitzgerald-Sample. Actually,| 2 Liberace (118 Cities, Guild Films Co.) .......ssssssssssssssesesesssssssnstnsssnens 5,290 19.1 
port as sales headquarters ‘Doyle Dane Bernbach Inc. now! 3 Badge 714 (135 Cities, NBC Film Division) ..............cssssssee00m 4,44) 18.5 
SEARS ROEBUCK $3 million store ~— — Bank clearings = handles the Glendale Knitting ac-| 4 Mayor of the Town (50 Cities, MCATY) .ccccscscueseieuenenne 3,064 18.2 
— ro count. 5 Ellery Queen (41 Cities, Television Programs of America) ........ 2,158 17.8 
Aoain . .. DAVENPORT NEWSPAPERS ARE... . FIRST in Quad- Kwik-Fix Gl Black GS Cee TE Ciera, BIG) aascccccssiccscccesccccsscnesesscsceccecccseices 5,469 17.6 
City circulation — in Qued-City advertising lineage —in advertising lineage Readi x Glue to Blac Readi 7 Man Behind the Badge (46 Cities, MCA-TV) ...........cccsesseseseseeees 2,684 17.4 

in ALL IOWA! MEE ERRBCICS CO., FORGING, | 5 icy Coreen (96 Glbee) ccisscsccssecrnncccscsssrensssssesssvnsnsecscsecessvnnsseesesee 879 17.3 

Pa., has appointed Ted Black Agen- ie Oakley (56 Cities, CBS Film) 3,714 “7 «(CG 

i ; Se eee CY, Reading, to handle advertising . Se ( ppb °° Nay Tie aan eae eamamananes ; ‘ { 
ee! and public relations for its Kwik-|'0 Science Fiction Theater (92 Cities, ZiVTV) so. Ie 

epresented Nationally by Jann & Kelley, Inc | Fix glue. *Programs appearing in a minimum of 20 markets. 


Chicken Dinner Ad | 
Drive Planned by 


3 Food Companies : 


SAN FRANCIscO, Aug. 16—West- 
ern Ranch Dinner, one of the 


year’s biggest food promotions, 
will be kicked off Oct. 20 by three 
of the country’s top food advertis- 

ers, who will cooperate in the cam- } 
paign. Chicken marketers through- 


out the U.S. also are expected to 
join the drive. 


The California Cling Peach Ad- 
visory Board, General Mills and ’ 
Pet Milk Co. are the participants. 
They will promote Bisquick for 
hot biscuits, chicken for baking, 


Pet Milk for country gravy, and 
broiled Cling peaches for flavor. 
The program is designed to stimu- 
late grocery store sales during the 
lull preceding the holidays. 


Pacific Coast Advertisers 


people with the 


—_--— 


Columbia Pacific Radio 
® The tv campaign calls for the 


Network than with any use of George Gobel (NBC), Red 
Skelton, Bob Crosby and “Vali- 
j other Coast network. ant Lady” (CBS), and “The Lone ; 
i Ranger” (ABC). In radio, Arthur 
F Godfrey on CBS will be used. 
For the very good reason The campaign calls for spreads 
f in Reader’s Digest and color ads 
that CPRN delivers in Ladies’ Home Journal and Wo- 
’ man’s Home Companion. Ads also 
\é : will run in the New York News, 
the largest audiences Parade, This Week Magazine, and My 
by far Sunday newspaper supplements in \ 


95 metropolitan newspapers. 

Batten, Barton, Durstine & Os- 
born, San Francisco, the Cling 
agency, and Knox Reeves, Minne- 
apolis, General Mills’ agency, will 
handle the promotion. 


32% more radio families 
than the second 


regional network. 


Bissell Ltd. Introduces New 
Sweeper Line in Canada 


A new line of carpet sweepers, 

reduced in price, has been intro- 
please call CPRN duced in Canada by Bissell Carpet 
Sweeper Co. of Canada Ltd. Bis- 
sell has cut its Canadian line to 
four models, ranging in price from 
$9.45 to $15.45. 

National advertising will begin 
in November with full pages in 
, COLUMBIA PACIFIC Chatelaine, Canadian Home Jour- 
oS — nal and the French and English 
\ an The West’s Most Powerful editions of Reader’s Digest. N. W. 


. —-— —~) nage? 
\ wy t ——y Ayer & Son is Bissell’s agency. 
fe ef _sRADIO. NETWORK 
. % | Bs | ‘a 


i 
- : Candy Maker to Day, Harris 
LW 


For availabilities, 


or CBS Radio Spot Sales 


Fine Products Corp., Atlanta, : 
has appointed Day, Harris, Har- 
grett & Weinstein, Atlanta, to han- 
dle advertising for its Hollings- 
worth and Nunnally’s candies. 

N. F. Fiske, president of Fine 
Products, said 1955-56 promotion 
plans have been stepped up and 
the largest campaign in the com- 
pany’s history will break in the 
fall for Hollingsworth’s May Hob- 
‘by Box package and Nunnally’s 
Box Bountiful. Television, outdoor 
advertising and newspapers will be : 
‘used. 


Martin Apelman Joins Hoe 

| R. Hoe & Co., New York, manu- 
Sources on request. | facturer of printing equipment, has 

‘appointed Martin Apelman to di- 

/rect a new marketing research de- 

partment. Mr. Apelman formerly 

‘was a technical director of Now- 
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Every day you get solid, consistent readership in Houston Post readers are consistent readers. So— 
The Houston Post. This constant level of Post Post advertisers can schedule ads any day and get 
performance is illustrated by the figures below, full value for their advertising dollars. This is an 
which show that Post advertisers have no prob- important reason why The Post continues to be 


lem with up and down circulation. FIRST in Houston in total lineage gains. 
— 
AVERAGE CIRCULATION ~ SATURDAY 
POST MONDAY THRU FRIDAY Re 
202,481 202,382 
4 b 
MON. TUES. WED. THURS. FRI. SAT. 
| aguas 
AVERAGE MON..TUES. 
| CIRCULATION AVERAGE WED.-THURS.-FRI. 
| CHRONICLE 213 193 CIRCULATION ana 
, 


199,609" 189,433 


MON. TuES. WED. THURS. FRI. SAT. 


; : 
| AVERAGE MON.-TUES. — AVERAGE WED.-THURS.-FRI. SATURDAY 


—_ 126,327 120,727* 110,742 


te a ala - 


MON. TUES. WED. THURS. FRI. SAT. 
*Based on analysis made by The Houston Post of data Gray areas in charts denote puzzle contest days as 
from A.B.C. publisher's statements for the six months reported to A.B.C. Circulation figures shown in gray 
period ending March 31, 1955, and subject to audit. areas and others not indicated by asterisk are from 


Publisher's Statements as submitted to the Audit Bu- 
reau of Circulations for the six months’ period ending 
March 31, 1955, subject to audit. 


TEXAS’ FASTEST GROWING 
NEWSPAPER 


Written and Edited to Merit Your Confidence 
Represented Nationally by Moloney, Regan & Schmitt 
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Deckinger Chides 
AA for Story on 
ARF Supplement 


(Continued from Page 1) 
sent to the leading radio-tv re- 
search companies for their com- 
ments. Three of them sharply 
criticized the draft, with one of 
them, Pulse, Inc., accusing the 
ARF of trying to establish one 
rating system, (AA, July 25). 


® ApverTis NG AGy’s handling of 
this development drew a complaint 
from Dr. Deckinger, who wrote: 

“T have noted with great interest 
the article on page 16 of your issue 
of July 18, headed ‘ARF Issues 
Ratings Supplement.’ 

“The standard of ADVERTISING 
AGE reporting is usually so very 
high that I know you will want 
to correct for your readers a mis- 
taken impression that is left by 
the article. 

“You say the following: ‘Like 
the original recommended stan- 
dards for radio and tv ratings re- 
leased seven months ago, this 
supplement, which covers the A. C. 
Nielsen Co. combination audimeter 
and dairy system for local ratings 
reportedly gives Nielsen a high 
rating.’ 

“In all the work that the ARF 
ratings review committee has done 
on ‘recommended standards,’ we 
have been very clear to point out 
that we are not talking services. 
We were talking method only. 

“The report does not give ‘Niel- 
sen’ a ‘high’ rating or a ‘low’ 
rating. Or, Hooper, or ARB, or 
anyone. 

(Editor’s Note—The recorder 
method drew a high score on yes 
answers in the chart released with 
the ARF’s report. The combination 
recorder and dairy technique also 
reportedly scored high inthe yes 
column in the draft of the supple- 
ment. A. C. Nielsen Co. is the only 
researcher in this country selling 
radio-tv ratings obtained by these 
methods.) 


= “Whatever appeared in Book I, 
or will appear in the supplement 
will apply to method only. How 
closely any one practitioner comes 
to fulfilling the promise of his 
method that he chooses to elect, 
will be the subject of another in- 
vestigation. Up to the present time 
the ARF ratings review committee 
has not made such a _ study. 
Accordingly it makes no comment 
on practice. Only method. 

“May I also make a point about 
your July 25 article about the 
supplement to Book I. The supple- 
ment has not been published. Ac- 
cordingly any public statements 
on what is or is not in the report 
are not too meaningful. 

“As part of the ARF’s very fair 
modus operandi, all parties whose 
work is being reported on are 
given advance copies for review. 
After receipt of such comments, 
the committee can make changes, 
if it is felt such changes will be 
appropriate. 

“This was the procedure fol- 
lowed in the case of the original 
Book I. The services aided inesti- 
mably in helping us to do the job 
as right as we could do it. We will 
be eternally grateful to them for 
that help. 

“It is very possible that changes 
will also be made in the case of 
the supplement. I don’t know. I 
say it is possible. 

“Up until that point the wuidlide-| 
ing of any commentary on the 
report would seem very much pre- 
mature, 

“With thanks for any oppor- 
tunity you may give your readers 
to see these comments—written, I 
must add, as a private individual— 
in your fine periodical.” 


Durkee Foods Boosis Weber 
Elmer L. Weber has been ap- 
pointed general sales manager of 
all packaged products of the Dur- 
kee Famous Foods division of Glid- 
den Co., Cleveland. Mr. Weber for- 
merly was director of advertising 
and merchandising of the division. 
He now will direct all sales, mer- 
chandising and promotional activ- 
ities for Durkee’s products. He also 
has been ad and promotion mana- 
ger of Glidden’s paint division. 


Hubert Mihic, 47, 
Agency Head, Dies 
After Heart Attack 


New York, Aug. 17—Hubert L. 
Mihic, 47, president and founder of 


his name, died yesterday of a heart 
attack at his home in Babylon, N.Y. 
Mr. Mihic’s death will not affect 


the $800,000 damage suit filed by 


the advertising agency that bears’ 


Advertising Age, August 22, 1955 


beg agency early this year, Edward|® The suit is a corporate one, Mr. 


F. X. Ryan, attorney for the Mihic 
agency, told AA. 

The agency filed a damage suit 
in New York supreme court shortly 
after the first of the year, alleging 
that several former employes had 
entered into a conspiracy to de- 
stroy the business, specifically to 
‘cause the loss of 16 accounts, in- 
| cluding H. C. Bohack & Co., Gen- 
eral Fire & Casualty Co. and Law- 
yer’s Title & Casualty Corp. 


Ryan said, and will be continued. 
At present, pre-trial examinations 
are being held, and an appeal is 
pending before the court. 

Mr. Mihic was born in New 
York, graduated from St. John’s 
University in 1930, joined the ad- 
vertising department of the Long 
Island Press, Jamaica, N.Y. and in 
1945, formed Mihic & Smallen with 
an associate. A year later he organ- 
ized H. L. Mihic & Co. 
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Advertising Age, August 22, 1955 21 
-_ - 
CHARLES E. ARNN ‘NATE JOHNSON ERNEST H. RUSSEL|. | sales manager. In 1941 he was pro- ROBERT E. DELAPLAINE 
Los ANGELEs, Aug. 16—Charles| Cuicaco, Aug. 16—Nate Jinien,| Cincinnati, Aug. 15 Frnest H.| moted to manager of the Erie divi-| Battrrmore, Aug. 16—Robert E. 
E. Arnn, 58, head of Charles Arnn &| 69, president and founder of John-| Russell, 64, v-P. and director of|sion and in 1946 became v.p. He | 
Associates p.r. organization, died | son Advertising Service, an out- | United States Printing & Litho- was elected to the board of direc-| News and Post, Frederick, Mad., 
Aug. 12 at Hollywood Presbyterian door advertising company, died) graph Co., died Aug. 1° at St. Vin-| tors in 1954. died at Johns Hopkins Hospital 
Hospital. Mr. Arnn was exec. v.p.| here last Thursday. ‘cent’s Hospital, Erie, Pa., after a here today from the effects of a | 
and director of the Los Angeles| Mr. Johnson had been v.p. of the brief illness. ) ALBERT J. ARBOGAST SR. paralytic stroke which he suffered 
Daily News from 1940 to 1953.| American Federation of Labor Bill; Mr. Russell had been associated| PHILADELPHIA, Aug. 16—Albert J.\/in mid-June. 
Prior to that he was sales and ad-| Posters and Billers Union here with USP&L since 1929, when he! Arbogast Sr., 73, advertising and He was the son of the late Wil- 
vertising manager of several Los|for the past 13 years. In addition | was southern sales representative | circulation manager of United! liam Theodore Delaplaine, founder 
Angeles companies, including For-| he had served as a trustee of the in the Atlanta sales office. In 1931| Lutheran Publication House here|of the News. In 1916, when the 
est Lawn Memorial Park, Bullock’s | International Alliance of Bill Post-| he was transferred to the Erie| for 40 years, prior to his retirement | News absorbed the Frederick Post, 
Department Stores and Desmond’s. | ers. | plant and in 1938 was made poster|in 1949, died here Aug. 9. Robert and his brother William 


became co-publishers. He was also 
president of the Farmer’s & Me- 
chanic’s Bank, which was consoli- 
dated with the Citizen’s National 
Bank in 1953 to form the largest 
bank in western Maryland. 


ALBERT B. ABRAMS 


New York, Aug. 18—Albert B. 
Abrams, 86, retired head of Adoma 
Publishing Co., publisher of Efec- 
tos de Escritorio, Modern Retailing, 
and Modern Stationer, died Aug. 16 
in Methodist Hospital, Brooklyn. 

As a youth he worked as a re- 
porter for the Philadelphia En- 
quirer. He and two partners, 
David Manley, now retired, and the 
late W. S. Donneley, started Mod- 
ern Stationer about 45 years ago. 
Mr. Abrams retired in March, 1954, 
and sold his interest in the business. 


Delaplaine, 70, co-publisher of the 


Van Slyke Joins Dreher 

Dirk Van Slyke, formerly with 
Ted Bates & Co., has joined Monroe 
F. Dreher Inc., New York, as asso- 
ciate copy chief. Other staff 
changes at the agency include the 
appointments of Leonore Buehler 
to copy chief, Salvatore Lodico to 
a creative art director, Hal Weaver 
Jr. to producer of radio and tele- 
vision, Ralph Alexander to traffic 
manager, Lee Petry to buyer in 
addition to space buyer, and Lou 
Hanke, v.p. and art director, as- 
sumes additional executive duties. 


Bratton to Guaranty Trust 
Meredith J. Bratton, formerly 
advertising and public relations 
manager of a division of General 
Dynamics Corp., has been named 
manager of the publicity depart- 
ment of Guaranty Trust Co. of New 
York. He has charge of advertising, 
public relations and promotion. 
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Sas ns ca a eile el” ‘ , : Extra Reader Interest 
: us , . Extra Selling Power 
ig the treasure you are seek inquicees 


Seg Se Be aes : ; Over 2,100,000 Southern fami- 
Eats. en ED re = : — | q lies, from Virginia to Texas, will 
——o oe aa ta welcome this 150th Anniversary 
issue of Grier’s Almanac. Many 
thousands will preserve it for 
| years. Your advertising will keep 
on selling even after 1956 is 
gone. 


Write, wire or phone for rates 
and full details. 


GRIER’S ALMANAC 
76 Central Avenue, S.W. 
Atlanta, Georgia 
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its always there to do the heavyweight} 


the Campana Sales Company chose 


sell Ayds Reducing Candy during their 


a 59.7% increase in sales. And. 
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what counts most ts a healthy sales 
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| 
| thing about network radio... 


- 


I 


selling. Of all the ways to advertise, 
the CBS Radio Network excluswely to 


slimmest selling season. Result: 


no matter how you measure media, 


| Morning segments of CBS Radio’s Arthur Godfrey Time tipped the scales for Ayds. And of the 
resultant sales gain Campana wrote, “All in all, we feel that you have paved the way to 


give us our biggest year for Ayds through 1955.” To assure this end, Campana has wisely 


elected to continue on the CBS Radio Network through the heat of summer competition. 
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$10.00 


FOR TEN 
SECONDS 


Send for sample 
reel and descrip- 
tive literature. 


Now get move- 
ment on your TV 
slides for almost 
the same cost as 
still slides. 


D ra § 1323. WABASH CHICAGO ILL. 
Ae 357 W. 44th ST. NEW YORK 


Trucking Foundation 
Schedules Help-to- 
Motorists Campaign 


WASHINGTON, Aug. 17—Highway 
help to motorists extended by the 
nation’s professional truck drivers 
will be stressed in a new series of 
advertisements in national maga- 
zines made possible by a second 
grant of $25,000 by Dayton Rubber 
Co. to the American Trucking As- 
sociations Foundation, Washington. 

The foundation is sponsored by 
American trucking associations to 


bring suppliers of equipment into’! 


the public relations programs of 
the industry. 


® Dayton Rubber Co. was the first 
member of the rubber industry to 
join the foundation. A _ similar 
series of ads on the aid that truck 
drivers extend to motorists was run 
in magazines last year under a 
grant from Dayton. 

While the ads will be prepared 
and placed by Dayton’s agency, 
Allman Co., Detroit, they carry 
the joint signature of the company 
and the foundation. They are sub- 
ject to review by the foundation, 
and the media list and payments 
are controlled by the foundation. 


THE CALGARY HERALD REALLY SELLS IN CALGARY! 


Hooker on 

TV ad 

results in 

6 sales 

in Calgary alone! 


YOU GET ACTION 


WHEN YOU ADVERTISE IN 


A SOUTHAM N 


OTTAWA 
CITIZEN 


HAMILTON 
SPECTATOR 


WINNIPEG 
TRIBUNE 


CALGARY 
HERALD 


“We can attribute the sale of six TV 


Sets directly to our hooker which 
appeared beneath a Canadian General 
Electric Television advertisement in 
the Calgary Herald”. 


“This form of advertising, in our esti- 
mation, is invaluable to a dealer in 
localizing national copy”. 


W. Adams, 
ADAMS RADIO PARLORS LTD. 


EVERY DAY 500,000 FAMILIES 
READ A SOUTHAM NEWSPAPER 


In every Canadian city where a 
Southam Newspaper serves, you'll 
discover the Southam paper leads in 
what people want from a newspaper 
—news coverage both local and inter- 


national. 


Take a second look and 


you'll discover Southam Newspaper 
readers are the cream of the crop— 
representing the real buying power. 


When you've got something to tell— 
use a Southam Paper to sell! 


TORONTO 


The Southam Newspapers 


388 Yonge St. 


GREAT BRITAIN 
F. A. Smyth 


EWSPAPER 


THE CALGARY HERALD 


K. L. Bower, Manager 


34-40 Ludgate Hill 
London, E.C. 4, England 


MONTREAL 

The Southam Newspapers 
1070 Bleury St. 

J. C. McCague, Manager 


UNITED STATES 

Cresmer & Woodward Inc. (Can. Div. 
New York, Detroit, Chicago, 

San Francisco, Los Angeles, Atlanta 


—-2074 
MEDICINE HAT EDMONTON VANCOUVER 
NEWS JOURNAL PROVINCE 


| 


| 


Advertising Age, August 22, 1955 


Upset by Lack of 
Trained Salesmen, 


Adman Runs Seminar 


Da.tias, Aug. 17—An_ enter- 
prising newspaper advertising ex- 
ecutive out here is doing something 
about what he calls “the dearth of 
trained salesmen in the newspaper 
field.” 

Harold H. Bredlow, who has 
been in and out of newspaper ad- 
vertising for 30 years, is conduct- 
ing a special seminar in news- 
paper advertising at Southern 
Methodist University under the 
sponsorship of the Texas Daily 
Newspaper Assn. and the Texas 
Advertising Managers. 

Mr. Bredlow started stumping 
for his seminar two years ago, 
when he discovered that too few 
young people were entering and 
staying in newspaper advertising. 

He had been away from news- 
papers for ten years, working in 
other fields. He returned in 1951 
to work a newspaper advertising 
service, Stamps-Conhaim-White- 
head, New York, covering Texas, 
Louisiana, Mississippi and Arkan- 
sas. 


= “When I resumed traveling 
among newspaper men I was 


;amazed at some of the major 
| changes that had taken place since 
| the ’20s and ’30s,” he told AA. 


Then, he said, there was a 
plentiful supply of people wanting 
to enter the field and they stayed 
longer and were more experienced. 

Newspapers used to rely on the 
glamor of their business to attract 
newcomers. Nowadays, with tele- 
vision, radio, agencies, public 
relations, promotion and retailing 
jobs competing with newspapers, 
the long list of people anxious to 
work for them has disappeared, 
Mr. Bredlow said. 

Furthermore, since newspapers 
rely on their glamor to attract 
salesmen, they never got around to 
setting up recruitment and training 
programs, he added. 

Salesmen themselves, Mr. Bred- 
low pointed out, have run some 
training courses, but the newspa- 
pers have made little or no effort 
in this direction. 


® Recognizing the need, Mr. Bred- 
low tried, two years ago, to set 
up a newspaper-backed training 
course. 

“But the plan washed out,” he 
said, “because we couldn’t get 
enough papers to cooperate.” 

In 1954 the Texas Daily News- 
paper and the Texas Advertising 
Managers went along with Mr. 
Bredlow and set up a training 
seminar at Southern Methodist. 

Twenty students enrolled for a 
five-day meet in which the oper- 
ation, purpose, and function of a 
newspaper, plus the special in- 
formation needed by salesmen, 
were taught. 

The seminar is being conducted 
again this month at SMU, and 
shortened versions of the training 
session will be conducted in other 
parts of Texas for the benefit of 
local papers. 

This venture is not the first of 
its kind for Mr. Bredlow, who has 
taught special courses on news- 
paper advertising at SMU, the 
University of Houston and San 
Angelo College. 


Hudson Names Eugene Wilcox 

The Hudson Motor Car division 
of American Motors Corp. has ap- 
pointed Eugene W. Wilcox mer- 
chandising manager of the Chicago 
zone. Mr. Wilcox formerly was 
promotion and plans manager of 
Kline Distributing Co., distribu- 
tor of Amana Refrigeration Inc. 
products in Iowa. Mr. Wilcox also 
has operated his own car business 
in California and has been associ- 
ated with Harrison Productions 
and Albert Lang Products in Hol- 
lywood. 
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IN SAN FRANCISCO 
wil S THE EXAMINER 


In any market one newspaper 1s Newspaper Number One. 


In San Francisco and northern California, it's The Examiner... first in news, circulation and advertising. 


The San Francisco Examiner is represented nationally by Hearst Advertising Service. 
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BIGG “0 they buy more food 


* Metropolitan 


a a Co wath bey.) 


/POLITAN OAKLAND 


Tribune 


. CHICAGO DAILY NEWS FOREIGN SERVICE 
SUNDAY MAGAZINE SECTION 


FACTS THAT AFFECT FOOD SALES 


More people don’t always mean more food sales but in 
Metropolitan Oakland they do! 


In 1954, for example, Metropolitan Oakland (Alameda 
County) had 53,000 more people than Metropolitan 
San Francisco (San Francisco County); and they ac- 
counted for extra retail food sales of $5,169,000*. 


Extend the figures to an AREA basis, and extra popula- 
tion further widens the gap. 


The Metropolitan Oakland AREA, which includes both 
Alameda and Contra Costa counties, had a population 
of 1,174,100. San Francisco Metropolitan AREA (San 
Francisco and San Mateo counties) had a population 
of 1,107,800. Our 66,300 extra consumers ran up an 
extra retail food bill of $18,951,000.* 


Like their elders, the younger generation here consume 
more because there are more of them. Again on an 
AREA basis, school enrollments spotlight the big dif- 
ference in numbers: In grade schools, 234,583 against 
173,974; in colleges, 25,865 against 20,749. 


Want more facts? The TRIBUNE’S “Bright Spot’, now 
on the press, is full of them. They’re complete, accurate 
and up-to-the minute. And they apply to marketing 
autos, furniture, appliances — or almost any other prod- 
uct you can name. 


May we send you a copy? Just write OAKLAND 
TRIBUNE, Box 509, Oakland 4, Calif. Or telephone 
the nearest office of Cresmer & Woodward. 


*From 1955 Sales Management Survey of Buying Power. 
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"Reader's Digest’ Switches 
South American Markets 

Peru and Ecuador, formerly cov- 
ered by the Southern hemisphere 
edition of Selecciones del Reader’s 
Digest, will be served by the Car- 
ibbean edition as of January, 1956. 
The switch will increase the Car- 
ibbean edition’s guaranteed cir- 
culation to an average 400,000 cop- 
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NEW FACES orf i955 
*“*"BULLARD’S At PHABETS'’ 
NEW BOOK IS AD MAN'S PERFECT TOOL 
536 12x9 loose leaf pages, 2200 type fonts, 
complete alphabets 4 tc 144 pt., Lino, 
Mono, Ludlow, Foundry, photo lettering, etc. 
«Write Dept.AD for FREE booklet 
HOWARD O. BULLARD, INC. 
. | a Ss 
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,ies, and rates will go up slightly. , Saunders to Cockfield, Brown | 


The Southern hemisphere edi-| Robert w. iaitns edi Adibited | 


tion, at the same time, will drop |the Toronto office of Cockfield, 
its rates about 33%. It will circu-| Brown & Co. as an assistant ac-| 


a - gee ae os | executive. Druing the past 
guay dian edi a. y ‘i bout /year he has been a copywriter and 
on ‘ee “ erage Be poe dish | 22 account executive with Clif- 

o, an a ‘ford Bloxham & Partners, don, 
edition will go up about 6%. In the| Snelend.. aaa Siteat that tn , 
New Zealand and South Pacific | account executive with Spitzer &| 
editions, four colors will no longer | Mills, Toronto. 
be available. 


Moore & Co. Adds One AMA Sets Meeting Dates 


Moore & Co., Stamford, Conn.,, The American Marketing Assn., 
‘has been named advertising agency | Chicago, has set Dec. 27, 28 and 29 
‘for S. H. Pomeroy Co., New York, | aS the dates for its winter meeting 
maker of double-hung metal win-|to be held in New York in con- 
_dows and air conditioning unit en- | junction with the Allied Social 
| closures. Science Group. The association’s 
spring meeting will be held June 


sive policy is a smart 
ience has proved it. 


ADVERTISERS e AGENCIES e CLIENTS BAAR BSEeUR ee 
Every day—somewhere—a claim is made 
for Libel, Slander, 
Copyright Violation. 

INSURE THIS HAZARD! 
Our adequate and amazingly inexpen- 


(20, 21 and 22, 1956, in Pittsburgh. 


‘AND RATES © 
‘ ‘Boating Industry’ Rates Up 
Boating Industry will have high- 
er advertising rates for all ads 
scheduled after Dec. 15, 1955. For 
one page, one time, the rate goes 


Invasion of Privacy, ‘ EMPLOYERS 
REINSURANCE 


CORPORATION 


Insurance Exchange 
Kansas City, Mo. 


safeguard — experi- 


Whats the schol, 


of a faithful 


oma ¢ 


The female matrix used in making plastic plates 
must be produced with the same skilled craftsman- 
ship and minute scrutiny that is essential in every 
other phase of production. But the secret that gives 
our patented Duramatrix such outstanding fidelity is 
the special material we produce ourselves for making 
this female matrix. That’s one of the key reasons 
why only Reilly Plastictypes retain the full 

routing depth of .055 in open areas. 


Now you know why we dare stand up and say ina 


clear and confident voice: Reilly Plastictypes will give more faithful 


newspaper reproduction than any other plastic plate money can buy. 


REILLY ELECTROTYPE—NEW YORK 


Other Divisions of Electrographic Corporation: American 
Electrotype, San Francisco * Advance-Independent Electrotype, 
Indianapolis ¢ Lake Shore Electrotype, Chicago * Michigan 
Electrotype, Detroit ¢ New Haven Electrotype, New Haven * 
Reilly Plastictype, Los Angeles * The Wrigley Company, Atlanta 


ieiedily rely o 
REILLY 
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IN APPRECIATION—Theodore S. Repplier, president of the Advertis- 
| from $330 to $375. ing Council, receives an Air Force scroll of appreciation from 


Gen. Thomas D. White, Air Force 
vice-chief of staff. The award was 
for the council’s three-year educa- 
tion and advertising campaign for 
the Ground Observer Corps. 


Sears Will Spend 
$56,000,000 in ‘56 
for Store Expansion 


PHILADELPHIA, Aug. 16—Sears, 
Roebuck & Co. will spend $56,000,- 
000 next year to expand and im- 
prove its retail facilities, F.B. 
McConnell, president, said at the 
formal opening of the company’s 
new Roosevelt Blvd. store here. 

The figure is $14,000,000 over 
1955 capital expenditures, Mr. Mc- 
Connell added, and will bring to- 
tal amount spent on retail con- 
struction and improvement since 
World War II to $400,000,000. 

The vast majority of funds spent 
since the war have been for re- 
placement of existing stores, he 
said, even though many new stores 
were built in rapidly growing areas 
in the West and Southwest. 


® He predicted that Sears’ sales 
during the last half will show a 
gain over the same period last 
year, but that it will be less than 
the 11.66% increase registered by 
the chain during the first half. 
He also predicted higher prices 
in the next year, especially in hard 
goods, because of steel increases. 
He said hard goods retail prices 
could increase as much as 5%. The 
new minimum wage law also will 
bring about increased prices in soft 
goods, particularly textiles pro- 
duced in the South, he predicted. 
Prices will not be a big factor as 
such in business next year, Mr. 
McConnell stated. Competition 
from discount houses, however, is 
becoming more and more acute. 
Discount business, he noted, is now 
big business and not merely some- 
thing to annoy going concerns. 


Vision Inc. Increases 
Rates; Has New Building 


Effective Jan. 5, 1956, Vision 
Inc., New York, will increase rates 
on Vision about 10% and on Visao 
about 20%. The rates for Vision 
(Spanish) are based on an in- 
crease in guaranteed average net 
paid circulation from 90,000 to 
100,000. Rate for a b&w page will 
go from $1,115 to $1,225. Visao 
(Portuguese) circulation goes from 
30,000 to 40,000, and rates will go 
from $495 to $595 per b&w page. 

The company is moving into its 
new building at 60 W. 55th St., 
where administrative, editorial and 
advertising offices for the two 
magazines will be housed along 
with the New York offices of the 
National Foreman’s Institute and 
the Instituto de Entrenamiento In- 
dustrial. 
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Thank you, 
Saturday Evening Post 


for stressing the importance 
of single-copy sales! 


We agree! And Family Circle has 


more single-copy sales per issue 
than Life, Look and Post combined! 


In recent newspaper ads, Saturday Evening Post Family Circle also has more single-copy sales than any two 
has emphasized the importance to advertisers of single-copy sales. of these magazines: Good Housekeeping, Ladies’ Home Journal, 
We certainly agree! The purely voluntary purchase of McCall’s, Woman’s Home Companion. 


an issue is a true indication of a magazine’s selling power. 


: ia Family Circle “newsstand” sales are made at supermarket checkouts— 
It’s read because it’s wanted. 


OO AMET Be ee Se every copy is bought by a store customer. Family Circle has an 
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HERE'S THE SCORE ON SINGLE-COPY SALES PER ISSUE: 


FAMILY CIRCLE ..... . 4,172,872 


audience largely its own, of young, new families in new neighborhoods 


around shopping centers. They read Family Circle because 


PU esc de eae eck Ue they need the unique service and guidance of a magazine edited 
ROM ce ete ene ces} ee specially for their interests. You cannot reach that market effectively 
be Look “a ee se ay Oe oe Pe ee 1,001,086 with any combination of the other leading women’s mag ri es. 

E Mituhhomniktu oO Make this responsive Family Circle market your market. 


te 


A continuing national study by the Market Research Corporation of America shows: 


63% of 


Family Circle 


households received 
none of the 4 

leading subscription- 
type women’s magazines! 


. 


xt 


| 
| 


> Whe Sw co te ae Tae? ew . pe a 2a ie ° a 4 cae te ar , SY He 
- " pum k, a Root Soe 3 ee kez . $i , a OS ie MEE Bests PRL DCTS oe 
Le oF Re et LY ik s tal. pt ea i FID gt a ai ing ran omc aa 
2 Ma SS 4 & s . 4 , Se : ‘ eS ee * ead iat f s ae * a * 2, < { p 
rae Wee aly, Me yi Be oa: eee ar Oe pay ats ee 4 er 2 ¥ ee: es j > j Se. Y 
: om ‘ as * F % ; . 
a ie ; 5 om, ; paitt, B: 4 é nA J + il ~ 
roe 
> 
Beit 
iS | } 
Peiad | 
op 3 
tha ; : 
a 
oN 1 
“ 
he q ’ 
2 - 
t A : 
é it 
4 1) 
¢ 
| ee 
1 : 
iy 
‘ . | 
7 
| 
* | 
ee 
De 
4 
a y 
ee 
- 
ee 
‘* 
7 
4 
| | 
} 
vs | ee 
f Oe ee 
¥ ; 
| wl ee 
ae | ‘ 
| | a eee 
' 
: . 
‘ % * . a Fa * % 
. n . 
j * t». Rie mk — —— a es ’ om ar. 
* — > as. v ~ s ~ - < ma. 
oe he = : “Hi iy» gee a Aa "ehh wh x sf % > o- een ta 4 ie 
‘ si i ‘. i 5 —_— 3. base J — 
e , by erdee Smart fa i Be if at eS 7 a?” 
.. aie ae maga ~ )b oe SS  ey 
: le : --. Nee! § (2 ae. ee 7 - ; ’ 
4 Syl ae se eS ‘a 4 Sa es,” het. + * “fn a ae we € | 
? } aie : ; Care . 3 = ees hd ; ike. : . ‘ “oa 
| erprrac : j ‘ or oe Sr are a . wets ‘ 
: Been re 5 ia i a ; ca ee al tes! manors cont » Ae 
| a ae Yale Lng Sey ' TE 
oi is ee, tae * wewmtecun Sl 
fs a? ee ai oe Fi ey = iets Anew nnanan tor Ratty Pomews 
| iff —_— 4 
4 . = : <q ee Me eee weg ~—_ ee ane opts = a a 
Sek ae a ae eee q as < Seeer Oe am “a 
eS a ’ . ~ (ae ee a 
’ ’ Rie ee fy / 3 — Paterno 4 ; = 
ie Suga on oe one 4 a * x “hy a RE ? ls 
| EPO Tn ae ie . ages CRG et eens % ry aA. 
i —— ~ a = ee sie _ ieee —— Yon = 
ae Ps ie al = A ‘ > 
bits, eo ' Sgiat “- ey ie 7 
FP — tf , a ee ne a ‘ we % | 
> , ee , igs % . . * ig , xi ee ay a ‘ie ‘” 
; : :™ é ste, «, am Be *4 Bai es ake Cae 
e.. F * 4 “ 3 Pil * . PteSh ~ —s 'f 
. me. —" + a . > ea P “ee 
 ™ -) SAS Sree = ented: | E 
Se eenek = ko * % — + | so ae . » - 1 J : >» ee ec Fan! ‘ : : ’ : 
; tm ee his . +. Bi ae a ee cue e Se Ki. = f . i 
F Paitin, i i? — rn ai . 6 a. “a Gee de : 
be te a fe.. s $ : Beste a % opin Pais te = 
ee Sia aa ae E ~ * : a ‘ eo he : oot : * 
a : e _ _ * £ is ip eae ae = Se Se ; 
Ait = 4  % o ae . s) - 
2 eas -. - Ta ¥. ee: re Bae a : E . % ore 
j * ‘st 7 . ; rs . . 
: ? 
: 
an , - Oe ce Wigs ‘ Pinedo i inpatients pA tli Fo gil race ee oetege eS Cg aS es Estee ae ol are 
ie { ‘ . ; F oF : ore oT el BN RS es 5 ome ar a Ne ee Be yi He ae os © Se Mee oO eee ea ae ha Oe oe eee ar ey Boe She in veel bet erage brome ee ore ah 
Sea, RG ie: fh ai ae SOE Bs SARS. bt as ons Ae ke cece Abe yo eee ce re REE! OES eR oe ie Say Go EPA Sagres Mevete. Pe gy Ml ho theirs) wate Pe rages age eo eg tee OO Ee ae 
aS te hla y aruiee Mme mmnseer ar a! epee vt nae en AL RL OA Sa aE Ste Ta wget ec cE ieee RTI RM eS ee Sega tg A TN, Syke leas eaatnig t. 5 PRtg hehe I «Seana eR tap AER eke Ss Saas Reet ig Net Mee SNE ORS e iam. tay as f * me Nant a gee ase 
aT tS BNE Re oe Oe seer * Fe Sac eee cae theo PN OAR pipe a Laat re LY. ANE Seth aes ed Sh a he ee ae beans we eg ee ESS fe oe : . Sit if nae alee er We eg Dt 4 Baly Pati 2 Reese yh toed eee Pe rat a Ci ey PRI SAO RE oe 
Op Ne ah See ea a Ah Ste tuk eat ot Se Pra rare y ages FAT 4 E ee ae ser teen, % Be ae coe : a “3 fae Baas Bre Pes eet COTE? 6 ee ee aE i ee a att, Ae ome: ir Pit os ~~ bees OS Re aaa Sas wes are ab as we 
7 Tani Hien ety 4 5g B gl oo aN 4 Ter ae esis : ot A a a Sia Seas eo RE oe, FFE oe! Sav awoer Sik ees aS Tite ire GN EE Rint lee Ok ee es ah as aes eet Ce! Bia te, ON eee 
eee oe he Se er oe ee ee eee ey |e i vse the ita ol Saks lar entes, eee toe et ee - TPT? PERE NN oR Remar a BM ek ad SOIR ie al Ny ak lear ot fot fae ee eee ee te SA en te Pee Gee, BN ie LL SEE ure, wee 4 Ya, 
ye tr ye “het ee el, oe Se. Re gee etek pee Fis le es ef in : NEE eg wi ‘ Tne Dork oh Sis ae eae se tg ae Pe a iw : pa es, ty é eee Eee : Yee eal <s. 1 Pees oe ieee i oes | 
oa ae eat Siilie wet Le Bea af f ae st Sy ape Meare = ee = yA TR, ge: es Fo Te ry Ss A Bye ene ed) Be ined se agora pe re Smee ees 1 pe = Sas ay oN tba ag y So ghefh af 2! 9 ES et a Me Ne Sty etnies oy 
BE a ae eA i's feed Se ge ieee diced Sr Si Ol ary Se eal Oe Pn nee Metter Cees a ie ES ve LECCE: le MBI a eS ES «AR RE ES a Oe Ra i Pree ean Me Se) te aM PG ee eg to ft RAP ae eee os FT via ey Bent List Pe Eee DAS ee Fa Fake ae ae een ae! ant pat : ie mcs 
5. S ibs eee Nae eet Se S 3 ‘ eo Rigg EE tee ple! So ig 6 id : er as —— 3 Sa Te : 1 SEES pte f he a o Ae - ‘ net: PERE ey Ee i eal Fi et ae Ke fe i : 
bo agen ee bh h out Pe oe erg eh Te ee ges in WR og RPE Re ig 1 pan ARE eon te bet ce Site Te te oe gt BoB: Re ee Bee te eo ra Aha $1 4-5, SE See eh} hae? aa Wh ae ote Mie care fe: 


ne ede peered Bann a} 
aii ernie lpi bere b> ir 


30 


Households Increase 
at Rate of 850,000 
Per Year Since 1950 


Wasuincron, Aug. 16—The num- 
ber of households in the U.S. has 
been increasing at a rate of about 
850,000 a year since 1950, according 
to a sample survey just released by 
the Bureau of the Census. 

The survey shows that the total 
number of households (a term 
roughly equivalent to the number 
of occupied dwelling units) reached 
47,788,000 in April, 1955, compared 
with 43,554,000 in March, 1950, and 
39,107,000 in April, 1947. 

The increase has not been uni- 
form. Urban and rural non-farm 
households increased by about a 
million a year in the period 1950- 
55, whereas rural-farm households 
showed a decline of elose to 150,- 
000 a year. In March, 1950, there 
were 37,279,000 urban and rural 
non-farm households and 6,275,000 
rural-farm households. According 
to the most recent survey, however, 
there were 43,243,000 non-farm 
households and only 5,545,000 farm 
households in April, 1955. 


® The number of married couples 
increased from 36,100,000 in 1950 
to 37,600,000 in 1955. The number 
not maintaining their own house- 
holds was at a postwar low of 1,- 
300,000, compared with 2,000,000 in 
1950 and 2,900,000 in 1947. 


Households in the U.S. 
(000 Omitted) 
April ‘55 March ‘50 April ‘47 
Non-Farm 42,243 37,279 32,673 
Farm 5,545 6,275 6,434 
Total 47,788 43,554 39,107 
Source: Bureau of the Census. 


Of all households 67% were 
urban, 21% rural non-farm and 
12% rural farm. While 84% of the 
rural-farm households were hus- 
band-wife households, the corres- 
ponding percentage for urban areas 
was only 73%. Of the urban house- 
holds 20% had a female head, as 
compared with only 8% of the farm 
households. 


Bakersfield Broadcasting 
Sells Radio Station 

Bakersfield Broadcasting Co., a 
subsidiary of the San Francisco 
Chronicle, has sold KBAK, Bakers- 
field, to L. Benton Paschall, How- 
ard L. Tullis and John P. Hearne, 
subject to approval of the Federal 
Communications Commission. 

Mr. Paschall, now a radio sales 
management consultant in Holly- 
wood, will become general mana- 
ger of the station. Previously he 
was v.p. and general manager of 
WNOE, New Orleans, and v.p. in 
the West for Liberty Broadcasting 
System. Mr. Tullis is owner of 
Tullis Co., Hollywood agency. He 
was in radio, prior to opening his 
agency in 1944. Mr. Hearne is an 
attorney. 

Bakersfield Broadcasting Co. 
will continue to operate KBAK- 
TV. New owners of the radio sta- 
tion will apply to the FCC for a 
change of call letters. 


Hartford Heads NBP 
Advertising Committee 

Robert L. Hartford, business 
manager, Machine Design, Cleve- 
land, has been reappointed chair- 
New York; Nathaniel Beck, Put- 
lications committee on advertising 
and public relations. 

Other members of the committee 
are E. B. Bradford Jr., v.p., Variety 
Store Merchandiser Publications, 
New York, Nathaniel Beck, Put- 
man Publishing Co., Chicago; Rich- 
ard M. Beeler, publisher, Western 
Feed & Seed, San Francisco; T. 
Richard Gascoigne, president, Hay- 
den Publishing Co., New York; 
Robert McKenna, publisher, Dis- 
tribution Age and Hardware World, 
Philadelphia, and Emil G. Stanley, 
president, Stanley Publications, 
Chicago. 


Minneapolis Chamber service facilities of the stations. | grams, interview shows and public| Edelman Adds Silver Creek 


Advertising Age, August 22, 1955 


Compiles Radio-TV Manual The manual explains how to|service announcements are given| Silver Creek Precision Corp., 

The Minneapolis Chamber of|reach the correct sources at the| together with deadlines, pieture re-/| Silver Creek, N. Y., maker of 
Commerce has compiled a manual | Stations, how to present a story| quirements and other information. | Microsol fog generators and Silver- 
giving complete information abeut/and how to present pictures for|Copies may be obtained from the |tol trolling motors, has named Dan- 
radio and tv stations in the Twin| television use. The names of sta-|Chamber of Commerce, 1750 Hen-|iel J. Edelman & Associates, Chi- 
Cities for those who use the public} tion executives, times of news pro-|nepin, Minneapolis. cago, as public relations counsel. 


WHY GENERAL ELECTRIC 
LOUISVILLE FOR THE 
LARGEST APPLIANCE | 


“We decided to locate Appliance Park in Louisville for several reasons. The high quality 


: of the labor supply, the geographic position, its transportation and other facilities satisfied 
our requirements. But beyond that we were looking for a location near a city large 
enough to absorb the social and economic impact of Appliance Park. The more we learned 
about Louisville the more we were convinced it was our logical choice. Now that 
Appliance Park is operating at near-peak production, I am happy to report that the 
decision was a happy one for both General Electric and Louisville. We will soon be 
producing major appliances at full capacity and Louisville continues to grow 


and prosper in an invigorating atmosphere of industrial expansion.” 


Louisville’s Appliance Park, world’s largest Park and Shop, a Northern chain of grocery 
producer of major appliances, will employ 10,000 stores, recently built its first of four modern, self- 
people, adding about 31,000 to Louisville’s popu- service stores in Louisville’s rapidly multiplying 
lation. To support incremental population, surveys neighborhood and suburban shopping centers. 
indicate that Louisville will add: 5,800 homes; Louisville already supports three other grocery 
1,500 professionals; 2,000 retail establishments; chains—A & P, Kroger and Steiden Stores—plus a 
8,000 automobiles and services for them. Louis- large independent chain and hundreds of other 
ville will gain $31,000,000 in payrolls in addition independent grocery stores. Food sales in Louis- 
to G. E.’s $40,000,000. ville last year exceeded $164,000,000. 


Sel LOUISVILLE foe all iti. worth / 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Che Conrier-Zournal - THE LOUISVILLE TIMES 


375,978 Daily Combination * 307,499 Sunday * Represented Nationally by the Branham Company 
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Briese Joins Brooke, Smith 

Don Briese, former creative di- 
rector of Olympius Advertising, 
Stockton, has joined the San Fran- 
cisco office of Brooke, Smith, 
French & Dorrance as a copy- 
writer. 


Social Research Appoints 
Social Research Inc., Chicago, 
‘has promoted Harriett 
Moore to associate director of re- 
search and Sidney J. Levy to di- 
rector of psychological research. 
Dr. Lee Rainwater will head a new 


Bruce 


department as dire: 
studies. 


Parent's Institute } - 
Parent’s Institute 
midwestern office to © 

Ave., Chicago. 


| CHARLES K. RIEGER 


H VICE PRESIDENT & GENERAL MANAGER, 


375,917 
gees. 


337,851 


a1 


 ‘eecia! Farmers’ Business Is Selling Food, but 


ves 
moved its 
'. Michigan 


METROPOLITAN LOUISVILLE POPULATION AND COURIER-JOURNAL — 
AND TIMES CIRCULATION BOTH INCREASED 11°, IN FIVE YEARS — 


Over 25,000 new homes have been built in Louisville 
in the past five years to accommodate an average annual 
population growth of 16,000 for the five-year period. In 
1954, at the close of the year, there were 226,000 persons 
employed in Metropolitan Louisville. And year-end state- 
ments of banks and savings associations show that a 
9.4% increase in savings had been reached during 1954. 


make their money by selling to food 
stores, evidently find it convenient 
to buy food at these stores, too. 
This is revealed in a breakdown 
of food buying habits of subscribers 
to Capper’s Farmer, revealed in the 
largest survey ever conducted by 
the research department of Capper 


‘Publications. 


Among the families polled, vir- 
tually everyone (96%) buys ready- 
to-eat cereals, while about nine out 
of 10 serve hot cereals. 

Fruits and vegetables also are 
bought in quantity at food stores 
by farmers. Nine out of 10 buy 
canned pineapple; nine out of 10 
buy fresh oranges; eight out of nine 
buy raisins; seven out of eight buy 
canned baked beans and four out 
of five buy canned fruit cocktail; 
three out of four buy canned peas; 
five out of six buy fresh lemons; 
two out of three buy canned corn; 
two out of three buy fresh grape- 
fruit, five out of eight buy dried 
prunes. 


® Soup, too, is a popular commod- 
ity among farm families, and better 
than four out of five of the respond- 
ents reported they buy canned 
soups. Chicken noodle is_ the 
most popular soup, with nearly a 
fourth buying this kind. Next in 
line is vegetable and vegetable- 
beef, with about one out of five 
choosing this variety. 

The farmer also trots to the store 
for some of his dairy products. 
Eight out of nine subscribers re- 
ported they buy packaged ice 
cream, 87% buy cheese for slicing 
or melting, 56% buy butter, 52% 
buy cream cheese and 42% buy 


They Also Buy It, ‘Capper’s Farmer’ Finds 


Topeka, Aug. 16—Farmers, who) 


canned milk. 

Commercially prepared meats 
and meat products also are attract- 
ing more farm families. Of those 
responding, 64% buy sliced bacon, 
60% buy tuna fish, 45% buy canned 
luncheon meats, 42% buy whole 
or half hams and 38% buy canned 
sardines. 


® Farm housewives are also mak- 
ing use of time-saving paper and 
foil products. Some 95% buy wax 
paper, 86% buy paper napkins, 
80% buy facial or cleansing tissues, 
43% buy paper plates, 42% buy 
paper towels and 27% buy paper 
cups. 

Canning and freezing supplies 
are also in heavy demand: 97% 
buy jar caps or lids, 83% buy 
freezer containers, 77% buy fruit 
jars and 60% buy freezer paper. 

Grooming and good looks get at- 
tention, too. The study shows that 
92% buy shampoos, 81% buy safety 
razor blades and 54% buy shaving 
cream. 


® Over half the respondents re- 
ported that someone in the farm 
family buys cigarets. Three out of 
five buy them by the carton; two 
out of nine buy king-size cigarets. 

Eight out of the nine subscribers 
responding buy furniture polish; 
five out of seven buy household 
disinfectants. 

Copies of the report, “The Sub- 
scribers to Capper’s Farmer Report 
on Products Sold by Food Stores 
(CPR 1100),” are available to per- 
sons who write on company letter- 
head to Victor Hawkins, director 
of research, Capper Publications 
Inc., 912 Kansas Ave., Topeka- 


TV. BREAD 


Here’s what you'll get: 


FULLY ANIMATED FILMS—Animated 
top salesmen on TV. You get ful 
animation. 


SHOWS YOUR WRAPPER OVER AND 


| wrapper appears in the animated cartoon se- 
quences. It’s also shown full screen size repeat- 


edly. 


YOUR BRAND NAME REPEATED OFTEN 
name, slogan and the sales slant 


using are made part of each commercial. Entire 

sound track is made to your order. 
FAST-MOVING ACTION THAT PACKS A 

WALLOP!—This series was created by baking 


industry people to fill the need 


television commercials for bread. It’s tested and 


YOU'LL SELL MORE BREAD 
with these $60,0007* 


Animated Cartoon 


“@- * Original production cost. This has already been 
paid by one of the country’s largest bakers. This 
. is what it cost to produce these films from the 
-* start, but you can get them for a tiny fraction of 
the original cost. 


—Your brand 


COMMERCIALS 


cartoons are 
1, not partial, 


OveR—Your 


you are now 


SELLING 


for top-flight 


proved—is now doing an outstanding job of 
increasing bread sales for bakers in one-fifth of the country. 

EXCLUSIVE USE— No one else can use it in your market—ever! Extra prints 
guaranteed available up to three years. 

POINT-OF-SALE TIE-IN— Attractive cartoon youngsters (named for your bread 
in the film) offer many possibilities for merchandising. 

USE AS TV SPOTS AND IN PROGRAMS — Strong appeal to both children and 
adults makes these commercials appropriate for use at any time during 
the television day—as spots, in programs, or within participating shows. 

TAILORED TO YOUR BRAND—You get strong identification of your brand 
name throughout, in both sight and sound. These films look as though 
they were specially made for you—top —_* production puts your 
commercials up with those of America’s biggest television advertisers. 

LOW COST—Because original production costs have been paid, this series is 
practical for even LIMITED ADVERTISING BUDGETS. 


AVAMABLE QUICKLY—Prints will be de- 
livered ready for use within 35 days. TELEVISION DIVISION 


DON’T DELAY! wry) 
Aw 


This series is available to 
only one baker in a market. _.101 Alexander Bidg., Colorado Springs, Cole. 
MAIL THE COUPON NOW FOR FULL DETAILS—No Obligation. 


| ALEXANDER FILM CO., 101 Alexander Bidg., Colorado Springs, Colo. 
Send detailed description of Animated Cartoon TV Film Commercials for bread. 
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HOW DOES FORT WAYNE STACK UP? 


Among all Metropolitan County Areas in the U.S., Allen County (Fort Wayne, 
county seat) ranks 106th in population. But in total buying income it ranks 
85th and in total retail sales it ranks 87th in national standings. 
It's effective buying income per capita ($1,944) ranks 20th in the country. 
(Sales Management, 5-10-55). FORT WAYNE 
These are just a few facts you'll find about this rich 
13-county market in the new 1955 Golden Zone Mar- 
ket Book. 

Write for your copy now to P. H. Knapp, General Adv. Mgr. 


FORT WAYNE NEWSPAPERS, INC., Agent 


Che News-Sentinel © THE JoURNAL-GAZETTE 


Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—San Francisco 


Barlow Adds One, Names One 


Morris Machine Works, Bald- 
winsville, N. Y., manufacturer of 
centrifugal pumping machinery 
and hydraulic dredges, has ap- 
pointed the editorial services di- 
vision of Barlow Advertising 
Agency, Syracuse, to handle its 
product and institutional publicity. 
The editorial services division of 
the agency has appointed J. Robert 
Cudworth an account executive. 
Mr. Cudworth formerly was copy 
chief with the department of pub- 
lic relations and information of Co- 
operative G.L.F, Exchange, Ithaca. 


‘News’ Names Story, Brooks 
Story, Brooks & Finley has been 


appointed to represent the Chicago 
Daily News in the Atlanta terri- 
tory and to represent the news- 
paper for travel and resort ad- 
vertising from its new Miami of- 
fice (AA, Aug. 8) and in Latin 
American and Caribbean countries. 
Story, Brooks also represents the 
News on the West Coast. 


Holmes Joins Hamilton Corp. 

W. I. Holmes, formerly an ac- 
count executive with Galen E. 
Broyles Co., Denver agency, has 
been appointed advertising and 
sales promotion maanger of Ham- 
ilton Management Corp., Denver, 
distributor of a mutual investment 
plan. 


Look at Atlanta. 
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Towering Fulton National Bank brings a new 
look to Atlanta’s downtown skyline. The im- 
posing 26-story structure (3 below street level) 
required over two million red clay bricks, 


Fulton started with a capital stock of $300,- 
000. Now it is $2,500,000 with a surplus of 
$4,000,000, which together with undivided 
profits and unallocated reserves total over 
$10,000,000. Fulton symbolizes the phenomenal 
economic growth of the South. Best way to sell 
the great Atlanta and Georgia market is with 
the South’s largest newspapers. 


© We Sar ee 
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Che Atlanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 


Represented by Kelly-Smith Co. 


Circulation: 436,403 Daily * 492,738 Sunday (4.8.c. 3/31/55) 


Advertising Age, August 22, 1955 


Studebaker Goes 
After New Dealers 
in Big-City Markets 


SoutH Benp, Aug. 16—Stude- 
baker division of Studebaker- 
Packard Corp. is using business- 
section newspaper ads in five mar- 
kets to attract small business men 
into its dealership ranks. 

The campaign is part of a general 
Studebaker expansion move which 
aims at increasing the division’s 
2,470 dealerships by 20%—to near- 
ly 3,000. Studebaker officials say 
the drive is countrywide, but the 
five markets on which they are 
putting special emphasis are Bos- 
ton, Chicago, Memphis, Milwaukee 
and Philadelphia. 

Unlike a concurrent attract-new- 
dealers campaign in the automotive 
trade press—where Studebaker is 
trying to lure salesmen, sales man- 
agers and service department man- 
agers from the competition—the 
newspaper ads are beamed at en- 
terprisers in general. 


_|@ “If you are a well-regarded local 


business man...or if you are such a 
man’s banker, attorney or business 
counsellor. ..you will do well to get 
in touch with us immediately,” says 
one ad. 

Supporting the expansion move, 
Say company spokesmen, is a 
strong upturn in Studebaker for- 
tunes. Factory sales to date are 
55% above last year, they say. 

At the dealer end, measured by 
purchasers’ license registrations, 
the rise is slower: About 11% more 
Studebakers were registered in the 
first five months of this year than 
in the same period of 1954. 


Ad Appropriation 
Tied to All Marketing 
in New Book by Frey 


New YorK, Aug. 16—Starting 
with the advertising appropriation 
and ending with the total market- 
ing expenditures is putting the cart 
before the horse, according to Al- 
bert Wesley Frey, editor of the 
Journal of Marketing in 1954-55. 

Mr. Frey gives his ideas on how 
to fix the size of the advertising 
appropriation in a new book, “How 
Many Dollars for Advertising,” to 
be published Sept. 30 by Ronald 
Press Co. ($4.50). 

Using a marketing program ap- 
proach, he identifies the advertis- 
ing effort as a vital element in the 
marketing operation—but one that 
must be geared in size and func- 
tion to mesh with other marketing 
activities. 


® According to Mr. Frey, only the 
optimum “marketing mix’—the 
best combination of advertising, 
personal selling, sales promotion 
and publicity—will yield the top 
sales and top profits sought by 
management. 

Basing his study on an appraisal 
of actual methods and opinions of 
more than 100 leading advertisers 
and trade associations, Mr. Frey 
points out strengths and weakness- 
es of current practice. He then in- 
dicates how, with the marketing 
approach, the advertising and oth- 
er marketing executives work to- 
gether to pool their knowledge, 
how they can use this information 
to build a strong marketing pro- 
gram, and how, as a result, they 
can determine their respective ap- 
propriation needs realistically. 

The book is an outgrowth of the 
author’s research under a grant 
from the Alfred P. Sloan Founda- 
tion. 


Dunston Joins Serutan 

Irvin Dunston, formerly with 
Kenyon & Eckhardt, has joined 
Pharmaceuticals Inc. and Serutan 
Co., New York, as director of mar- 


keting research. 
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this is th ‘orce of fashion NO. 5 of a series 


the only 
fashion magazine 
for men 


Bt pm leads all magazines ; 
(of equal or greater circulation) 
in % of audience spending 
200 or more on vacation travel in 
st 12 months... (Source: 49th 
TARCH Consumer Magazine Report) 
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McCarty Acquires 
Abbott Kimball's 


Chicago Office 


Cuicaco, Aug. 16—McCarty Co. 
is expanding again, this time in 
Chicago. The sign on the door of 
Abbott Kimball Co. here will come 
down Sept. 1, and in its place will 
go one reading the McCarty Co. of 
Chicago. 

Of the six McCarty offices 
around the country—Los Angeles, 
New York, San Francisco, Seattle, 
Dallas and Chicago—three have 
been opened since May, 1954, and a 
fourth is now being expanded. 

T. T. McCarty, president, an- 
nounced this week that the com- 
pany has acquired Abbott Kim- 
ball’s personnel and accounts and 
will move into its office space. 

George Enzinger, v.p. and man- 
ager of Abbott Kimball here, said 
that he had discussed the proposi- 
tion with Mr. Kimball, who is re- 
ported to have told Mr. Enzinger to 
“go ahead and do what you think is 
best for you.” 

Mr. Enzinger will take to Mc- 
Carty four accounts that he has 
handled here. 


® They are Doublewear Shoe Co., 
Minneapolis; Lakeside Packing Co., 
Manitowoc, Wis.; J. F. Lasser Co., 
Chicago, and Stella Cheese Co., 
Chicago. 

McCarty will probably create a 
new post, director of merchandis- 
ing, for Mr. Enzinger, Curtis Win- 
ters, associate manager of McCarty 
told AA. As part of its expansion 
program, the Chicago office is 
planning to build up its merchan- 
dising department, he said. 

Mr. Winters also reported that 
the Chicago office is “going strong,” 
having added ten accounts in the 
past ten months. The agency na- 
tionally handles about 200 accounts. 

In May, 1954, offices in New 
York and Dallas were established 
through mergers with two existing 
companies (AA, May 17, ’54), and 
in October, 1954, a Seattle office 
was opened after Pearson, Morgan 
& Pascoe was reorganized as the 
McCarty Co. of Washington (AA, 
Oct. 18, °54). 


Dietrich Joins Kemble Co. 

Ray Dietrich, at one time a pro- 
ducer for NBC, has been appointed 
to direct the radio-tv department of 
Kemble Co., Santa Barbara agency. 
Mr. Dietrich most recently was 
with KEY-TV, Santa Barbara and 
before that was associated with 
NBC and KRCA, Hollywood. 


An advertising budget of $89,- 
306 for promoting civil defense in 
San Francisco has been requested 
by the Disaster Council & Corps. 
The board of supervisors was asked 
to appropriate that amount by re- 
tired Admiral Albert G. Cook, 
Council director, who declared the 
need for an adequate advertising 
program became apparent last 
spring, when an abortive yellow 
alert led only to confusion. 

The advertising campaign which 
Cook plans to carry out if the ap- 
propriation is granted was devel- 


|S. F. Disaster Council & Corps} oped by a civil defense committee 
Asks for Ad Budget of $89,306|0f the San Francisco Advertising 


Club. The campaign would consist 
of one year’s advertising and would 
begin with a week of “teaser” pub- 
licity to interest the public. 


Morgan to Boland Associates 

John F. Morgan has been ap- 
pointed to the copy department of 
Boland Associates, San Francisco. 
Mr. Morgan previously was super- 
visor of a special publications 
group at Goodyear Aircraft, Akron, 
O. He also has taught technical and 
creative writing at New York Uni- 
versity. 
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ROTATING AD—One of three interchangeable displays which Canada 

Dry is currently showing in the Los Angeles area, this 45’ panel and 

21’ cutout are rotated every month. Six displays are being used in 
18 locations. J. M. Mathes Inc. is the agency. 


ABP members hammer away 
at the job of building better 
businesspapers .. . at the 4-day 
Spring Conference. 


Pix from left to right: 


Donald C. MeGraw 
President, McGraw-Hill 
Publishing Co. 


James Kobak 
Partner, 
J. K. Lasser & Co. 


Philip H. Hubbard 
President, Reinhold 
Publishing Co. - 


Ivan A. Given 
Editor, Coal Age and 
President NCBPE 


Thomas B. Haire 
President, Haire 
Publishing Co. 


S. H. Rourke 
Executive Vice President, 
The Oil and Gas Journal 


Robert F. Marshall 
General Manager, __ 
Architectural Record 


K. Kemper, III 
Vice President, The 
Billboard Publishing Co. 


- Donald McAllister 
Vice President and 
Generai Manager, Geyer- 
McAllister Publications 


Business Outlook 


Today’s Economy 


Costs Editorial 


...a high standard of 


How to make what’s good even better . . . that was the purpose of 
the hard-hitting shop-talk at ABP’s Spring Conference. 


The fact is, businesspapers have to be plenty good to earn the 
$405 million advertisers invested in them last year... more than 
in all the weeklies, or in all the women’s general and farm mag- 
azines put together. They’ve got to ring up sales—in volume! 


Sales are exactly what businesspapers are muscled for. (All 
good selling is specialized . . . and nothing specializes like the 
business press.) They pick out specific prospects for specific 
products .. . prime them with nuts-and-bolts information . . . 
send them to the advertising pages to find whose “nuts and 


... building better businesspapers 


SUNNY MIX—Nebraska Consolidated 

Mills Co., Omaha, is introducing 

this new Duncan Hines Sunshine 

sponge cake mix with full-color 

page and half-page newspaper ads 
and 30-sheet posters. 
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Kotex Will Slate 
$500,000 for Nylon 
Premium Promotion 


CuiIcaGco, Aug. 17—International 
Cellucotton Products Co. will put 
more than $500,000 this fall on the 
company’s first premium promo- 
tion for Kotex. 

Nylon stockings, listed as a reg- 
ular $1.95 value, will be sold to 
consumers for $1 a pair with the 
opening tab from any Kotex sani- 
tary napkin package or the Kotex 
name from any sanitary belt pack- 


age. The company offered self-liq- 
uidating premiums for the first 
time this year when it offered fin- 
ger-tip towels with Delsey toilet 
tissues. 

To promote the nylon stockings 
offer the company will run spreads 
and page color and b&w ads this 
month in American Druggist, Chain 
Store Age, Drug Topics, Food Top- 
ics, Grocery & Drug, Progressive 
Grocer, Super Market Merchan- 
dising, Supermarket News, and 
Wholesale Grocery News. 


® The consumer ad program calls 
for two page color ads in The 


American Weekly, Vew 
Times Magazine, Pa 


York 
‘° and three 


independent Sunda) -.»plements, 
plus one insertion in ily Week- 
ly and This Week M «-ine. These 


ads will appear in S°))‘ember and 
October. 

Two insertions of ».<e color ads 
also will run in October and 
November in Better |iving, Every- 
woman’s Magazine, ' ily Circle, 
Good Housekeeping, | «dies’ Home 
Journal, McCall’s, W.< tern Family, 
Woman’s Day and W man’s Home 
Companion. In November, a page 
color ad will run in (harm, Glam- 
our and Mademoisell.. 


Foote, Cone & Belding is the! 
agency. | 


WNBEF Boosts Hubbell | 
Andrew G. Hubbell has been | 
named general sales manager of 
WNBF and WNFB-TV, Bingham- 
ton, N. Y. Formerly tv sales man- 
ager, he replaces Stanley N. Hes- 
lop, whe retired early this year. 


Applestein Adds One 

Applestein, Levinstein & Golnick, 
Baltimore, has been named to han- 
dle advertising for Pompeian Milk 
Massage Cream by Pompeian Corp., 
Baltimore. 


Circulation 


Production 


Merchandising 


dissatisfaction! 


bolts” to do it with! This is a job no other media can do so well 


—or at anything like so small a cost. 


The businesspapers that actually earn their revenue twice- 
over are ABP members... with paid, ABC-audited circulations. 
They have to be worth readers’ dollars before they can be worth 
ad dollars. One way they do this double-barreled job is by set- 
ting a high standard of dissatisfaction. It continually spurs 
them to build better papers for their readers. And when readers 


get more . . . so do advertisers. 


THE ASSOCIATED BUSINESS PUBLICATIONS 
205 East 42nd Street, New York 17, N. Y. 


Founded 1906 « 


Management 


35 


CHARLES S. THORN, formerly manager 
of drug and toiletries sales for Red- 
book has been named advertising 
director of the magazine. He suc- 
ceeds the late William E. Terry. 
Mr. Thorn’s successor is Brad York, 
who joined McCall Corp. in 1953. 


Numbers Contests 
Have New Yorkers 
Dollar-Bill Happy 


New York, Aug. 17—Nobody 
should be surprised if New Yorkers 
start asking for their pay in dollar 
bills. 

They might be using the bills to 
try to cash in on the Daily Mirror’s 
Lucky Buck contest, which pays off 
to the tune of $25 to $1,000 for the 
right serial numbers. 

Or they might be using them to 
play WPIX’s new game, “Ringa- 
buk.” The tv station’s giveaway 
showers a jackpot of prizes, includ- 
ing mink stoles, television sets and 
$1,000 bonds, on home viewers 
who turn up dollar bills with the 
right serial numbers. 


® If his number shows up, a view- 
er calls the station. The numbers 
posted on the board are selected at 
random by studio contestants, who 
take part in a numerical quiz. In 
addition to the straight serial num- 
ber winners, there are free “Ring- 
abuk” games for lesser prizes; these 
are played somewhat like free 
bingo. 

Walt Framer produces this 45- 
minute telecast, which is emceed 
by Del Sharbutt. The show is being 
offered to advertisers on a full pro- 
gram or participation sponsorship 
basis. 


SEND FOR THESE BOOKLETS: 


Leading businesspaper advertisers of 1954... 


ABP’s fourth annual report, covering expenditures of 


PERSONAL 


If the advertising 
party who is interested 
in bigger sales in the 
3\%4 billion dollar Vari- 
ety Store Market will 
contact us he can reach 
the largest buying and 
ordering audience in 


1,400 leading businesspaper advertisers, gives you a 
yardstick to measure your own ad-efforts. $3.00 per copy. 


New opportunities for multiplying progress... 
an address by Ralph J. Cordiner, President, General 
Electric Company, at ABP’s Annual Eastern Con- 
ference. A challenging look ahead, with suggestions for 


areas of action by men-in-business. 


_.. better businesspaper advertising 


Man-in-the-middle... eight folders on eight copy 
themes . . . spelling out advertising jobs you can do to 
sell to-and-through dealers in the merchandising press. 


the field . . . 9,000 more 
Variety Store readers 
in the “Workbook” of 
the variety stores... 
VARIETY STORE 
MERCHANDISER. 


192 LEXINGTON AVE., N. Y. 16, N.Y. @ MU 3-5362 
185 NO. WABASH AVE., CHICAGO 1, ILL. @ ST 32-1883 
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A 1/6th page 
like this 
gives you: 


* low-cost campaign continuity 


* quick package identification in 
color 


* surrounding editorial material 
to hold your audience 


* proved exceptionally high 
readership 


* circulation of 10,709,848 in 
America’s major markets 


* alternating middle and bottom 
position assure your product 
maximum exposure 


Get the facts now 
on the greatest 
new buy in 
print media! 
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THE COMIC WEEKLY 
The Only NATIONAL Comic Weekly 


63 Vesey St., N. Y.; Hearst Bldg., Chicago; 
Hearst Bldg., San Francisco 


ALBANY —Times-Union + BALTIMORE—American « BOSTON — 
Advertiser + CHICAGO —American—Daily News* + DALLAS — 
Times Herald +» DETROIT—Times » HOUSTON—Post + LOS 
ANGELES—Examiner +» MILWAUKEE—Sentinel - NEWARK— 
Star Ledger* » NEW YORK --Journal-American—N. Y. (Sunday) 
Mirror « LONG ISLAND —Press* + PHILADELPHIA—Bulletia 
PITTSBURGH —Sun-Telegraph - PORTLAND—Oregonian + SAN 
ANTONIO—Light « SAN FRANCISCO—Examiner - SEATTLE— 
Post-intelligencer + ST. LOUIS —Globe-Democrat - SYRACUSE — 
Herald-American » WASHINGTON — Post. Times-Herald 
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Calvert's Fall and Christmas Plans Include 
Distiller’s First Use of Gift Decanters 


New York, Aug. 15—Calvert 
Distillers Co. today unveiled its 
plans for fall and Christmas sales. 

For the first time in the com- 
pany’s history it will market its 
brands in gift decanters for the 
holidays. 

New advertising programs have 
been readied for Lord Calvert, Cal- 
vert Reserve and Carstairs whis- 
kies, to start next month and to 
run for the remainder of the year: 


® For Lord Calvert, a new cam- 
paign titled “New Friends of Lord 
Calvert,” patterned after the “‘Men 
of Distinction” campaign of the 


past few years, will break next|. 


month in Esquire, Life, Newsweek, 
The New Yorker, Time and True. 
Newspapers in selected markets 
will also be used to spotlight noted 
local celebrities. Geyer Advertis- 
ing is the agency. 


® For Calvert Reserve, an exten- 
sion of the “Smoother Going 
Down” campaign will be used in 
Collier’s, Life and Look, plus car 
cards in 60 markets and outdoor 
posters in 110 markets. In addition, 
500 newspapers will be used. All 
Calvert Reserve ads will also fea- 
ture the company’s Lo-Ball glasses. 
Lennen & Newell is the agency. 


® The Carstairs program will fea- 
ture a new colonia) theme, sym- 
bolized by a federal-style mirror, 
which will appear in advertising, 
sales promotion and packaging. 
About 500 newspapers as well as 
car cards and outdoor posters in 
major markets will be used, plus 
extensive point of sale material. 
Lennen & Newell is the agency. 


® The new Calvert Reserve decan- 
ter, shown for the first time today, 
and designed by Russel Wright, in- 
dustrial designer, was decribed as 
“the purest natural shape of all, a 
rain drop.” The Lord Calvert gift 
decanter, designed by George Nel- 
son, is in the shape of a tapered 
fluted column. Each decanter has 
a screw top and has been designed 
for dripless, spill-free pouring. 

Tubie Resnik, exec. v.p. of Cal- 
vert, told the meeting of 200 dis- 
tributors that “consistently adver- 
tised name brands of whisky which 
have not depended on discounting 
practices show signs of coming 
back strong this fall and should re- 
gain their full precedence in 1956. 

“The strength of sound market- 
ing designed to build a name 
brand,” Mr. Resnik said, “is begin- 
ning to assert itself in competition 
with wheeling and dealing of 
brands without relation to value 
and used by producers to unload 
distress whisky inventories. 

“Most of the heavily discounted 
labels were straight whiskies,” he 
said, “and the gains they made over 
the past year or so were made by 
loading the wholesaler and retail- 
er. These brands did not have the 
support of consistent advertising 
and promotion.” 


= W. W. Wachtel, Calvert presi- 
dent, predicted that distilled spirits 
consumption in 1955 will reach its 
second highest peak since repeal. 
Gallonage for °55, he said, may 
total 200,000,000 gals., and 40% of 
that business will be done from 
September to December. 
“However,” Mr. Wachtel said, 
“had distilled spirits sales kept 
pace with population growth and 
with expanded real disposable in- 
come, consumption in 1954 would 
have been 234,000,000 gals. or 
about 25% higher than the gallon- 
age actually registered in 1947. 
“In the years since 1947,” Mr. 
Wachtel pointed out, “population 
has increased by 20,000,000 and 
real disposable income, namely in- 
come after taxes adjusted to elim- 
inate inflatien, 
25%, from $177 billion in 1947 to 


$220 billion in 1954.” 

Mr. Wachtel attributed the sales 
decline in distilled spirits primarily 
to an excessive excise tax rate. He 
predicted there is a good chance 
that spirits excise taxes may be re- 
vised downward in 1956 from the 
present $10.50 a gallon to $9. 


® Mr. Wachtel pointed out that 
while domestic whisky sales have 
declined, Scotch, Canadian and 
vodka sales have increased. 

Latest consumption figures, Mr. 
Wachtel said, show that in the first 
five months of ’55, compared with 
54, consumption increased about 


3% from 70,819,946 gals. to 72,-| 
685,963 gals. Dollar sales, he said, 
were up 13% this June compared 
with June °54, 

Wholesale liquor inventories are 
being reduced, he noted, and are 
down 3% this May, the last month 
reported, as compared with the 
Same month in ’54. Also, stock- 
sales ratios in June were down to 
124% from 156% in June, ’54. 


Bib to Bishopric, Green 

Bib Corp., Lakeland, Fla., pro- 
ducer of fruit juices for babies, has | 
appointed Bishopric, Green & As- | 
Sociates, Miami, to handle its ad-| 
vertising, succeeding Leonard Wolf 
& Associates, New York. The fall 
campaign will include magazines 
and newspapers. 
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Zp, LEADING IN SALES 
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SALES LEADER—During September, 900 24-sheet posters like this will 

be used in New York State by Genesee Brewing €o., Rochester, with 

the theme: “Leading in Sales Year After Year.” The same theme will 

be featured in newspapers, television, radio and point of sale. Rogers 
& Porter, Rochester, is the agency. 
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Hillman joins Roy Durstine 


Phil Hillman, formerly advertis- 
ing manager of Sommer & Kauf- 
mann Shoe Stores, has joined the 
San Francisco staff of Roy S. Dur- 
stine Inc. as an account executive. 
He is succeeded as ad manager of 
the Bay area shoe retailer by 
Marian Wood, previously advertis- 
ing manager of Robert S. Atkins, 
San Francisco men’s clothing com- 
pany. 


Prendergast & Minahan Named 

Prendergast & Minahan, Chicago, 
midwestern representative of In- 
stallment Retailing, official pub- 
lication of National Assn. of House- 
to-House Installment Companies. 
New York, also has been appointed 


| 


eastern representative. William -M. 


Gracey Jr. has peen named to man- 
age the eastern territory and will 
make his headquarters in New 
York. 


Mosley Coordinates N. Y. Drive 
to Fight Juvenile Delinquency 
George E. Mosley, v.p. of adver- 
tising and sales promotion of Sea- 
gram-Distillers Co., has been ap- 
pointed coordinator of a joint cam- 
paign of the New York advertising 
industry and the New York City 
Youth Board to fight juvenile de- 
linquency. Aim of the campaign is 
to use techniques of advertising to 
impress upon the city’s millions 
the responsibility of all parents and 
citizens for the behavior of youth 
in the city. Warwick & Legler has 


been named task-fo | 


handle the campaig: 


Kogan Heads Hic: 


Irving Smith Ko: 
named director of 
relations departme: 
J. M. Hickerson Inc. ° 
in New York and D: 
Kogan was former! 
tions director of 
Georges Inc. and Mc: 


rson PR 


has been 
1ew public 
formed by 
serve clients 
Moines. Mr. 
iblic rela- 
aubert St. 
rty Co. 


Petry Names Carte:, Behnke 


John J. Carter, for 
velopment and prom 


ler sales de- 
tion head of 


Adam J. Young Inc., has joined the 


promotion departmen 


t of the tele- 


vision division of Edward Petry & 
Co., New York station representa- 


agency to| 


tive. Coincidentally Verne W. 
Behnke, previously with Motion 
Pictures for Television, has been 
appointed to the company’s tv sales 
staff. 


KEX Boosts Christensen 

A. H. (Chris) Christensen, for- 
merly continuity director, has been 
named advertising and sales pro- 
motion manager for KEX, Port- 
land, Ore. He has been with the 
Westinghouse radio station since 
1952. 


Rutledge & Lilienfeld Adds 1 

National Engineering & Mfg. Co., 
Sedalia, Mo., has appointed Rut- 
ledge & Lilienfeld, St. Louis, to 
handle its advertising. 


start a market marching 


Every business, industry, and trade has its leaders. Their actions, acceptance, 
and buying habits influence the others. 


This is dynamic influence—the power of the leaders to move many 


. . . the way to start a market marching. 


Chilton gets read by the leaders 


THE IRON AGE 
HARDWARE WORLD 


AUTOMOTIVE INDUSTRIES — 


MOTOR AGE 


read—tread by 


They know what their readers read. 


.. . keeps them in a receptive mood to listen, to learn, to buy. 


know who their readers are. They know what their readers need. 


Advertisers gain through authoritative Chilton editing. It provides 


sustained reader interest . . . holds the attention of the market leaders 


Proved Chilton readership comes from continuing editorial excellence. 
Ninety-two full-time editors travel almost a million miles a year in personal 
search for facts, figures, and news vital to Chilton readers. Chilton editors 


When you tell your story in a Chilton publication, you know it will be 


the men of dynamic influence 


CHILTON 


((NCORPORATE®D ) 


HARDWARE AGE 
DEPARTMENT STORE ECONOMIST 


BOOT AND SHOE 
THE SPECTATOR 


PHILADELPHIA 


NB P. 


RECORDER 


39, PAs 


CHESTNUT AND 56TH STREETS 


THE OPTICAL JOURNAL 

THE JEWELERS’ CIRCULAR-KEYSTONE 
COMMERCIAL CAR JOURNAL 
DISTRIBUTION AGE 
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D’'Aloise Heads New 
D-F-S Creative Board 


New York, Aug. 16—Dancer- 
Fitzgerald-Sample today formed a 
creative review board, headed by 
Lawrence D’Aloise, an agency v.p. 


Lawrence D’‘Aloise 


Mr. D’Aloise was named creative 
director of D-F-S, a new title. 

Other new positions include di- 
rector of art, William A. Irwin, 
and coordinator of creative activ- 
ity, Warren Krey. 

Members of the creative review 
board, which will have responsibil- 


ity for all agency creative work, are 


Marjorie Greenbaum, Walter Mead, 
Frank Riggio and Mr. Irwin, all 
V.p.s. 

Representing the agency’s Chica- 
go office is Frances Kennedy, v.p. 
in charge of creative work there. 
Dexter Glunz, v.p. in charge of 
creative work in San Francisco, 
represents that office. 

Norman Mathews, manager of 
the radio and tv commercial pro- 
duction department, will be a 
member of the board for radio and 
tv problems. 


‘Time Buyers Register’ Out 

Executives Radio-TV Service, 
Larchmont, N. Y., has published its 
eighth edition of the semi-annual 
“Time Buyers Register,” listing 
more than 2,000 time buyers and 
6,000 accounts on which they work. 
James M. Boerst publishes this 
register as well as a monthly spot 
radio report. 


Alber Gets Fields Promotion 


David O. Alber Associates, New 
York, has been named to handle a 
promotion and public relations 
campaign for Edward Fields Inc., 
New York rug and carpet manu- 
facturer. 


Flanigan Joins WOV 

Bob Flanigan, formerly with 
NBC Radio Spot Sales, in Chicago, 
has joined the sales staff of WOV, 
New York. 


SPARK EVERY PROMOTION 


with Genuine 


SLOSS 


- Ideal for all pur 


iy of 5 to 50,000, sizes from 
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“The PHOTOMATIC Co. 


$3.59 E. Illinois St. * 11, 
' Phone WHitehell 4.2900 
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parade parade parade parade parade parade parade parade parade parade parade parade parade parade parade parade parade para 


parade parade 


How to 

reach more 
families in 
KNOXVILLE 


Sc acnsas- cars occssee.--- Meee me 
Se Pe | 
COLLIER’S..............6.9% 
i __ RaRnnnnnEE, <7 
PARADE...............82.9% 


This is the picture of Parade coverage* with the 


Knoxville News-Sentinel 


(Represented Nationally by Scripps-Howard Newspapers) 


It is much the same in all Parade cities of origin. 


parade 


The Sunday Picture Magazine with a minimum of 
20 percent coverage in more than 2400 Markets 


*Home County — Knox 


yarade parade parade parade parade 
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July Sales of Chain Stores 

—————_July——-—- —— &% Gain 7 months————. % Gain 
1955 1954 or Loss 1955 1954 or Loss 

Food Chains 
>Grand Union ...... $ 21,090,065 $ 16,448,146 +28.2 $ 111,843,036 $ 91,196,275 +22.6 
PE akin ibis 22,409,708 20,440,045 + 9.6 161,455,750 144,700,147 +11.6 
. . Serre 94,456,387 83,476,483 +13.2 605,575,066 587,927,809 +10.3 
a a 130,141,366 128,477,568 + 1.3 932,579,321 870,795,190 + 7.1 

Group Total ..... $ 268,097,526 $248,842,242 + 7.7 $1,811,453,173 $1,694,619,421 + 6.9 
Mail Order 
“Sears, Roebuck ..... 273,179,282 243,822,225 +-12.0 1,572,859,928 1,408,618,530 +11.7 
a ere 5,662,645 7,273,582 —22.1 60,538,807 61,968,084 — 2.3 
“Montgomery Ward .. 74,182,307 69,899,417 + 6.1 460,814,429 433,903,965 + 6.2 

Group Total ..... $ 353,024,234 $320,995,224 +10.0 $2,094,213,164 $1,904,490,579 +10.0 
Drug Chains 
et. te ale 4,769,694 4,539,455 + 5.1 32,042.731 30,511,092 + 5.0 
ET isn s cead ewe 16,903,679 15,808,068 + 6.9 107,400,098 104,072,591 + 3.2 

Group Total ....$ 21,673,373 $ 20,347,523 + 6.5 $ 139,442,829 $ 134,583,683 + 3.6 

| Variety and Miscellaneous 

| €Beck, A. S. Shoe .. 3,914,323 3,577,329 + 9.4 26,979,458 25,315,940 + 6.6 
©Bond Stores ....... 4,646,971 4,438,843 + 4.7 85,048,352 83,165,864 + 2.3 
, « sear 10,377,545 9,745,047 + 6.5 60,147,071 54,356,988 +10.6 
| °Diana Stores Corp. .. 2,495,446 2,259,852 +10.4 30,145,994 29,410,479 + 2.5 
Edison Bros. ...... 6,072,575 5,619,506 + 8.1 48,229,114 43,859,952 +10.0 
Fishman, M. H. ..... 1,338,369 1,170,151 +14.4 7,147,782 6,398,138 +11.7 
5 SS re 24,065,776 22,619,396 + 6.4 164,042,631 148,045,121 +10.8 
¢Grayson-Robinson 

Kea «bees 00:0 5,768,568 5,892,324 — 2.1 94,180,966 90,357,342 + 4.2 
Sa 8,236,119 8,263,664 — 0.3 49,102,184 48,164,626 + 1.9 
*Interstate Dept. 

ee - Sus duyavae 4,672,337 4,183,845 +11.7 29,278,968 28,195,335 + 3.8 
Kinney, G. R. Co. .. 3,391,000 3,098,000 + 9.5 24,548,000 22,558,000 + 8.8 
Ss ayer 25,440,703 24,519,953 + 3.7 172,338,516 167,104,311 + 3.1 
Oe ar 11,895,338 12,215,151 — 2.6 84,173,948 84,514,125 — 0.4 
Lane Bryant Inc. ... 3,890,314 3,550,427 + 9.6 36,103,326 33,808,802 + 6.8 
Dh wat» «kan os 11,669,670 11,165,680 + 4.5 74,130,439 69,408,723 + 6.8 
0 eee 8,027,080 7,749,346 + 3.6 54,041,440 52,455,046 + 3.0 
McLellan Stores ..... 4,705,638 4,772,620 — 1.4 25,720,453 26,163,573 — 1.7 
Melville Shoe Sales .. 7,475,122 7,558,110 — 1.1 56,858,175 54,169,334 + 5.0 
*Mercantile Stores, 

Ee 9,447,000 8,467,000 +11.6 59,973,000 56,155,000 + 6.8 
©Miller-Wohl Co. .... 2,853,869 2,592,208 +10.1 36,279,291 35,041,782 + 3.5 
Murphy, G. C. ...... 14,641,078 13,583,736 + 7.8 96,435,672 90,701,533 + 6.3 
National Shirt Shops . 1,388,965 1,310,746 + 6.0 10,090,200 9,082,313 411.1 
Neisner Bros. ...... 5,014,412 4,975,258 + 0.8 .~33,782,370 32,026,600 + 5.5 
Newberry, J. J. ..... 14,225,891 14,221,386 —— 90,489,609 87,368,301 + 3.6 
.. £ & ere 88,033,547 79,565,748 +10.6 580,788,946 533,802,892 + 8.8 
Shoe Corp. of America 6,322,618 5,679,625 +11.3 37,304,236 33,457,632 +11.5 

| *Sterchi Bros. Stores . 1,482,130 1,325,016 +118 7,193,377 6,979,178 + 3.1 
| Western Auto ....... 19,946,000 16,634,000 +19.9 105,861,000 92,089,000 +15.0 
| White’s Auto Stores . 2,504,448 2,155,035 +16.2 16,496,000 11,965,229 +37.9 
| Woolworth, F. W. ... 55,627,485 54,509,477 + 2.0 383,078,866 368,430,158 + 5. 

Group Total ...... $ 369,570,337 $347,417,479 + 6.4 $2,579,989,385 $2,424,551,317 + 6.4 


Combined Total ...$1,012,365,470 $937,602,468 + 8.0 $6,625,098,551 $6,158,245,000 + 7.6 


“Six month period. Four weeks and 22 weeks. ¢Twelve month period. “Five weeks and 31 weeks. 


Two Denver Agencies Merge 


Bill Bonsib Advertising Agency, 
Denver, has merged with Galen E. 
| Broyles Co., Denver, and will op- 
‘erate from Broyles’ present quar- 
‘ters as Galen E. Broyles Co. The 
merged agency now has a com- 
‘bined staff of 23 persons operating 
from its Denver office and Col- 
‘orado Springs branch. Accounts of 
ithe Bonsib agency will continue 
to be handled under the direction 
of Jay Tallant, account executive, 
with Mr. Bonsib as consultant. The 
agency will move soon to a new 
building being built by Broyles Co. 
in Denver’s Cherry Creek shop- 
ping center. 


Carter Names Aykroyd A. E. 
Garry J. Carter of Canada Ltd., 
Toronto, has appointed George S. 
Aykroyd an account executive. Mr. 
Aykroyd has been with Cockfield, 
Brown & Co. for the past six years. 


‘Department Store Guide’ 
Publishes 1955 Directory 

Department Store Guide, New 
York, has published an 808-page 
“1955 Directory of Department 
Stores,” listing all the department 
stores, independent and chain, in 
the country. 

The directory, which lists names, 
addresses and phone numbers, plus 
names of merchandising managers 
and buyers, costs $40 and is avail- 
able from Department Store Guide, 
2 Park Ave., New York. 


‘Lamp Merchandiser’ to Bow 

Rosenthal & Smythe, New York, 
publisher of Lamp Journal and 
Antique Dealer, will publish a new 
monthly, Furniture Store Lamp 
Merchandiser, for 8,000 furniture 
store retailers. The first issue will 
be mailed in September. Contents 
will be confined to portable lamp 
and shade units. 


KOW County--- 


opeied apesed apesed apesed apeied apesed apesed apeied apesed apesec apejed 


Bigger than St. Louis! 


The 50 county market covered by Wis- 
consin’s most powerful radio station is 
bigger than St. Louis in retail sales, 
more than twice as big as Milwaukee. 
Like these metropolitan areas, wKOW 
COUNTRY is a group of shopping cen- 
ters. Unlike them, however, the land 
between one rich wWKOW COUNTRY 
shopping area and the next produces 
valuable farm products and an aver- 
age annual family income -of $6,921 
for the producers. Madison, the capital 
of wKOW COUNTRY, with over 
105,000 population, has an average 
spendable income per household of 
$8,067. You can sell it all at bargain 
Wy: rates on WKOW at one-fifth the price 

| you pay for St. Louis, one-half the 
price for Milwaukee. 


WKOW ki. 


MADISON, WIS. 
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“I depend on Advertising Age’ 


Says 


Glen Jocelyn, Vice-president 
Earle Ludgin & Company 


“ to be the first with the news about what’s happening in our business 
— for the story behind important developments in advertising and marketing 
— for the most helpful articles written about our business — often 


controversial, always stimulating. 


“Every issue contains something that is referred to, quoted or 


discussed in this shop.” 


GLEN JOCELYN 


An ex-newspaperman, Glen Jocelyn switched to copywrit- 
ing some years ago because he found it more creative (and 
more remunerative) than reporting. He spent 13 years a» 
vice-president and creative director of Sherman K. Ellis & 
Company, managing their Chicago office at one time. 
Later, he moved to Dancer-Fitzgerald-Sample as creative 
group head on Oxydol, Dreft and Falstaff Beer. Long 
classed as a “print” specialist, he showed his versatility by 
coming up with the musical gimmick, “O-o-o-h that 
Oxydol Sparkle”, while working on that account. 


From D-F-S, he moved west where he opened and man- 
aged the Los Angeles office of Erwin, Wasey & Company, 
doubling in brass as vice-president and creative director. 
From here he went to Ludgin, then to Foote, Cone & Beld- 
ing, then back to Ludgin again as vice-president and crea- 
tive director. 


Mr. Jocelyn is a past president of The Copy Club of Los 
Angeles, and is included in the book, “100 Top Copy- 
writers and Their Favorite Ads.” 


200 East Illinois St. 


Chicago 11 . 
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Quolity * Service 
710 Se. Federal $t. Chicago 5, ! 
Phone WAbash 2-1430 


New York, Aug. 17—“Shifting 
consumer tastes, health scares and 
changing distribution methods have 
created a revolution in our indus- 
try,” according to O. Parker Mc- 
Comas, president of Philip Morris 
Inc. 

In a mid-year report written for 
“The Call,” Philip Morris’ house 
organ, Mr. McComas comments on 
the company’s sales position, suc- 
cess of the new Marlboro filter 
cigaret and the continuing cigarets 
vs. cancer controversy. 

“As you can observe,” Mr. Mc- 
Comas writes, “the sales of the 
king-size and filter cigarets con- 


FOR RELIABLE REPRESENTATIO 
IN THE SURGING SOUTHEAST 


PO’ 


The Dell Comics 
Retains The Dawson Company 


Publishers’ Advertising Representatives 
905 Chamber of Commerce Bidg., Miami 32, Florida 


Philip Morris Head Cites Healthy Sales, 
Cigaret Industry ‘Revolution’ at Mid-Year 


tinue to grow at the expense of 
regular-size cigarets. It is our es- 
timate that king-size non-filtered 
cigarets are currently accounting 
for 27% of industry cigaret sales. 

“Filtered cigarets continue their 
rapid growth of the last two years 
and now account for about 20% 
of total national sales and as much 
as 30-35% in the large city areas,” 
he reported. 

Sales of the newly-packaged 
and filtered Marlboro cigarets have 
exceeded “optimistic predictions,” 
according to the review. “With 
Marlboro on sale in only 60% of 
the country, we are in third or 
fourth position among filters. This 
should be, of course, considered 
highly successful, but we cannot 
project these figures and presume 
we have the answer.” 


® Mr. McComas said the Philip 
Morris brand sales trend has shown 
improvement and he looks for ex- 
citing developments in the near 


future. 

“Primary, of course, is the top 
secret development of a new Philip 
Morris package (AA, Aug. 1). The 
old package has been successful 
and was appropriate for the time 
it was introduced. The new pack- 
age will appeal to modern taste. We 
believe it will help sales. Advertis- 
ing approaches will be new and, 
we think, appropriate. 


® “Other developments are in the 
making,” the report continues. 
“Most of them cannot be discussed 
until they have been subjected to 
a great deal of research, and that 
will require time; just as the new 
Philip Morris package in its stages 
of development was tested at every 
step and involved many designers 
and five extensive research proj- 
ects. The final decision was 
reached on June 17; so the project 
obviously could not be discussed 
before that date.” 

On the subject of cigarets and 
health, Mr. McComas asserted: “It 
is important to note that not one 
bit of damaging or conclusive clin- 
ical or basic research information 


Benjamin, Oscar and Ralph Lazrus, brothers who head the Benrus Watch Company, ask... 


‘“‘Have you seen the Benrus torpedo?’”’ 


“Within its perforated shell, three of our self-winding 
waterproof watches were towed from Gibraltar to New York, 
submerged in the turbulent wake of a fast trans-Atlantic 
liner. When the torpedo was opened — every watch was on 


time to the tick! 


“Then came the job of delivering 56,000 more of those 
same Benrus watches to jewelers all over the country, before 
the nationwide TV promotion date. 


CALL AIR 


&> Air Express 


“We called Air Express—and every watch arrived on time. 


“We depend on Air Express. They handled over 11,000 
shipments for us last year. Not one was lost, late or damaged. 


“Yet Air Express usually costs us less than would any 
other complete air service. 15 Ibs., for instance, from New 
York to Atlanta, Ga., is $5.63. That's the lowest rate in the 
field by $1.27. Add it up on several thousand shipments!” 


—y— 


GEaTS THERE FIRST via US. Scheduled Airlines 


EXPRESS ... division of RAILWAYVLEXPRESS AGENCY 


EZRA MILLSTEIN has been named v.p. 
in charge of advertising and sales 
promotion of Caryl Richards Inc., 
manufacturer of beauty and hair 


preparations. Mr. Millstein, for- 
merly exec. v.p. and creative direc- 
tor of Getschal Co., will headquar- 
ter in the company’s new Miami 
Beach executive sales office. 


has been produced since the health 
question was raised. The latest of 
the headline scare reports was a 
statistical correlation based on less 
than 200 persons and projected to 
cover a population of 160,000,000. 

“Our company’s position,” he 
said, “remains as outlined in the 
annual report: “There is no con- 
clusive laboratory proof of any 
kind anywhere, linking the use of 
cigarets with pulmonary diseases. 
There are certain purely statistical 
associations which are not only the 
subject of much doubt in scien- 
tific circles, but also could apply 
with equal, or perhaps even more, 
validity to other environmental, 
factors in our presentday society.’ ” 


NBC Radio Outlet 
Tries New Sales 


Weapon—tTelevision 


Cuicaco, Aug. 17—Undeterred 
by any possible iron curtain be- 
tween the radio and television me- 
dia, NBC’s radio outlet here, 
WMAQ, staged a two-city closed- 
circuit tv show today in an effort 
to sell the ad world on some new 
programming. 

Around 200 agency and client 
representatives in Chicago and New 
York watched the effort, and to 
some of the more tv-oriented it was 
as if they were seeing a new medi- 
um. Wistfully, they noted the 
homely casualness, the absence of 
make-up, and the thinness of em- 
ployed population in the behind- 
the-mike scenes. 


® This applied whether the new 
program being showcased was a 
gory instantaneous-news venture 
like “Night Desk”—which required 
an “editor” and a couple of roving 
reporters—or a theater star’s rem- 
iniscences, “I Remember When,” 
which called for Etta Bolton and a 
five-piece band. Also shown were 
a news commentary and a mood- 
music disc-jockey—and some 
scenes from established local shows. 
In addition, the half-hour film 
showed listeners—in bedrooms, 
kitchens, cars—to remind viewers 
that “tv has moved into the parlor 
all right, but radio has completely 
taken over the rest of the house.” 
NBC Spot Sales put on the dem- 
onstration, with the help of the 
station’s kid tv sister, WNBQ. NBC 
says it may do the same thing for 
WRCA, New York, this fall. 


McNeal, Smalley Promoted 


William H. McNeal has been 
named market research and sales 
promotion manager, and Raymond 
H. Smalley has been appointed to 
the new position of business man- 
ager of Coal Age, Engineering & 
Mining Journal, and E&MJ Metal 
& Mineral Markets, McGraw-Hill 
publications in the mining field. 
Mr. McNeal has been with Coal 
Age since 1941 and managing edi- 
tor since 1951. Mr. Smalley has 
been with the company since 1951. 
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ADVERTISEMENT 


‘PB’ Campaign Starts National 
Drive For Remodeling Business 


To people who really know the 
building industry the fact that re- 
modeling, alteration and repair 
represents 39.2% of total light con- 
struction volume is not news. They 
know that not only has this been 
the picture for some several years 
but they also remember in the not 
too distant past that the remodel- 
ing and repair segment of light 
construction exceeded new resi- 
dential in dollar volume for sev- 
eral consecutive years. 

And, while both Practical Builder 
and its companion publication, 
Building Supply News, have con- 
stantly focused a spotlight on this 
lucrative source of building prod- 
ucts sales, it was not until the big 
postwar residential building boom 
began to taper slightly after 1950 
that this, as well as “do-it-your- 
self,’’ started being generally 
talked about as important markets. 


A Multi-Billion Dollar Market 


Practical Builder has been em- 
phasizing this market as a profit 
opportunity to its readers and has 
also been appraising building in- 
dustry manufacturers of their sales 
opportunity in this field for many 
years. Remodeling and Repair to- 
taled $13.5 billion in volume in 1954 
according to the joint estimates of 
the Department of Commerce and 
Department of Labor. When this is 
compared to the $14.2 billion for 
new residential building for 1954, 
it is easy to grasp its relative im- 
portance. It can even be an indica- 
tion (along with other straws in the 
wind) that Remodeling and Repair 
may soon be the most important 
segment of the Light Construction 
Market. 


Entire Industry 
Follows PB Lead 


Practical Builder’s long cam- 
paign to bring the building indus- 
try to a full realization of the 
opportunities that exist in the vast 
Remodeling and Repair activity 
has inspired tremendous all-indus- 
try sales drives which will be 
aimed at all facets of the huge 
market in coming months. The 
complete story will be featured in 
PB’s annual “Modernization” issue, 
published in October, but the fol- 
lowing quick summary of the cam- 
paigns and organizations involved 
will indicate the widespread inter- 
est in a market that no one except- 
ing Practical Builder gave more 
than passing attention to as re- 
cently as two or three years ago: 


“Operation Home Improvement” 
—This nation-wide campaign is 
supported by the Administration, 
sponsored by the U.S. Chamber 
of Commerce and organized by 
its Construction and Civic De- 
velopment Manager, F. Stuart 
Fitzpatrick. Cooperating are 
more than 20 trade associations 
and a large group of building 
products manufacturers across 
the country. 


“ACTION’”’—(The American 
Council to Improve Our Neigh- 
borhoods, Inc.) A _ non-profit, 
industry-sponsored group organ- 
ized to improve neighborhoods 
and communities wherever there 
is a need for reconstruction and 
rehabilitation. It has a million 
dollar budget for newspaper, 
magazine, radio and television 
promotion. 


“WHAM”—With a catch title 
like this, the National Warm Air 
Heating and Air Conditioning 
Assn. is sponsoring a nation-wide 
modernization program to up- 
grade heating systems and intro- 
duce air conditioning in old 
homes. 


“Operation Attic”—Sponsored by 
the Western Pine Association, 
this is a comprehensive program 
to encourage builders and home 
owners to utilize attic space and 
other home areas in add-a-room 
activities. 


Other Campaigns—Such national 
organizations as the Douglas Fir 
Plywood Association, the Na- 
tional Association of Master 
Plumbers, the National Associa- 
tion of Real Estate Boards and 
the National Retail Lumber 
Dealers Association are also en- 
gaged in specific campaigns to 
promote more remodeling and 


repair work to th. benefit of 
their members. In addition to the 
various associatio:.s, virtually all 
of the larger building product 
firms—Wood Conversion Com- 
pany, U.S. Gypsum, Armstrong 
Cork Company, National Gyp- 
sum and Johns-\/anville among 
them—have either set up or are 
organizing operations to corral a 
much greater share of “build- 
ing’s biggest market.” 


Opportunity Unlimited 

As is obvious from the foregoing, 
the Remodeling and Repair Mar- 
ket—big as it is—is going to get 
increasingly more competitive. 
Nevertheless, its opportunities are 
vast for any manufacturer who un- 
derstands how it is constituted and 
who plans aggressive sales effort 
accordingly. 

Perhaps the biggest force stim- 
ulating the rapid growth of Re- 


ADVERTISEMENT 


modeling and Repair is new 
residential construction itself. New | 
ideas, new designs, new techniques | 
in the use of building products, 
etc., all seen in the new homes, 
serve to excite owners of older 
homes and make them dissatisfied. 
This in itself is causing the biggest 
wave in remodeling. Of course, 
family increases, the desire for bet- 
ter living and many other practical 
considerations contribute heavily. | 
In addition to residential remodel- 
ing there is a vast commercial re- 
modeling market in every city 
(big and small). 

The gratifying aspect of this pic- 
ture is the ease with which the 
manufacturer sights his sales tar- 
get in this market. The contractor- 
builder who does all this work is 
the same individual who builds a 
new home or a new store or a new 


warehouse . . . and the materials, 
equipment and tools are identical 


whether it is new construction or” 
remodeling and repair. 


How To “Cash In” On It 


The prime consideration for any 
building products manufacturer 
who wants to cash in on the mar- 
ket is to make sure his distribution 
is as widespread as possible, and 
that his sales story reaches as many 
builders as possible (remember, 
the light construction industry is 
comprised of a large number of 
small pieces—not a small number 
of big pieces). The builders to 
reach are the primary professional 
building audience attracted through 
the years by the basic editorial for- 
mat of Practical Builder—builders 
who build locally, obtain local fi- 
nancing, employ local labor, buy 
materials from local lumber and 
building material dealers, and 
equipment from local suppliers. 


Says a Wisconsin advertiser (name on request): 
“Inquiries from your publication have been very good; 
and we feel PB is one of the better investments we 


have made in budgeting our advertising dollar.” 


gives you ALL the builders...ALL the market 


Obviously, Practical Builder gives you a selective audience: an audience 


made up of builders. But it also gives you an effective audience: an audience made 


up of ALL the builders who count in the light construction industry. That 


means, of course, big builders who do some of the building...plus the ‘‘average” 


builders who do most of it...including remodeling and repair. That makes 


PB a Plus Book in any man’s dollar-language. That’s why you buy all when 


you buy practical 


for less? After all, you 
you the largest builder 


builder-buyership. An 


...0f the light 
construction industry 
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builder Ali the builders, all the market! So why settle 
’re paying for it, Mr. Advertiser...why not get it? PB offers 
'-circulation, the largest builder-readership, the largest 


1 all at the lowest cost! Yessir, PB is your Plus Buy... by far! 
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Midwest Jewelers 
Form Own Chain 
Merchandising Plan 


MINNEAPOLIS, Aug. 17—The vol- 
untary chain merchandising plan 
that has been so successful in the 
food, hardware, drug and variety 
fields, is coming to the jewelry 
business. 

Formation of such a cooperative 
organization, called Jewel House 
Inc., was announced here this week 
by Lloyd G. Pattee, exec. v.p. of 
S. H. Clausin & Co., wholesale 
jeweler. 

Backbone of the plan will be co- 
operative newspaper advertising 
in major metropolitan Sunday 
newspapers in the 11 upper mid- 
western and western states where 
Jewel House will operate. 


® The first ad, a full-page display, 
will appear Sunday, Aug. 21, in 
the Minneapolis Sunday Tribune. 
Member stores in the area cov- 
ered by the paper are listed. 

The Jewel House acount is being 
handled by Ray C. Jenkins Ad- 
vertising Agency. 

More than 300 jewelry stores in 
Minnesota, North and South Da- 
kota, northern Iowa and western 
Wisconsin have joined the venture, 
first of its kind in the jewelry 
business. The organization expects 
to add another 150 members in 
the Mountain and Pacific North- 
west states. 

Although similar to the volun- 
tary buying and merchandising 
chains in other fields, the Jewel 
House plan has one major dif- 
ference from most such opera- 
tions, according to the company: 
Members also are stockholders and 
will share in any profits that re- 
sult from volume buying by re- 
tailers. 


® The corporation will furnish the 
retailers with local advertising as- 
sistance and other management 
services will be available. In the 
future the organization may pro- 
vide Jewel House packaging and 
brand merchandise. Each store 
will retain its independent iden- 
tity, but will carry a Jewel House 
insigne. 

“Over a period of years, the 
jewelry trade has had no basic 
program pointed and designed to 
create interest, attention, respect 
and acceptance of the individual 
jewelry store,” said Mr. Pattee. 
“Separate jewelry stores are at a 
terrific disadvantage in competing 
with big stores and chains.” 

According to Mr. Pattee, the 450 
member stores will have a com- 
bined annual sales volume of $25,- 
000,000. 


® With their combined buying 
power they will be able to effect 
savings on merchandise costs, 
while with their joint resources 
they will be able to compete in ad- 
vertising with the big city and 
chain stores. 

“Jewelry stores account for only 
about 22% of the nation’s jewelry 
sales volume,” he said. “The re- 
maining 78% is divided among a 
whole list of competitors, ranging 
from dress shops and beauty 
salons to supermarkets and dis- 
count houses. 

“We are trying to cut into that! 
non-jewelry-store competition.” 


Hill Joins Koehring Co. 


E. B. Hill, formerly v.p. and di- 
rector of sales, advertising and ex- 
port sales of Gar Wood Industries 
Inc., Wayne, Mich., has been named 
to the new post of assistant to the 
president of Koehring Co., Milwau- 
kee manufacturer of construction 
equipment and machinery. 


‘Construction News’ Rates Up 


Effective Sept. 1, Construction 
News Monthly, will increase its ad- 


Emsco Promotes Alexander 


Emsco Mfg. Co., Salt Lake City, 
has named William J. Alexander 
advertising manager. Mr. Alexan- 
der was advertising manager of 
Johnston Pump Co., Pasadena, 
which recently was acquired by 
Emsco and will continue in that job 
in addition to his new post. The 
company, which is a fabricator of 
oil well drilling and pumping ma- 
chinery, and Foote, Cone & Belding, 
Houston, recently severed their 
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client-agency relationship. Emsco|as president of the corporation he|falo tv program Syndicator, and a 


plants are located in Los Angeles, 
Houston and Garland, Tex. 


Bristol-Myers Buys Kimball 
Bristol-Myers Co. New York, 
has acquired the assets of Kimball 
Mfg. Corp., San Francisco producer 
of molded glass fiber-reinforced 
plastics. Bristol-Myers will operate 
Kimball under its present name as 
a wholly owned subsidiary. Wil- 
liam R. Kimball Jr. will continue 


founded in 1951. William Talbot, a! 
Bristol-Myers research executive, 
will be coordinator and liaison of- 
ficer. 


Mendelson Buys WJNC 

WJNC, Jacksonville, N.C., radio 
outlet, has been sold, subject to 
FCC approval, by Lester M. Gould 
to Robert P. Mendelson for $95,000. 
Mr. Mendelson, who is a former 


v.p. of Richard H. Ullman Co., Buf- 


former v.p. and ad director of 
Sponsor, will assume active man- 
agement of the station. Mr. Gould 
also is part owner of WLSE, Wal- 
lace, N.C. 


Sol Cafe Names deGarmo 


Sol Cafe Mfg. Corp., Long Island, 
N.Y., private label instant coffee 
manufacturer, has appointed de- 
Garmo Inc., New York, to handle 
its advertising. 


vertising rates. For a b&w page, 


one time, the new rate will be $206. 


The only way any metalworking company makes a profit is to manufacture 
saleable products. In every metalworking company, therefore, all eyes are 
constantly on Production, and Production’s needs come first with everybody. 


At American Machine and Foundry, for example, 95% 
of every purchase dollar goes to keep PRODUCTION 
supplied with materials, machinery, tools, and supplies. 


we 


.--.the production way 


The McGraw-Hill Magazine of Metalworking 
Published every other Monday 
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Boston BBB Reports | bers of the public answering an ad | ceive an eight-page booklet an-|pay the posiage to mail them to a 


‘by Atlas saying, “You may earn|nouncing ‘complete details and in-|list of his own devising. He is| 


Complaints on Atlas ‘over $25 weekly—Address and mail | structions on how to carn $40 every | promised a $1 commission on each 
|postcards at home” have discov-| week...’ sale that materializes.” 


‘Make-Money’ Ads ered the company does not pay for! “The would-be homeworker now| Atlas has failed to respond to in- 

these services. learns for the first time that in or-| quiries by the Boston bureau ask- 

MELROSE ParK, Aug. 16—Now| “Respondents to the advertising der to make any money he must sell | ing it to support its statement that 

a make-money-addressing-enve- receive a form letter asking them to|a $2.75 illuminated doorbell andj those responding to its ad can earn 
lopes” ad by Atlas Co. here is the| remit $1 for a prospectus giving! nameplate for Atlas. To participate | $95-$40 weekly. 

source of complaints by the Nation-| ‘all the information about the kind|in this commission sales plan, he. 

al Better Business Bureau and the! of business we run and complete | must spend an additional $5 to pur- 

Boston better business bureau. instructions on how you may earn|chase from Atlas 200 postcards 

The bureaus report that mem-!money helping us.’ Remitters re- | soliciting orders for the article and 


New Products Booklet Issued 
How business men can reduce 
the financial risks involved in the 


Mi Long famous for the ingenious machines it sup- 
plies to the tobacco industry, American Machine 
and Foundry Company has in recent years diversi- 
fied into many other manufacturing fields, in- 
cluding the spectacular AMF Automatic Pinspot- 
ters shown here in production at AMF's Buffalo 
plant. With total sales of $5-million in 1939, 
expansion and diversification had pushed 
AMF's annual sales to $140-million by 1953. 


purchase dollar’’ 


No wonder, then, that Production’s engineers and executives have Metal- 
working’s most important buying voice, 


No wonder, either, that American Machinist is the most powerful advertis- 
ing force in America’s biggest industry. It is edited exclusively for Metal- 
working Production .. . gives Metalworking Production the most help... 
attracts more production-responsible subscribers than any other metal- 
working magazine . . . sells Metalworking Production with unmatched 
impact and long-sustained results. 


to bigger sales in Metalworking 


Production, McGraw-Hill Building, New York 36, N.Y. Ap 
Member of the Audit Bureau of Circulations and the Associated Business Publications _ 


_ @& 
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development and sale of new prod- 
ucts is described in a new govern- 
ment booklet, “Developing and 
Selling New Products,” now avail- 
able from the New York field office 
of the U. S. Department of Com- 
merce, 110 E. 45th St., New York. 
The 105-page booklet contains rec- 
ommendations on new product 
development and marketing con- 
tributed by 100 business companies. 
Subjects covered include locating 
ideas for new products, designing, 
product testing, brand names, 
packaging, marketing, case his- 
tories and government aids to new 
product development and market- 
ing. 


Honeychurch to Republic 

Republic Molding Corp., Chicago 
maker of plastic housewares, has 
appointed R. J. Honeychurch di- 
rector of merchandising. Mr. 
Honeychurch has been household 
products sales manager of Muni- 
sing Paper Co. for the past six 
years, and prior to that was a mer- 
chandising executive with Young & 
Rubicam and Standard Brands, in 
New York. 


TO “PINPOINT” 
SALES IN CANADA'S 
RICH MARKET PLACE! 


be °- 
- ; 


fo wes & 
xy eS me 4 


You could marshal 50 U.S. 
Business Publications for 
your sales story and their 
combined overflow circula- 
tion wouldn’t dent the 
Canadian market. 


.* 
° ~ 


ee e Canada is a national 
market and a distinc- 
tive one. 


eee Canadian business 
paper editorials give 
on-the-spot coverage 
of this national market 
and its problems. 


eeeand Canadians read 
their business publi- 
cations. Witness their 
interest according to 
a recent survey.* If 
you wish to pinpoint 
your sales write for 
your copy. 


*Gruneau Research 


Bulletin 1954 on 
request 


137 WELLINGTON ST. W. 


TORONTO, CANADA 
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Lee & O'Rourke, Brewer Part lations company, has resigned the 
Burns W. Lee & Patrick |p.r. account of Lucky Lager Brew- 
O’Rourke, Los Angeles public re- | ing Co., San Francisco. 


in MONTREAL... 


. independent research 
proves that the Star does 
your coverage job in the 
English market. Ask your 
nearest O'Mara and Orms- 
bee office for a copy of the 
Star’s latest market study. 


The Montreal Star 


Represented nationally by O’Mara and Ormsbee Inc. 


Distribution Fight Looms in Northwest as 


Seattle, Tacoma Seek 


SEATTLE, Aug. 16—Seattle and 
Tacoma shippers today filed with 
the Interstate Commerce Commis- 
sion their first salvo in what prom- 
ises to be a major contest with 
Portland, Ore., for leadership as 
distribution center for the Pacific 
Northwest. 

Today’s salvo consisted of 16 
pounds of documents comprising 
the case of Seattle and Tacoma for 
revision of truck rates so as to 
give Puget Sound cities parity with 
Portland in reaching eastern Ore- 
gon and southern Idaho, a farm 
and industrial market of growing 
size and importance. 

Portland’s reply is scheduled for 
filing on Sept 12. One week after 
that, hearings will open before an 
ICC examiner at Seattle. 


® Today’s filing included state- 
ments that will comprise the testi- 


Parity with Portland 


mony of 191 firms and individuals, 
including wholesalers and manu- 
facturers in the Puget Sound area 
who are reaching out to sell in 
Idaho and other markets. The list 
of firms reads like a who’s who in 
commerce and manufacturing. 

The Seattle-Tacoma group seeks 
to upset rate differentials of a half- 
century standing. 

The rate pattern was established 
originally by the Union Pacific in 
1908, when Portland was much in 
nearest distribution point to south- 
ern Idaho. To get into southern 
Idaho from Seattle-Tacoma re- 
quired movement on two sides of 
a triangle—south to Portland, then 
east to Pendleton, Ore., and on to 
Boise, Ida. When truck rates were 
established, the same pattern held, 


® But now, Seattle-Tacoma ship- 
pers contend, construction of fast 


quite a fellow 


(in his day). . 


This, we’re told, is an authentic example of what the well-dressed 
man of influence wore about 500 years ago when he set out 

for his day’s work . . . dragon-hunting, damsel-saving, 

or merely feuding with the competition at the next castle. 
(Man’s best friend, you'll note, also merited a token bit of 


packaging in sheet metal. ) 


A fellow of substance in his time, the knight unquestionably ranked 
as an A-1 preferred customer with local armorers, swordsmiths, 
fletchers, mace-makers, and other purveyors of quality 
products or services. His education was better, 
broader, his interests more diverse — and he had the barter 


power to acquire the things he wanted. 


Times change, but a prime prospect is still a prime prospect. 
You may not be selling broadswords or jousting lances .. . 

yet our audience of influential customers with above-average 
education, incomes, buying tendencies and demand for quality 
commodities is a latterday Round Table of 


vast opportunity for what you do sell. 


Selectively, The National Geographic puts you in direct rapport 
with over 2,000,000 such families, keenly receptive to 
advertising they see in this favorite magazine. How receptive 

is best shown by the year-after-year loyalty advertisers and 


readers alike display. We have some towering facts that 


substantiate The National Geographic’s 


power to reach, convince and 


sell today’s families of influence. 


They’re quite a market. Worth 
lifting your visor to look 


at real soon! 


his horizons 


THE NATIONAL 
GEOGRAPHIC 
MAGAZINE 


Washington 6, D.C. 
2,000,000 families strong ~ 


with more to spend for what you sell 


Advertising Age, August 22, 1955 


highways over the Cascade moun- 
ains east of Seattle and Tacoma 
enable trucks to cut across the hy- 
potenuse of the triangle and short- 
en the distance into Pendleton and 
southern Idaho. As a result, Seat- 
tle-Tacoma shippers say that Port- 
land now has an advantage of only 
50 miles (formerly 175 miles ad- 
vantage), and they ask one of two 
things: 

Either parity with Portland in 
reaching southern Idaho, or, if 
Portland keeps its rate advantage 
to that area, then Seattle and Ta- 
coma should be given a similar 
rate advantage into Spokane and 
points beyond in northern Idaho 
and eastern Montana. There, Seat- 
tle, Tacoma and Portland all enjoy 
parity of rates even though Seattle- 
Tacoma have a 90-mile advantage 
in distance. 

Differences in rates average 13% 
into southern Idaho, shippers con- 
tended today in their presentation 
to ICC, but for some products dif- 
ferences range from 20% to 50% 
and in extreme cases to as much as 
100%. 


® Portland interests hold that 
lower rates were established his- 
torically in Portland’s favor be- 
cause of the advantages of the 
water level route along the Colum- 
bia River. Seattle contends that the 
differences in are not matched by 
differences in costs of transpor- 
tation. 

Speaking of the historical ad- 
vantage Portland has held, Arthur 
J. Farmer, general manager of the 
Portland Chamber of Commerce, 
said recently: “The distribution 
business has been growing propor- 
tionately for Portland. It accounts 
for the employment of a substan- 
tial number of people and [the rate 
advantage] is worth protecting.” 

The city government in Portland 
has voted $5,000 for defense of the 
present rates, and the Port of Port- 
land and the Dock Commission 
have each given $10,000. Mr. Far- 
mer said that contributions by 
business interests more than match 
these contributions to bring the to- 
tal to nearly $50,000. 


Sheaffer Pen Gets 
39 Injunctions in 


Fair Trade Drive 


Fr. Mapison, I4., Aug. 17—Fair 
trade injunctions to halt illegal 
price cutting of Sheaffer Pen Co. 
merchandise have been obtained 
against 39 retailers throughout the 
nation during the first seven 
months of 1955, Jack Asthalter, 
merchandising manager, an- 
nounced. 

In addition, six contempt cita- 
tions were obtained against retail- 
ers who persisted in selling below 
the fair trade price after they had 
been enjoined. Warnings sent to 
138 other retailers by the company 
resulted in 133 agreeing to main- 
tain prices on Sheaffer products. 

During the 1954 campaign 
against price-cutters, Sheaffer ob- 
tained 38 injunctions, cut off 523 
retailers and obtained price main- 
tenance agreements from 210 other 
retailers faced with court action. 


Agency Names Lois Cooper 

Lois Jean Cooper, formerly with 
the sales staff of KRON-TV, San 
Francisco, and at one time public 
relations director of WFAA-TV, 
Dallas, has joined the publicity 
department of Merchandising Fac- 
tors, which recently moved to new 
offices at 315 Montgomery St., San 
Francisco. 


Calverley Named Rep 

Douglas Calverley, of Douglas 
Calverley Advertising Co., San 
Francisco, has been named by Mel- 
drum & Fewsmith as West Coast 
representative to provide the agen- 
cy, which has offices in New York, 
Cleveland and Detroit, with con- 
tact on the Durkee Foods and the 


Glidden Paint accounts. 
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Trendex TV Ratings 
Aug. 1-7, 1955 
Fifteen Multi-station Cities 


Rank 


Program Rating 
} $64,000 Question (Revlon, CBS) ....c.ccccccccssccccccssssssssessssesesesessesseseseneeves 25.4 
2 I’ve Got a Secret (R. J. Reymolds, CBS) .........cccccccccccscsesesseseseseseseeseeceees 18.9 
3 Toast of the Town (Lincoln-Mercury, CBS) .......cccccccccccsccsesesecseseeecereeeeees 17.1 
4 Two for the Money (Old Gold, CBS) ..........cccccccccccseccsceseseseeressercerseveeee 16.8 
5 I a mussutemvente 16.7 
6 Robert Montgomery Theater (Worner-Lambert, S$. C. Johnson & 
UNIS CAIIIIIIEE < cnccantaiisstvenssndiiindiidiiaaiitde iieiatet setesecseescosvengg ittiitR teas 16.5 
7 What's My Line (Stopette, Remington-Rand, CBS) ...........c.ccceceseceeeeerere 15.5 
8 Talent Scouts (Lipton, CBS-Columbia, CBS) ..........cccccccccssessssceseessecensenrene 15.0 
9 "Bee Oo iran a 14.8 
10 _. 2 ESR RRR 14.6 


St. John Dies on 
Eve of Publication 


of New Magazine 


New York, Aug. 16—Archer St. 
John, 54, president of St. John 
Publishing Co., publisher of comics 
magazines and a new publication, 
Secret Life, on the newsstands for 
the first time today, died Aug. 13 
in a friend’s penthouse, reportedly 
of an overdose of sleeping pills. 

The friend, Mrs. Frances Strat- 
ford, told the police that Mr. St. 
John had visited her Friday night 
and complained that he felt ill. He 
lay down on the couch, she said. 
When she found him Saturday 
morning, she said, she was unable 
to arouse him. Pending an autop- 
sy, the police listed the cause of 
death as an apparent overdose of 
sleeping pills. 

Born in Chicago, Mr. St. John 
was graduated from Trinity Col- 
lege. After working on Chicago 
newspapers, he published two 
weekly suburban newspapers in 
Berwyn and Cicero, Ill. Later he 
became advertising manager of the 
Lionel Corp., manufacturer of toy 
trains. About eight years ago, he 
launched his own publishing busi- 
ness. He brought out a number of 
comics books and a monthly detec- 
tive story magazine called Man- 
hunt. 

Secret Life, an expose magazine, 
offered for sale for the first time 
today, carries 12 pages of advertis- 
ing. Another magazine, Nugget is 
now in preparation and will be 
issued in about another month, AA 
was told. 


JOSEPH C. McCOY 

Batavia, O., Aug. 17—Joseph C. 
McCoy, 65, former account execu- 
tive with N. W. Ayer & Son and 
J. Walter Thompson Co., who oper- 
ated his own advertising agency in 
Cincinnati from 1947 to 1952, died 
Aug. 14 at his home here. Born in 
Independence, Mo., Mr. McCoy was 
graduated from Princeton Univer- 
sity in 1913 and shortly afterward 
joined the Ayer agency in Phila- 
delphia. Later he moved to Thomp- 
son in New York. He came here in 
1940 and shortly afterward estab- 
lished his own agency in Cincinna- 
ti. At the time of his death he was 
head of the business brokerage di- 
vision of Frederick Schmidt Inc., 
Cincinnati. 


LAWRENCE KENNEY 

New York, Aug. 17—Lawrence 
Kenney, 58, veteran World-Tele- 
gram & Sun advertising production 
department employe, died Aug. 15 
after a long illness. He joined the 
World-Telegram in 1931. He had 
previously worked for the old New 
York World. 


Holmes to Byer & Bowman 
Nathaniel Holmes II has been 
appointed an account executive of 
Byer & Bowman Advertising Agen- 
cy, Columbus, O. Mr. Holmes for- 
merly was with Holmes & Mac- 
donald Ltd. and Vickers & Benson) 
Ltd., Canadian agencies, and Na-| 
tional Broadcasting Co., Johnson 
Motors division of Outboard Ma- 
rine & Mfg. Co. and the Outboard 


Motor Manufacturers’ Assn. 


Cal-Dak Appoints The Bogerts — 

Cal-Dak Co., Chicago, has named 
The Bogerts Inc., Los Angeles, to 
handle advertising and publicity 
for all its lines, including laundry | 
carts, tray tables and other house- 
wares. Promotion is being planned 
for a group of new items. Neale 
Advertising Associates, Los Ange- 
les, formerly handled the account. 
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DON’T FORGET THE 2nd! 


: 0 Cone 


Vigilance pays off! Advertisers who have kept a 
watchful eye on South Bend—Indiana’s 2nd market 
in sales and income can tell you that! South Bend is 
not only Indiana’s 2nd City Corporate Area—but 
it’s the Nation's fifth richest market in family in- 
come, with a Metropolitan Area effective buying in- 
come of $477,674,000. The “2nd-dip-on-the-cone” 
is the fact that you saturate this market with only 
one newspaper—The South Bend Tribune. Learn 
more. Send for free market data book. 


7 Counties, 1/2 Million People 
Franklin D. Schurz — Editor and Publisher 


STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


1,454,366,000 
= retail sales 


lalate 
(#7808 ee es em a, 


Salt Lake. 
Intermountain 
Market 


o> 
cy P 


When you buy the Salt Lake newspapers, you get not only Salt Lake City with over 


200,000 people, but this unified four-state market with 1% million. They have huge 


payrolls to spend . . . $1,861,568,000 in effective buying income annually. Salt Lake’s 


two metropolitan newspapers cover... and sell... all of Utah, southern Idaho, 


western Wyoming and eastern Nevada. Buy them both at one low rate. 


prt BEST in My 


Che Salt Lake Tribune 


(MORNING & SUNDAY) ry 
_ 
y 


DESERET NEWS wo bail 
Salt Lake Telegram (eveninc) 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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Spaper measure that really counts... 


Be 


A lot of surveys are floating around about New York newspapers - how 
many Paper A readers use solid gold swizzle sticks, how many lines per 
week Paper B devotes to promoting wildlife in Central Park, and so on. 


But when you get right down to it, the only measure of a newspaper's strength 
that has real meaning to advertisers 1s actual sales performance where news- 
papers are sold. 


Where newspapers are sold, the Journal-American is the overwhelming 
favorite of home-going New Yorkers ...and has been for nearly sixty years. 
At New York city and suburban newsstands, the Journal- American consist- 
ently outsells all other five-cent daily papers and all other Sunday papers 
selling for twenty cents or more. 


In other words, the Journal-American delivers what on-the-go New Yorkers 
want in a newspaper -a fast-reading package of news, pictures and top-flight 
features. The Journal-American also delivers what you want in a newspaper 
..deep and dominant home penetration that pays off in the New York market. 


in New York it's better in the evening... 
and it's best in the 
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This Week in Washington 


Admen Wrapped in ‘Deminform Bra’ 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Aug. 18—The 
“Democratic Digest,” that lively 
little monthly published by you- 
know-who, delights in twitting 
the Eisenhower administration for 
its reliance on professional adver- 
tising talent. 

In its latest issue the Digest sug- 
gests the time is ripe “for the men 
who lent their advertising talents 
to Mr. Eisenhower’s ’52 campaign 
to devote themselves to a peace 
offensive on the Russian people. 

“What comrade could fail to sit 
up and take notice,” says the Di- 
gest, “if, for example, the Voice 
of America started beaming to 
Russia commercial jingles like, to 
the tune of Pepsi-Cola’s. It goes: 

“Co-existence hits the spot, 

Indo-China, thanks a lot, 

Maybe next, Formosa, too, 

Co-existence is the dish for 

you. 


s “And who can doubt,” the Di- 
gest continues, “that any Russian 
housewife would get a lift if she 
picked up Pravda and found 
an illustrated advertisement cap- 
tioned, ‘I Dreamed I Went Peace- 
ful Co-existing in My Cominform 
Bra.’ 

“Mr. Eisenhower’s Madison Ave. 
friends will, of course, be able to 
sharpen up these ideas a bit,” it 
concluded. “We are just running 
them up the flagpole to see who 
salutes.” 

. . 

Tighter Credit: Commerce Sec- 
retary Sinclair Weeks was off to 
Maine for his vacation this week 
after announcing that “prosperity 
is unprecedented,” with 64,995,000 
people at work, producing goods 
and services at a record rate of 
$385 billion. 

He gave his blessings to the 
steps the Federal Housing Ad- 
ministration and Federal Reserve 
Board have taken to tighten up on 
credit. 

“Personal debt is legitimate and 
proper and has a recognized place 
in our private enterprise scheme 
of things,” the secretary observed. 
“But when I pass, as I did yester- 


man staff of “prosecutors” from 
the commission’s broadcast bureau 
delivered a 335-page document 
which argued that the commission 
proved Mr. Lamb’s past statements 
denying Communist sympathies 
“are not true, not correct, not ac- 
curate.” It took Mr. Lamb only 14 


pages to argue that the hearing 
showed “no creditable evidence” 
had been produced to show that 
he is unfit to operate tv station 
WICU, Erie, Pa. 

There will be another round of 
briefs in reply to these. Then it 
will be up to Mr. Sharfman to get 
out an initial decision telling the 
seven commissioners what he 
thinks they should decide. 

. . e 
Unhappy Angelenos: A delega- 


|tion from Los Angeles is en route 
| to protest the fact that the Budget 
Bureau has decided that hereafter 
the Los Angeles standard metro- 
politan area is to be known as the 
Los Angeles-Long Beach standard 
metropolitan area. 

Statistics for Long Beach, a com- 
munity of 250,000, have tradition- 
ally been lumped with Los An- 
geles. But Los Angeles has been 
getting all the recognition because 
Budget Bureau’s division of sta- 
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tistical standards takes the position 
that standard metropolitan areas 
must be named after the central 
city unless they contain other com- 
munities which are at least one 
third the size of the central city. 
Long Beach craved recognition, 
pointing out it is the only com- 
munity of such size not identified 
in one of the standard metropoli- 
tan area titles. So, prodded a bit 
by Rep. Craig Hosmer (R., Cal.), 
the Budget Bureau came up with 


& 
£ 


ret hae 
Wot ee 


to meet their increasingly complex needs... 


were stepping-up our 
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to design 


Now eos EVERY OTHER WEEK 


publishing schedule more than doubles 


MACHINE DESIGN service to its readers 


day, a second-hand auto dealer’s ie . 
lot and see good looking cars for| = (star ting Januar y Bae 1956) 
sale with a ‘$5 down’ sales tag on ; 
each, I wonder what business men 
can think that in this manner they 
are proceeding on the basis of we 
sound business practice.” — 
ort are es Booming Growth Ahead 

Housing Off: July figures just} < Will Further Increase Information Needs 
issued by the Bureau of Labor Sta-| © ; ; 
tistics show housing starts off for % % Development of automatic operation, ease of 
the third successive month. The| [ control, and the expanding volume of mass pro- 
pe —, ae ageing 'S Accelerated Design Developments duced products means increasing complexity of 
sonal decline to a rate of only 1,-| = Call for Greater Frequency design. Whole new subject areas are opening up. 
200,000 a year, compared with eS The editors of MACHINE DESIGN recognize This tremendous growth in the amount of engi- 

; uring some previous : : : : : 

cihaatin: . “ that a monthly is no longer adequate to meet neering urgently requires a parallel increase in 

There has been some uneasiness % the needs of design engineers. timely editorial coverage by MACHINE DESIGN. 
in the housing business over the . ‘ ie wie o , 
possibility that the industry might The entire area of design engineering has liter- Adding more editorial material is practical only 
Prey Rony Reger se ally outgrown the method of editorial coverage on an every other week publishing schedule. 
a* tke Gansus Bureau showed a we used for 25 years. Products of American 
very low rate of unoccupied hous- industry daily become more complex. Almost What Every Other Week Means 
oe the other hand, FHA records pi: ight, oes developments spring forth at a pele i 
indicate that 81%. of Adsesicane rate yee of when es DESIGN It means a slimmed-down, easier-to-read, more 
currently live in their own homes was established as a monthly. timely book. In ‘tori 
compared with 41%in 1940. Lend- 7 the pas 10 ve editorial 
ers had begun to tighten up on 
money even before FHA jumped : 
its interest rate at the beginning of é 
this month. ' 

> . . i 

Lamb Verdict Due: The day is : 

approaching when the Federal bes 


Communications Commission will 
finally have to decide the contro- 
versial Lamb Case. After eight 
months of stormy hearings, Hear- 
ing Examiner Herbert Sharfman 
this week received proposed “ver- 
dicts” from the opposing camps. 


For his consideration, a five- 
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a new rule: Hereafter communities 
of 250,000 or more will be recog- 
nized regardless of whether they 
meet the one-third test. 

Los Angeles’ chamber of com- 
merce, which figures it has lost 
some prestige, feels this new rule 
is a bill of attainder, framed solely 
to help Long Beach (and Rep. 
Hosmer). The Budget Bureau con- 
cedes it looks that way, but adds: 
“Only the name has been changed. 
The statistics remain the same.” 


Gene Walther Opens Office 
as Design Consultant 

Gene Walther, co-founder and 
for six years partner and design 
director of Walther-Boland Asso- 
ciates, San Francisco, has estab- 
lished a design consulting service 
in New York, with offices at 30 
Park Ave. Mr. Walther resigned as 
a partner in the San Francisco 
agency now operated by Barry and 
Walter Boland as Boland Associ- 
ates and went to Switzerland, 


|\where he served as design con-, 


sultant for several European cem- 
panies. 

He recently returned from Eu- 
rope to establish his new office in 
New York where he will concen- 
trate on the design of packaging, 
trademarks, merchandising mate- 
rials, travel posters and ads and 
brochures. Although he now has 
no connection with Boland Asso- 
ciates, he will continue to serve the 


agency as a design consultant. 


ARF Elects 8 Subscribers 

Eight new subscribers, including 
three universities, have been elect- 
ed members of the Advertising 
Research Foundation, New York. 
They are Hazard Advertising Co., 
Lever Bros. Co., Reader’s Digest 
Assn., Steel, a Penton publication; 
Standard Rate & Data Service Inc., 
Northwestern University, Rutgers 
University and University of Mar- 
yland. This brings the total ARF 
membership 197. 


volume has doubled. Even this editorial leader- 
ship must be outstripped if we are to continue to 
give complete coverage of subjects important 
to engineers. 


More pages per issue would mean too much 
important information for the reader to absorb 
at a time. Twenty-six rather than twelve issues 
in ’56 will enable us to speed information to 
readers in a practical-sized format. 


What Every Other Week Means 


to Advertisers 


It means greater visibility for the advertiser’s 
message because of fewer pages per issue. It 
means even more thorough readership of the 
already ‘‘best-read”’ design publication. It means 
faster and greater pass-along readership. It means 


26 opportunities a year to get your sales story 
to the more than 100,000 design engineers who 
read this magazine. .MACHINE DESIGN, 
Penton Building, Cleveland 13, Ohio. 


Every Other Week 
starting January 12, 1956 


a eee a 


"8 


BPA 


RRO cree eagepremren erccpomnte ne mt espe ee aR SORES NRE = BACB RONNR RR ENR eReaetegeen SON 


rs 


anc 


oe te 


nr eee 


MACHINE DESIGN 


a PENTON publication 


en 


¢ 


wew Stopette 


YUL LB WARS? 


one COMBINATION 
new 
"Mr Stopette” $jao vawe 


| Mrs. . 

coon! THERE GOSS FO ae 
i Sa a 
HIS AND HERS—Jules Montenier 
Inc.’s new Mr. Stopette deodorant 
will be offered in this combined 
package. It will be introduced on 
“What’s My Line” (CBS-TV) 
Sept. 11 and boosted in local news- 
papers during September and Oc- 
tober. Earle Ludgin & Co., Chicago, 
is the agency. 


NBBB Declares War 
Against ‘Dubious 
Comparative Price’ 


New York, Aug. 16—The com- 
parative price—or, more accurate- 
ly, the dubious comparative price— 
is on the way out. 

At least, if the National Better 
Business Bureaus has its way. 
NBBB disclosed this week that 
it is embarked upon a three-point 
program to do away with fictitious 
and unbelievable comparative price 
advertising. 

These are the objectives: 

1. To analyze and correlate the 
comparative price surveys and 
studies made by better business 
bureaus. 

2. To devise and initiate a 
plan of action for the correction 
of comparative price advertising 
abuses. 

3. To stimulate the leadership 
of advertisers, the cooperation of 
media and the full use of Better 
Business Bureau facilities to pro- 
tect the usefulness of honest com- 
parative price advertising and 
thereby strengthen all advertising 
as a respected and effective medi- 
um of communication between 
business and its customers. 


s The recent annual conference of 
bureaus agreed on this program, 
and approved a report by a com- 
mittee headed by George H. Den- 
nison, general manager of the 
Pittsburgh better business bureau. 
The committee also submitted a 
list of standard which included 
New York, where he will concen- 
these: 

1. Factual proof of a comparative 
price shall be in the possession of 
the advertiser at-the time of publi- 
cation. 

2. The price at which an article 
did not or does not sell or at which 
it formerly sold shall in no way be 
represented as the current price or 
value of the article. 

3. Artificial markup shall not be 
made in order to provide a basis 
for fictitious markdowns or com- 
parative prices, 

4. The true value and worth of 
an article in terms of selling price 
is no more than the price for 
which it is customarily and cur- 
rently sold in the usual course of 
business. 


‘Lite’ Names Chadwick, Fort 
Arthur H. Chadwick and Wil- 
liam L. Fort have been named as- 


| Sociate merchandising managers of 


Life, New York. Robert L. Black- 
more is merchandising manager. 
|Mr. Chadwick was formerly pack- 
|age goods merchandising manager 
\of the magazine. Mr. Fort previous- 
ily was with the sales staff. 
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P&G Sales Set 
$965,797,159 Mark 
in Fiscal ‘55 


CrncinnaTI, Aug. 16—Procter & 
Gamble Co., yesterday reported 
record sales for the past fiscal year 
despite “competitive conditions as 
keen as any in its 118-year his- 
tory.” 

For the year ending June 30, 
1955, P&G reported consolidated 
net sales of $965,797,159 compared 
with $911,050,045 for the previous 
year. Consolidated net earnings 
were reported as $57,471,371 com- 
pared with $52,328,002 for the pre- 
vious fiscal year. 


e R. R. Deupree, chairman, and 
Neil McElroy, president, in a joint 
letter to P&G stockholders point 
out that increased acceptance of 
the company’s established brands, 
the success of new products, and 
the growing strength of P&G’s 
overseas operations are the main 
reasons for the company’s record 
sales. 

The company is now getting the 
benefits of its research and devel- 
opment program of the past few 
years, they emphasize. In summing 
up, they find “the economic situa- 
tion quite strong,” and “look for- 
ward with confidence to the next 
12 months.” 


Chesebrough-Pond's 
Will Use Radio, TV 


in Foreign Markets 


New York, Aug. 18—Radio, mov- 
ies and tv will play key roles in 
Chesebrough-Pond’s foreign adver- 
tising, Charles S. M. Quigley, 
newly appointed export ad man- 
ager of the merged company, re- 
vealed this week. 

The “audio and audio-visual ap- 
peals” of these media give them a 
decided advantage in underdevel- 
oped countries where literacy is not 
as high as it is in the U.S. and 
Western Europe, Mr. Quigley said. 

Chesebrough-Pond’s will contin- 
ue to make heavy use of radio in 
such markets as India, which is 
served by Radio Ceylon, he stated. 
Advertising will continue to be 
used in motion picture theaters in 
various countries. 


® He pointed out that “television 
advertising is becomingly increas- 
ingly important in markets such as 
Cuba, Mexico, and Venezuela, 
where both tv programming and 
the number of sets in operation are 
on the upgrade.” 

Mr. Quigley was export ad man- 
ager for Pond’s Extract Co., one of 
the two principals in the merged 
company, before taking over his 
new post. A part of his job is to co- 
ordinate the activities of 36 ad 
agencies employing 30 different 
languages. 

The products of Chesebrough- 
Pond’s are sold in 115 countries. 
One of the company’s principal 
aims, Mr. Quigley said, is “to bring 
sales figures of both brands of 
products which the company makes 
into balance in various markets. 

“Although non-competitive, one 
or the other of the company’s 
brands has established a leading 
position in certain of the foreign 
sales areas,” he said. 


Italian Office Names Wright 


For the sixth successive year, the 
Italian Government Office of Tour- 
ism has awarded its tourist public- 
ity contract to Hamilton Wright 
Organization, New York. Newspa- 
pers and magazines will be used, 
supplemented by distribution of a 
Cinemascope short subject in color 
for the 1955-56 campaign. 


Dannenbaum Agency Expands; 
Goodwin Joins as Partner 

John Paul Goodwin has joined 
Henry J. Dannebaum as a partner 
in Goodwin-Dannenbaum Adver- 
tising, in Houston, Tex. Mr. Good- 
win has been in advertising 15 
years and has interest in a film 
processing service and a Houston tv 
station. 

Also new in the agency are David 
G. Willis, formerly a member of the 
editorial staff of Petroleum Re- 


finer, who is director of public re- 
lations, and Robert M. Dannen- 
baum, son of the owner, who is 
Serving as copywriter and assistant 
account service man. The agency 
has also moved to new and larger 


offices, located at 4814 La Branch 
St. 


Hislop Named Tasti-Diet S. M. 
Andrew Hislop has been named 
general sales manager of the Tasti- 


Diet division of Flotill Products, | 


Stockton, Cal. The division makes 
36 varieties of low-calorie foods, 
which are distributed nationally. 
Prior to joining the Flotill divi- 
sion, Mr. Hislop was national sales 
manager for Adolph’s Ltd., Los 
Angeles. Previously he headed the 
retail and specialty departments 
of M. W. Houck & Bros., New 
York. 


Gardner Joins ‘Forbes’ 
Robert Gardner has joined the 


— a LOBE, Pag er Nee oP ry a ith wk ee Pee og au = ae 
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a sneering meant groiennncenettts 


Advertising Age, August 22, 1955 


New York sales staff of Forbes to 
cover the New York and southern 
territory. He formerly was with 
Tire Review. 


Larsen Joins Ramsey Brown 

David Larson has joined the 
copywriting department of Ram- 
sey Brown & Co., Los Angeles. Un- 
til recently he taught creative writ- 
ing at Palomar College. Before 
that he was a free lance writer in 
New York. 
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Safeway Drives for 


OAKLAND, Aug. 16—Safeway 
Stores Inc. has started an educa- 
tional advertising campaign to back 
up a new long-range recruiting 
plan designed to encourage more 
“high-type” young men to seek 
careers in food retailing. 

A. R. Griffith, personnel v.p., re- 
ports the plan is being tested now 


in the company’s Sacramento, Port- chain’s Oakland headq.:rters spent 


land and Denver zones and will be months preparing the recruitment 


‘High Type’ Employes 


ready for company-wide use early plan and set up @ recruiting consul- 
next year. tation service. The plan now being 
“The low birth rate during the tested includes an analysis of re- 
depression years, coupled with cruiting needs and the labor mar- 
strong demands for high-type ket. 
young men 19 to 31 years of age by 
all industries,” Mr. Griffith ex- 
plained, “requires food chains to 
recruit aggressively to obtain their 
share of these young people. 
Executives of Safeway at the 


s The advertising and promotion 
effort will include use of school 
newspapers, school and community 
contacts and training of Safeway’s 
district and location managers in 


recruiting techniques. 


John R. Miller has been named | 
to succeed Robert E. Haig as circu- 
lation director of Hearst Maga-| 
zines, New York. Mr. Miller has| 
been associated with the company | 
since 1934 and has been general 
manager since 1945. Mr. Haig has 
resigned from Hearst, effective 
Sept. 1 and will announce his plans 
at that time. 


WEST 45th ST., NEW YORK 36,N.Y. PL7-0100 


_ Minneapolis—3100 Raleigh Ave. 
Atlanta—333 Candler Bidg. — 
Philadelphia—1420 Walnut S 


OFFICIAL FILMS, Inc. 
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Kleen King Ads Will 


Hearst Names John Miller | 


Offer Week’s Supply 


of Its Two Cleansers 


Los ANGELES, Aug. 17—The 
Kleen King Home Products Co. will 
kick off its first national advertis-* 
ing campaign this fall by offering 
a free week’s supply of Kleen King 
cleansers. 

The company will run color ads 
featuring a free offer coupon in 
Better Living, Everywoman’s Mag- 
azine, Family Circle and Western 
Family. The campaign also is being 
heavily promoted at the retailer 
level to help secure fullest possible 
distribution when the ads break. 

The two products made by the 
company are Kleen King stainless 
steel and copper cleanser and 
Kleen King aluminum cleanser. 
They were first marketed in Los 
Angeles. The company was found- 
ed in 1947 by David R. Erkel and 
David D. Dewey. 

Mottl & Siteman, Los Angeles, is 
the agency. 


Report By Leading 
National Advertisers 


First and Only Handbook 
Of Its Kind... $1 


ADVERTISING AGE wrote to 
leading national advertisers 
requesting photographs of | 
store pieces that have proved 
themselves to be notably | 
effective, together with a 
statement explaining how 
and why the displays came 
into being. 


% 


In this Handbook are re- 
produced 59 displays and 
comments of advertisers 
which the editorial board of 
ADVERTISING AGE believes 
will be of great interest to 
you. 


If you’re looking for fresh 
ideas for your own sales pro- 
motions in the store, you'll 
find this handbook most 
helpful. 


Mail This Coupon Now 


Money-Back Guarantee 


Se eee See SSS SSS SSS See ea s5 
Advertising Age 

200 E. Illinois St., Chicago 

Please send me copies of 
POINT OF SALE Report By 
Leading National Advertisers, 
at $1 each (10% off for 5 or 


more). I must be satisfied or 
my money back. 


My Name 
Company 


Street_ 
2 ae 
WORSE 


[] Payment enclosed 
C) Bill firm [) Bill me 
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at home or away 


Yankee Maid 


the brand with the BAND 


—— 


\ 


General Outdoor Adv Co 


AUGUST IS BEACHTIME—This is the sentiment of Feigenbaum & Wer- 


man, Philadelphia, which created this outdoor poster for its client, 


B. S. Pincus Co., maker of Yankee Maid franks. 


Dannenbaum Pio Greenfield 


BUSINESS AND PLEASURE—Alexander W. Dannenbaum Jr., commercial 
manager of WPTZ (tv), Philadelphia, proposes a toast to new client, 
Elmo Pio of Pio Wines. With them is Ernest William Greenfield, 
president of the agency bearing his name and buyer of the time for 
his client. The company bought “Judy Lee and the Weather” on a 
five-day-a-week basis for 26 weeks. 


ee ee 


Willoughby Wood Walsh 


FULLER SPREADS—Howard Willoughby, exec. v.p. of Sunset Magazine, 

and Parker Wood, v.p. of Brooke, Smith, French & Dorrance, San 

Francisco, watch as Jack Walsh, glass merchandising manager for 

W. F. Fuller & Co., okays advance proof of the four-color spread that 

will launch Fuller’s building products campaign in the September 

Sunset. This is the first magazine color campaign in the history of 
the glass division. 


_ PHOTO 

REVIEW 

OF THE 
WEEK 


we 


BEST AD—This ad, which ran only 
in Harper’s Bazaar, brought in 
more orders for swimsuits than 
any other this year, Catalina says. 
It also won the Advertising Assn. 


of the West “best ad” award. Foote, 


Cone & Belding is the agency. 
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coukl more 


they are dearly prised by those whe value health. 
This 19 Franco-Amencan 


Merely heat before sor cing 
Thasyy fer conta the quar! 
Al the Satie: sores 


Franco - 
American 
Soups 


after the recipes of 


formerly superintende nt of the polave 
of HM King George of Greese 


Nothing wdicate the meaning of “Franco-Amencan 
quality” than the fact chat in many homes these soups are served for breakfast. 

For then, above all times pechaps, “the light tmuch” is demanded—the 
Uelcacy, the wholesomenes, the mvitanan to the capnnous appease, which 
are che highest vests of the culinary expert.  Pranmo-Amencam artistry yields 
consamme and bouillon so clear that you can see to the boviom of the cup, a 
wholesome and delicious that many prefer them to cofire, sw nourshung thar 


Quality—pure, substanuat Food, touched by the 
wizard's wand of the Prench actioe into “ft food for the epourean pala.” 
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FINEST EXAMPLE—Mrs. Kay Laird, manager of Graphic Service Direct 

Mail Advertising Agency, Dayton, accepts the Mail Advertising 

Service Assn.’s President’s Award from Don Hacker, association 

president, at the association’s international convention in Los An- 

geles this month. Award was presented for “the finest example of 

direct mail,” created by Graphic Service for the Frigidaire division 
of General Motors Corp., Dayton. 


| SILVER 
gon 


Allesee Archambault McLaughlin 4 


TV RECORD—Dormeyer Corp. says it established a record when it i 

staged a nationwide closed-circuit telecast over 30 NBC stations to 

give distributors and dealers a peek at its new line of appliances 

power tools. Attending one of the first color telecasts were Jim 

Archambault, president of Dormeyer; Marvin Allesee, sales mana- 

ger; Jim McLaughlin, ad manager, and Sylvester L. (Pat) Weaver, 
NBC president. 


A good start for a good morning... 
SOUP FOR BREAKFAST! 


Who is the little hes cating aap for ager bey in many ways, Tobe those times vther important breakfast foods 


bresbfad! Couhd be almost anyone he aved to try shipping breekiant. Mrs. If there's a hoy, or « girl, mm your home 
your oa boy, ot the voungeter who lives Rettig disrovered that coaxing would} whe ose} very interested in breskfast 
pest deos. MH happens hetp. What war aceded was something you might try soup. Might be jest the 


OF pans that this i+ Tommy qack and sutritions —. interesting tow. textes ing of @ wew, healthy breakfast 


And that something was 


Rettig. “Jeff te all soup, blended habit! 

thore w ° wath milk fos extra goodness. 

cule” show Childere like soup. fe supplies 2 vari Brochtest soups thet we good te grow en: 

vier ety of thore allimportant protein and —. Se oles 
Altheagh Tommy mmunrral feeds and becanse scamething vearton« Beet eee 

Weads sm unueuails boxy “hot” stimulates cathy-morning appe a Suse of Gene 

life. he wets hike am sver- Lites, they som begin cating more of the Cecam ot hapa ages Katee Broth 


“J Once a day— 


FIRST VENTURE, LAST APPROACH—“The invitation to the 
capricious appetite” was one of the ways Franco- 
American Soups enlarged on its first soup for break- 
fast invitation in the newspaper ad at left, which ap- 
peared in the papers on March 9, 1916. The ad con- 
tinued: “Franco-American artistry yields consomme 
and bouillon so clear that you can see to the bottom 


_ Campbells Soups. 


of the cup, so wholesome and delicious that many 
prefer them to coffee, so nourishing that they are 
dearly prized by those who value health.” At right is 
a four-color page for Campbell’s, scheduled for the 
September issue of Parents’ Magazine. The ad fea- 
tures Tommy Rettig, child actor, and a down-to-earth 
approach on the subject of soup for breakfast. 


Sours = every day—-SOUP! 
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Campbell Soup 
Now Wooing the 
Breakfast Set 


(See picture on facing page) 


pected to be 5% or less of Camp- 
bell’s total budget. The small ex- 
penditure is not predicated on the 
belief that the promotion really 
won’t amount to much, or is just a 
gimmick, but rather on the theory 
that the food habits of the country 
can be changed better through a 
slow process of education than by 
a big, hard push. 


CAMDEN, N.J., Aug. 18—Flushed Modesto Produce Appoints 


with the apparent success of its 
“soup on the rocks” promotion, 


American Advertising Associ- 


Campbell Soup Co. next week un- ates, Modesto, Cal., has been 
leashes the second phase of its named to direct a national cam- 


long-range “off-beat” soup promo- 
tion program when it revives a 40- 
year old “soup for breakfast” cam- 
paign. 


paign for the Modesto Produce 
Packing Co., grower, packer and 
shipper of fresh fruit and vege- 
tables. The agency plans a cam- 


Focus of the new campaign will |P@i8" built around the company’s 


be a four-color page in the Septem- 
ber issue of Parents’ Magazine 
which the company considers more 
of an institutional ad than straight 
sell. Headlined, “A good start for a 
good morning,” the ad concentrates 
on the general values of having 
soup at breakfast time. 

This makes the third time since 
1915 that Campbell has attempted 
to get the consumer to soup it up at 
the breakfast table. First try was 
when the Franco-American Food 
Co., owned by Campbell, made a 
high-toned and moderate effort to 
interest the public in the idea of 
soup as a morning substitute for 
coffee. 

The reaction from coffee drink- 
ers was next to nothing, but the re- 
action from coffee manufacturers 
was somewhat more vociferous. 
The snooty appeal of that first ad 
(“The invitation to the capricious 
appetite,” it gushed) didn’t help the 
cause any, and the promotion was 
quietly shelved. 


® In 1922 Campbell decided to 
make a second stab at changing the 
country’s breakfast habits when it 
ran a small topline—almost part of 
the border design—across many of 
the ads it turned out that year and 
the year following. “The great 
breakfast food—good hot soup,” it 
said. 

The public did not respond, and 
once again soup for breakfast, in- 
stead of being digested into the 
morning menu, was swallowed up 
into obscurity. 

Last fall the breakfast soup 
gong started ringing again, accord- 
ing to Batten, Barton, Durstine & 
Osborn, agency for Campbell Soup. 
An article by Charlotte Montgom- 
ery, “Soup for Breakfast—Why 
Not?,” appeared in the November 
Better Homes & Gardens and was 
followed through with 4,500 re- 
prints to food and women’s editors. 
They relished the suggestion, and 
reams of publicity about soup for 
breakfast followed. 

Out of the flurry of thought and 
ialk stirred up by this, Campbell 
again tackled the idea, kicking off 
with a concentrated publicity bar- 
rage, sans any mention of Camp- 
bell, designed to bring about ac- 
ceptance of soup for breakfast by 
making it a familiar thought. 


® Earlier this year, soup for 
breakfast was mentioned on the 
Jan Clayton television commercials, 
more as a “message” than as a 
commercial, and produced what 
BBDO describes as a “flood of cor- 
respondence” from people who had 
been, it seems, quietly souping it 
up at breakfast time for years. 

The Parents’ Magazine ad is the 
next step in the campaign, which 
will apparently place equal, if not 
heavier, importance on publicity, 
as well as advertising. Generally, 
the idea is to get a barrage of pub- 
licity out of one off-beat ad. 

The off-beat ad angle is part of 
Campbell’s current thinking on how 
to expand the entire soup market. 
Plans are afoot for several other 
off-beat ideas suggesting uses for 
soup at new times, in new places 
and in new ways. 

Advertising appropriation for the 
entire off-beat promotion is ex- 


“Firmerized” method of growing} 
produce. Media will include na-!| 
tional trade newspapers and direct | 
mail. 


KTVW Appoints Rambo | 
William Rambo, formerly sales | 
manager of KOVR, San Francisco, | 
has been named Tacoma manager | 
of KTVW, Seattle-Tacoma televi- | 
sion station. Mr. Rambo at one time 
was national sales manager of| 
KLAC-TV, Los Angeles. 


‘Fortune’ Boosts Rates 

Fortune, New York, will increase 
its circulation base 6%—from 
250,000 to 265,000—with the issue 
of January, 1956. At the same’ 
time, b&w page rates will advance 
approximately 5%—to $3,670. 


| 


| 
| 


NATION'S LARGEST TRADE TERRITORY 


TWO Separate Newspapers ¢ 30° Line BUYS BOTH! 


MAKE WAY FOR EL PASO! 


The nation's 75th city in popula- 
tion, 1950 census. NOW 60th 
according to 1955 Sales Man- 
agement Estimates. 

Covered Exclusively by 


The £1 Paso Cimes 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


oe WE'VE GOT | 
« THE STARS! 


Pp Mit 
x a ' “Major League.” 
a STEVE NAGY 
4 ae DON CARTER 


JOE WILMAN 
BILL LILLARD 


ieegii BOWLING 


* Pb chmcoatiak 


: And we've got ‘em—vunder exclusive 
contract. The bowling champs of the . 


world, the group that comprises the 


BUZ FAZIO 
JOE KRISTOF 
¢ - ANDY VARIPAPA JOE NORRIS : 

» a4 NED DAY BILLY WELU i ; 
YA BUDDY BOMAR = ED _KOWALICS yg 

> sen mamanon | OAS Sa = ~ WALTER SCHWIMMER CO. 
STAN GIFFORD. 
CARMEN SALVINO 
CONNIE SCHWOEGLER 


Oy aie ate NK 


75 E. Wacker Drive, Chicago 1, lill., FRanklin 2-4392 
A New York Office: Howard Henkin, 16 E. 41st St., LExington 2-1791 


OTED BEST 


1955 SPORTS SERIES! 


“CHAMPIONSHIP BOWLING” is the TV sports 
champ! The TV industry voted it first, as the best, 
new, non-network series, in BILLBOARD'S Annual 
Program and Talent Poll. And no wonder! 
“CHAMPIONSHIP BOWLING” is now racking up 
ratings that can only be described as astonishing. 
Not even baseball, fights or pro football can 
compete. Sounds almost unbelievable, but it’s true! 


” WKJG-TV Ft. Wayne, Ind.—5:30 Sat. aft. 40.4 | 
WHAMG-TV Rochester, N.Y.—2:30 Sat. aft. 30.0 
WDAF-TV Kansas City, Mo.—1:00 Sun. aft. 18.0 
WKRC-TV Cincinnati, Ohio—1:00 Sun. aft. 22.4 


52 HOUR FILMS NOW IN THE CAN 


It's a one-hour film show (shot specifically for Television) 
featuring match elimination games between champions of 
the bowling world for major cash awards. No sports film 
can equal this one for excitement and suspense. Here's a 
show that will build a big rating overnight in any time slot 
regardless of competition—even the best feature films. 


For descriptive brochure, prices, and 
audition film, write, wire or phone 


Hollywood Office: Tom Corradine, 5746 Sunset Blvd., HOllywood 2-4448 
Canada, Spence Caldwell, 447 Jarvis, Toronto, WAlnut 2-2103 
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Lang Pictures Complete 
Admirer’s Album 

To the Editor: In the past I have 
carped at AA, but AA seems to 
get better, all the time, notwith- 
standing. 

That July 11 piece on Chester H. 
Lang—superb! The candid photo 
shots are wonderful; this technique 
certainly does make these inter- 
views. 

I once received a letter from 
Mr. Lang—short and simple proof 
of his great public relations ability. 

Thanks for giving me a photo 
album to go with this prized pos- 
session. 

HOWARD STIVERS, 

Stivers Studio, San Francisco. 


Burnett Employes Reply 


To The Editor: In last week’s 
article on our agency and our boss, 
Mr. Burnett, you wrote: “...his 
single minded devotion to adver- 
tising which has caused him to be 
accused of running a ‘creative 
sweat shop’ and for having no re- 


A 
HEY, LEO! 


HAPPY 207 ANNIVERSARY! 


( This is another ad we didn't put in the paper ) 


Today the agra) you stared velehretes us JMb anny 

vereary 

Bret thnte owe | for Une agrees 6 few yom Neat eee outer som re 

(me Noes Foae eee 
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yee bring out mere af the beet in people naw 
they oes Rime Chey bene 


Foe wee | eee 6 poh thet + gamed cremagh oven, 
Lrenagh the chee Rae apprived 


man and ome of the miceet hema hewmge ee eres Bae 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


agency higher-up. 

This may sound harsh, but un- 
fortunately it’s true. No wonder 
the film companies gripe about 
agency people and pass on the 
additional costs to the advertiser. 
And what does he think? A spon- 
sor once remarked to me that he 
was paying for advertising—not a 
training school. Them’s words that 
could pull accounts right out of 
agencies. 

What’s the remedy? As you have 
indicated: organization with a top- 
flight film producer on the agency 
staff. He should work closely with 
the creative group—or task force 
—from concept to finished prints. 
He would sit down with film com- 
pany personnel and thrash out re- 
quirements in production meet- 
ings scheduled at the right time. 
Finally, he would have full au- 
thority on decisions during actual 
shooting. Everyone concerned 
would learn what can and cannot 
be done on film, and not expect 
the impossible delivered yesterday. 

Some agencies have already 
fortified their position with a film 
director. More good people with 
film or tv backgound are turning 
up eager to get into agencies where 
their contribution can increase 
quality, efficiency and cut costs. 

For—let’s face it—the ad agen- 
cies are now in show business. 
For that matter, so are the spon- 
sors. An advertiser would do well 
to annex someone with film back- 
ground to have around the prem- 
ises. As it is, he must interpret 
story-boards, decode lingo, weigh 
costs he recks not of—and then 
decide if this here commercial is 
the golden galleon which will 
bring in the loot. With the sales 
department on his right, merchan- 
dising on his left, the legal depart- 
ment at his back and the darn 
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gard for any employe’s private 
life.” In answer to those accusers 
we submit the following tear sheet. 

DAVE SEIDEL 

ALVA SYKES 

CHARLENE KYLE 

KirK M. Dopce 

Leo Burnett Co., Chicago. 


Agrees on Experience 
Required in TV Production 

To the Editor: “Give tv pro- 
duction the benefit of experienced 
help.” Man—the Eye and Ear Man 
—said it (AA, Aug. 8). And it 
should be repeated until all the 
ad agencies send pros who know 
the score to supervise production 
of their tv commercials. Costs are 
soaring. The added expense of 
fumbles and second-guessing is 
being absorbed some place. And 
we know where. 

Not all, but many, agencies still 
assign green men to their filming 
sessions—copywriters who don’t 
know a Di-Du from a Gobo; ac- 
count executives tangling in a 
world of wires; or young ambitious 
guys who’ve “come up” in the 
agency and have had no exper- 
ience in casting, action, film angles 
etc. Many halt proceedings to 
discuss with the director or camera 
man—while a paid crew idles— 
or get defensive when what looked 
good on the story-board doesn’t 
seem to fly. And do they have the 
authority to decide the problems 
which pop up on every film shoot- 
ing? My, no. They escape to a 


_| budget a rock on his head he must 


decide. No wonder client accept- 
‘ance is sometimes slow in forth- 
| coming. 

Dearie me—but that’s another 
Another angle on the 
whole involved, beautiful business 


== of wooing the tv public with 


attractive commercials in a minute 
or 30 seconds. 


DoROTHY FRANCIS, 
TV Consultant, New York. 


Color TV Set Entertains 
Chicago Agency Visitors 

To the Editor: Maybe we are 
the first agency in Chicago to in- 
stall a color television set—maybe 
we’re not. But what might be 
newsworthy to you is the fact that 
we have installed this 21” RCA 
color set in our reception room so 
that media representatives and 
other people who call on us will 
have an opportunity to get ac- 
quainted with color. Many of us, 
as you probably know, have never 
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seen a color broadcast. 

CHARLES PUMPIAN, 
Vice-President in Charge of 
Media, Henri, Hurst & Mc- 
Donald Inc., Chicago. 


+ * . 
Volunteer Photogs Could 
Use Help for Good Cause 


To the Editor: Since advertising 
makes much use of the camera, 
perhaps advertising may be inter- 
ested in knowing that the camera, 
in addition to its other functions, 
also serves as a means of rehabil- 
itation—having helped many thou- 
sands of war-wounded soldiers 
and handicapped civilians gain a 
new and more hopeful outlook on 
life. 

Rehabilitation through photog- 
raphy is the purpose of Volunteer 


Service Photographers Inc., a fully 
approved organization. Over 200 
unpaid amateur and professional 
photographers, working in 
hospitals in eight states and the 
British West Indies, give several 
hours each week to teach photog- 
raphy and photo-oil coloring to 
the war-wounded, to handicapped 
adult civilians, and polio-stricken 
children. 

With the exception of bare mini- 
mum administrative expenses, 
every dollar donated to the VSP 
is used to buy photo equipment, 
as prizes for picture contests, 
field trips, and to further the pro- 
grams of the organization. 
advertising would care to help the 
good cause along—say, in the form 
of a tax-deductible contribution— 
address Volunteer Service Photog- 
raphers Inc, 292 Madison Ave., 
New York 17, N. Y. 

MILTON M. HERMANSON, 
Sterling Advertising Agency, 
Inc., New York. 
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Agency Flattered by 
Attention to Canon Ad 


To the Editor: An advertising 
agency always enjoys knowing 
when one of its ads attracts un- 
usual attention, particularly when 
it was the brainchild of the com- 
bined talents of its creative staff. 
And when a similar ad is produced 
by other agencies for directly com- 
petitive products, that’s the best 
compliment yet! 

Enclosed is our ad on the Canon 
System of Photography, which we 
ran for our client, Canon Camera 
Co., in the 1954 and 1955 annuals 
of photo-fan publications. The 
copy and layout were the result of 
planning within our agency more 
than a year and a half ago. En- 
closed also are competitive ads 
from recent photographic maga- 
zines (Voigtlander ad, Amateur 
Photographer, May 4, 1955; East- 
man Kodak ad, U.S. Camera, July, 
1955), probably coincidentally 
based on our original theme. 

We are very flattered indeed! 

RutH Rose, 
New York. 
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COINCIDENCE—In the center is a Canon Camera ad which appeared in 

1954 and 1955 annuals of photo-fan publications. The Voigtlander 

ad at left appeared in Amateur Photographer of May 4, and the 
Kodak page, in the July issue of U. S. Camera. 
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Shows ‘Life’ and Fair Trader 
in Different Positions 

To The Editor: The July 25 Ap- 
VERTISING AGE carried editorial 
comment about Toastmaster’s cut- 
price sales of Life magazine at the 
housewares show. Your editorial 
makes the point that Life owns its 
magazine, even on the newsstand, 
since it employs consignment sell- 
ing, and that its rights and privi- 
leges in respect to the sale of the 
magazine at the newsstand differ 
from the rights and privileges of 


those who sell to retailers on a | : 
nonconsignment basis. The pur-| @ 
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her Fashion Belt!” Why? 
The only-er-men I can think 
of who would snatch a woman’s 


“fashion” belt and run off with 
it are (1) perverts with a belt 
fetish; (2) those who practice 


flagellation; (3) homosexuals. Per- 
haps this culprit has given good 
cause for being wanted by the FBI. 

This ad is, of course, only one 


pose of this letter is to discuss the | Wy 


distinction between the economic 


position of Life and a fair-trading | # 


manufacturer... 

A §fair-trading manufacturer 
does transfer title to the physical 
property when he sells to a whole- 
saler, but he does not sell his 
brand name. Price wars, loss-lead- 
er selling, and even price differ- 
entials tend inexorably to injure 
the good will symbolized by the 
manufacturer’s trademark and 
brand name. The fair-trading man- 
ufacturer does not sell any interest 
in his good will and brand name 
when he sells the commodity to a 
wholesaler. Such was the holding 


gram-Distillers Corp. vs. Old 
Dearborn Co. case which arose in 
Illinois in 1936. The Supreme 
Court pointed out that the manu- 
facturer did not part with his 
'good will or brand name when he 
‘sold his product, and that resale 
price maintenance by way of fair 


If. 


trade was an appropriate means 
for protecting and enhancing the 
‘value of the manufacturer’s good- 
|will, symbolized by his brand 
name... 

You stated in your editorial: 
“No one argued about the right of 
any producer to control the price 
of merchandise he owned.” If by 
this you mean that resale price 
maintenance should be limited to 
those wealthy corporations which 
can afford the consignment-agen- 
cy method of selling, to those large 
corporations which are vertically 
integrated, and to those who are 
fortunate enough to own patents, 
we respectfully disagree. All pro- 
ducers of brand-named merchan- 
dise should be able to select and 
protect their own preferred system 
of distribution. 

Copies of Life magazine that are 
not sold at the end of the week are 
largely unsalable, which in turn 
leads to the policy of accepting re- 
turns on unsold copies. Many fair- 
traded products, such as electric 
appliances, are not perishable; that 
is to say that there is no necessity 
for return, for, if the merchandise 
is not sold this week, it may be 
sold next week. What practical 
difference does it make whether 
the retailer pays for the item be- 
fore he sells it rather than after 
he sells it? Yet, basically, this is 
all the consignment method of dis- 
tribution involves. 

Many fair-traders have the same 
“return merchandise” policy as 
does Life magazine; if the retailer 
wishes to discontinue selling the 
commodity, the manufacturer will 
buy it back from the retailer at 
the invoice price. The fair-trade 
laws of many states require that 
the retailer give the manufactur- 
er this opportunity to buy back 
prior to conducting a close-out 
sale. In addition, there are some 
manufacturers who enforce their 
fair trade programs by buying up 
the complete stock of any discount- 
er who cuts the price of his mer- 
chandise—provided the discounter 
is willing to sell. In this event of 
course the discounter makes a 
profit. 

JNO. W. ANDERSON, 
President, American Fair 
Trade Council Inc., Gary, Ind. 


Cites a ‘Back-Fire’ Ad 


To the Editor: “I only wanted 


CALLING ALL GURL: 
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FASHION BELT!” 
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of the Supreme Court in the Sea-| = 


of the pointless, non sequitur- 
type aiming at the reader’s atten- 
tion at all cost. But it is a flagrant 
example of the back-fire ad. 

Incidentally, I hope The Cre- 
ative Man or some one points 
out to the writer who said, 
“What’s creative about the Cre- 
ative Man’s Corner?” It is not 
The Creative Man who is supposed 
to be creative, but rather, that 
the column of for the creative man 
—i.e—of more interest to those 
of us who are in the creative end, 
as opposed to the merchandising 
or retail fields. Of course it is 
easier to criticize than to create. 
But where would we be without 
criticism? 

At first I thought the writer 
of that letter was joking, but on 
re-reading it, I’m convinced he 
was the perpetrator of one of the 
ads The Creative Man took a shot 
at. 

ELIZABETH M. MARTIN, 
Brooklyn, N. Y. 


Colorful Words Qualitied 
To the Editor: Re the Creative 
Man’s Corner of July 25, we also 
like a fresh and colorful use of 
words. ..if they aren’t too “tought.” 
W. F. SMITHANA, 
Advertising and Sales Promo- 
tion, Massey-Harris Division, 
Massey-Harris-Ferguson Inc., 
Racine, Wis. 


Solves Coffee Break Problem 


To The Editor: We were quite 
intrigued by the “doings” of Gladys 
the beautiful receptionist, and her 
friend in your issue of Aug. 1. 

We have known for some time 
that at coffee break time (twice a 
day), desks, offices and reception 
rooms take on a very deserted 
look. In fact, we like to call it the 
era of the “Vanishing American.” 
That’s why we introduced our Hot 
’n Cold Water Cooler, which sup- 
plies hot water for instant coffee, 
soup or chocolate, and brings the 
“Vanishing American” back to his 
desk . . . complete with coffee cup. 

It’s quite a coincidence, but we 
also suspected that maybe coffee 
breaks weren’t the only thing 
plaguing the office manager. We 
were right. 

Man, you’ve got a “water-break” 
problem! 


T. J. SPENCE, 
Advertising Manager, The Eb- 
co Mfg. Co., Columbus, O. 


Yo ee a. ae A ory Wes ae x 


Bend ae ES 2S A EN a Sas 


saiek We 


: Ah A Bas nd Met ~ vs ft eee : <2 er aed Pi! 5 Coe g es y ee a 8 iy * Le a read Wi, eee aoe S, Air afi “fs 7 man ae a ges Sf ee * soar x ~ —~ * af te . é as Sel fe 2 ' = 
onde. Pe < : l / F b pad . — ~ 
| — 
. ee ie 
: 2 7 x 
’ i ye : 
| | 
| 
' 
: ; ee 
| | | 
ee ee ae res 
| ee | ha. 5 aa ee [a © WANTES © 
a Se $ : ‘ Ce ee 
: a 
: =) ESSER 
; : : 2 2 
? 2 & . . ies 
4 I only . je weld 
pS wanted Bs cam a 
. her e 
- x re ig 
| ee 
Ee 7 
Atos 
| 5 4 
Ly — ee ' 
2, Sam 108 WOR & ete Se Sere meee poe satis —_x— ihe : 
Se ea ee NT RE. ae. - 
| Eee. es cee a ed rs 
Si ee fe or eae moe u 
Me So 
Pamon BE OO 516 Hehe Ree the tet Oe wT 4 “3 
ay 
| = 
/ F 
ae 
7 ! j 
i 
ok 
pe ee 
ro | a 
P| igi 
P| ae 
you make Ht fun te work with you fight wich { a 
ean ah te : 
(ree aren | tam tag te ht (hromgh © © astetenber ' 
ter an cenptoyer's test commutation tithe: ; » 
yoo Gide) bee! owt the are recepteonim othe P 7 
ee 7 & 
te chert bereuse you re Lew Burnet thy beet atvertiqmg 
es 
Leo Burnet ™ tt Company, Inc. 4 
ES ae a_i _—s—_—saci|f 
Pe SS ae ee ee ee ee ee SS -* 
ae 
<= - - . j — 
Sy 5 : <=. ; Pte . ( oe 
a 5 S His 2 es 
ee a ae < 
Pe | 7 e . 
| | Po E 
| | “ae 
: Wy 
| . 
ae es 
| ‘ ee 
{ i 
> & . ; 
i 
| > * . z 
, | 
| — & 
"ae ‘ —- % a 
Ra "} SYSEM OF Oh fire 3s . -" 
i a a +O ore : 
~ SO! aw 2 , 
ae te = - 
a Pop A rr 
- ss FRE 4 
| 4 » ‘GE? c €& es 
| ao SS | 
: mg ; f 
=) * ow" e@* | 
aTinmee ey  eomnapnenah os ~ . ; . 
3 * me ehaty 
f ; - Sr 
| —<_ - ee ee 
‘ — | ssid CRY, ete so « 
| | 
| } | 
+ © - | | 
‘ - a 
‘ ‘ ‘ ' z 4 oie: 
; Uh ae oe Aa TE eo Sees iD RN Sade Ae : betcha’ rant? EBT it ray Mi Aa Nee, Ls a Sled als a ae gi a pas pS Sees Fes uses eg ae et; hee. Ley Oats eH : “Ag ELE ES eA Pan ru = Sent ga getend” eRe ¥ a ya ‘ i ei, aioe 
TAS Sues Gener Bee eae eggs Bie eg eee i te pra aD ee git ten ee » 2c Bah ee sagt Mer ing.. eh BON aa Pik ne MS ae eS es a is ok a Ee a Trae ee a Ee ot ee pene ee Wns Se aaa nt ee Ce te ger ee eee eo ise re eh oe ee ae SLA NTs ile a 1 eee - ee ES ee 
J mE ee ee PERE RNS ee ag Ta Renee thee So Sete ee Feeeg eens ok Pt tb nr Hee Say lee cate ae sage Pet inp Oe AE Pe ap tig | nen Soa Mie RE NS Pel oe gs Te kD Petey pace Py gS eS i ee Tan tea ey eeted a Ede a Siege TY fe 
+ SS ete Coens ars, “abt lane Seat, ps mie. & Te Oia bo dese ca Rog pay Fey, on iia ab Ret as DP ey SPE Mle es mS Pe etinea Pie ore Po aS oo ee Ce Sie wa Sel a ae ae eae ba MRCS 7 ene a peed he Sa iar) aie Pao? Higee Se 5 oes X pers. ape o 
RIES gees ee GP take ene ay od) parr eee, Pont WE Co io A TS kt ats eh AW OOS es ae RE Fo A bah BS > ete ene Re er opera. aie at: POO Se rte se 
ER PN LORE wie ao ee a3 eee e yc, ff ee: Dk ES BS PENA) Cerner a A fortis FR he ee TE ee 20 te eM A SN Tak a phe tea tees paiem ipeg tk: 8 ig Mie cad iow Meester? | Ges 
PES 3 FS Wag eee Oe ee SS eee enw sr ae ee ae tet ge rae ee hl e Chy e VR ns ite ee We ak 8S ee) a eae Tee gre i tee PP oe ee mS Saag See Pere ones He ig Theat Gf Rg ede pa A RA Ce Eee a G ee Re 
CSP LE SMR a Sle RUS Mar EP me CA BRS OME CA P< RT As A i a OS SENS TAME, IIR, ca Te OT «Oe AR SS ONE Bd CARED CP deal REE Sd SS SE ga, Foe aD a eR RO) OT 4 
Orr CRE Mh on ER Ree eS a ee MS RN ema ee EN™ Bere oe TI mh Va Ae EA ON Sts pe ng ME hy ih eg Os Sa tle ee tay Rut a ERA BA Ree OE ee RG Be SEN i 1) ae en eo eee Ty ny a, ode as Poe 


B's 2, 
—_— 
di 


Advertising Age, August 22, 1955 


National Nielsen Ratings of Top TV Shows | 


Two Weeks Ending July 23, 1955 
All figures copyright by A. C. Nielsen Co. 


TOTAL HOMES REACHED > 

Homes 
Rank Program (000) 
1 $64,000 Question (Revlon, CBS) .......cccccccccccccecsscsssssesseeeeserseceeseeseeeees 13,423 
2 Toast of the Town (Lincoln-Mercury Dealers, CBS) ..............0..cccccceceee 9,967 
3 Disneyland (American Motors, American Dairy, Derby Foods, ABC) .. 9,370 
4 eps Pematenr Gime, Gating PORE) oa sicisciccccisascchscesscesssscesccceccocccsocssenesboechs 9,106 
5 ST SN I iss essctgmnnlendsannsondpsocneepsencescoonnndeaiaianse 9,051 
6 i've Got A Secret (R. J. Reynolds Co., CBS) ..........ccccccsccsscsccccscccsssceces 8,633 
7 Sa = NU a ade as Hadad agbnndowekbiabehadcoscovobeenvoss 8,535 
8 IO UNIT ao. 1s hs asbcoceesbonbonseaoniccll 8,442 
9 Undercurrent (Brown & Williamson, CBS) ..........cccccccccccccscessceeeseceeseees 8,317 
10 Robert Montgomery Presents (Warner-Lambert Co., NBC) ................ 8,281 

PROGRAM POPULARITY* 

Homes 
Rank Program (%) 
1 Se MI ee iodo ocsccesccvvccnccsaieccesensbocooneeve 41.1 
2 Toast of the Town (Lincoln-Mercury Dealers, CBS) 2..................0:ccccccceee 30.5 
3 CE IEEE WOME) | Seaindcesactbocnsctlnntnsscitnibatsncsacessovidabeccadeccssdesbapebts 29.9 
4 Cae UU ry I iio saicasicttieninnessonipiaduliceus 29.0 
5 Disneyland (American Motors, American Dairy, Derby Foods, ABC) .... 28.3 
6 ‘ve Get A Seeret (BR. J. Reymelds Co., CBE) c.ccccossesscscscscscssesccccnsesssssves 26.4 
7 Spotlight Playhouse (S. C. Johnson & Son, CBS) o.......ccccccccceseeneeeees 26.2 
8 re etree, FOIE)... ccccssncsscnscticsitevcscnivetusaatataictinientsnsseiccebdanen 25.7 
9 Pee Tas re i ee cheer a iccrendsteccencisdet einai ainhiccniaiie 25.7 
10 Robert Montgomery Presents (Warner-Lambert Co., NBC) .............000 25.7 


* Percentage of homes reached in area where program was telecast. 


Ben Frazer Is Manager 
of Medical Society Group 

Ben Frazer, formerly manager of 
the production department of the 
County Medical Society Magazine 
Group, Phoenix, has been named 
manager of the organization. 

County Medical, a cooperative 
advertising representative for 
county medical society bulletins, 
recently initiated an editorial serv- 
ice for member publications, in- 
cluding a listing of upcoming direct 
mail promotions for doctors. 


Brewery to Televise Colt Games 

National Brewing Co., Baltimore, 
has acquired the radio and tv 
rights for the 1955 schedule of the 
Baltimore Colts in the National 
Football League. Marcus Smith, 
National’s advertising director, said 
the televised games are open for 
co-sponsorship. National has spon- 


sored Baltimore Oriole baseball 
games over television and radio 
for the past few seasons. 


Don R. Frifield Appointed 

Don R. Frifield has been ap- 
pointed assistant secretary of the 
Wood Office Furniture Institute, 
Washington. Mr. Frifield, who for- 
merly was promotion manager for 
the National Assn. of Radio & Tele- 
vision Broadcasters, fills a vacancy 
created by the promotion of Rob- 
ert A. Spelman to executive sec- 
retary. 


McQuilkin Joins Fir Assn. 
Duane G. McQuilkin has been 
appointed to the merchandising 
department of the Douglas Fir 
Plywood Assn., Tacoma. He for- 
merly was merchandising and ad- 
vertising director of Anderson 
Lumber Co., Ogden, Utah. 
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Qualify the cir- 
culation of the 
publications you 
advertise in the 
same way your sales- 
men qualify the men 
they'll call on- by their 
ability to buy. 5 
National Petroleum News’ ™ 


all- paid circulation beats all aa 
others in that all-important qualifi- 


iwet role 


cation test for selling oil marketing equipment and TBA. 

NPN’s subscribers are the nation’s biggest buyers of oil marketing 
equipment and TBA: the oil marketing management men (in both 
major and independent companies) who build, maintain and operate 
all oil marketing facilities; buy trucks, pumps, tanks, compressors, 
lubrication equipment, service tools, cash registers, accounting ma- 
chines and systems, lifts, hose, lighting, meters, any and all types of 
equipment used to build, maintain and operate bulk storage plants 
and service stations; own the pumps, storage tanks, compressors, 
etc., used by most gasoline retailers; direct the marketing of tires, 
batteries, accessories and other consumer items sold through oil 


marketing channels. 


ational 


ews 


THE McGRAW-HILL MAGAZINE OF Oil MARKETING 


etroleum © 


NPN Factbook published as a 13th issue in May 
330 West 42nd Street, New York 36, N. Y. LOngacre 4-3000 


Established 1909 + Published monthly 
All-paid, audited circulation 


‘sponsor a newspaper advertising| 
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*"McCall's’ Will Sponsor | Smillie Joins Krupnick 

Supermarket Ad Contest Ronald P. Smillie has joined | 
McCall’s and the super Market | Krupnick & Associates, St. Louis, 

Institute, both of Now York, will| as an account executive. He for-| 


imerly was a sales executive with 
Majestic Mfg. Co., Huntington, 
‘Ind., and exec. v.p. of Piatt & 
Smillie Chemicals Inc., St. Louis. 


competition for an estimated 2, 500 | 
supermarkets throughout the coun-| 
try. Fifteen awards will be made, | 
five each in three volume cate-| 
gories. | 

Awards will be made for com-| 
munity service, customer relations, | 
agriculture service, effective store | 
selling of national brands and ef- | 
fective use of manufacturer’s pro- | 
motions. Closing date for entries! 
will be Sept. 17. 


‘Better Living’ Adds 
Six Distributors 

Six new distributors will start 
carrying Better Living in October. 
They are R. M. B. Market Basket, | 
San Diego; Bardy Farms Super | 
Market, Union, N. J.; Gross Ab- 
bott Co., White River Junction, Vt.; 
Food Center, Malvern, Ark.; Roun-| 
dy’s Markets, Columbus Junction, | 
Ia., and Serv-All Inc., McKees- | 
port, Pa. 


“| Once Thought 
Seattle Newspapers 

Were Read All Over 

a Western Washington’ 


... says J. M. Hall, 
District Manager, Seattle, 
WHITE KING SOAP COMPANY 


“Before I came to the Puget Sound 
area, I considered Seattle and 
Tacoma as one trading area and 
assumed that promotions out of 
Seattle would influence buying all 
over Western Washington.” Mr. 
Hall continues, “I soon learned, 
however, that the Tacoma market, 
so important to our company, 
needs localized advertising. And 
for that reason I always insist that 
White King Products be adv ertised 
in the Tacoma News Tribune as 
well as in Seattle papers.” 


63.5% 
of Washington State’s 
a GENERAL 
Bemmexen, MERCHANDISE SALES 


in these two 
important markets 
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Represented nationally by Sewyer, Ferauton, Walker Company 
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in APPLETON, Wisconsin 


177,601 Want Ads published in 1954 by the 
Appleton Post-Crescent, largest number in his- 
tory. With a 10-year increase of 266% the Post- 
Crescent leads all Wisconsin six-day newspapers 
in Classified Advertising volume. 


In BATON ROUGE, Louisiana 


In this booming place things change fast—daily 
much property, myriad items are bought and 


sold, jobs or personnel located. Classified in ~ 


State-Times & Morning Advocate looms para- 
mount in linking buyers and sellers. 


In BECKLEY, West Virginia 


The quick response to Classified advertisements 
in the Beckley Post-Herald and Raleigh Regis- 
ter (placed by regular readers and regular ad- 
vertisers) accounts for the steady increase in 
linage and dollars during the past five years. 


In CHARLESTON, West Virginia 


The Charleston Gazette, The State Newspaper, 
in West Virginia’s biggest metropolitan market 
(146,000) , averaged better than 1,142 classifieds 
a day in ’54—417,029 year’s total. Gazette clas- 
sifieds produce quick sales at low cost. 


In CHICAGO, Illinois 


The Chicago Daily News classified department 
consistently gets comments like these from ad- 
vertisers, large and small: “Sold nine homes”, 
“Tremendous results”, “Pulling power unequal- 
led.” Chicago’s home newspaper reaches people 
ready and able to buy. 


In CINCINNATI, Ohio 


The Cincinnati Enquirer averages about 700,000 
lines of classified per month . .. more than two 
lines each month for every adult in the City 
Zone (where, incidentally, The Enquirer leads 
in classified as well as circulation). 


In COLORADO SPRINGS, Colorado 


They learn young! Miss Donna Murray, age 11, 
spent a profitable summer in the baby-sitting 
business. Investment: 60 cents for an early June 
“business announcement” in the want ads of 
The Free Press. 


In DALLAS, Texas 


Classified advertising pages of The Dallas Morn- 
ing News are the “people’s market.” In first six 
months of 1955 The News published 517,034 ads, 
an average of more than 11 pages a day. 


In DETROIT, Michigan 


Detroit Free Press classified linage increased a 
record-making 35% January-June 1955. Rea- 
son: Results—brought about by Free Press 
pulling power and special promotions like yes- 
terday’s novel “Homes Near Schools” classified 
real estate advertising feature. 


In ELGIN, Illinois 


239,729 Want Ad users can’t be wrong! The 
Elgin Daily Courier-News, “A Good Neighbor 
and Friendly Servant Since 1874”, published 
this total of result-proven classified ads last year 
to serve, dependably, the Elginarea economy. 


In FORT SMITH, Arkansas 


The Southwest-Times Record published over 
1,800,000 lines of classified advertising during 
the first six months of 1955—a 42.3% increase 
above 1954. Sample reason: $3 reader adver- 
tisement brought $4,000 to small Ft. Smith ap- 
pliance dealer. 


in GRAND FORKS, North Dakota 


When Mrs. LaVerne Johnson placed a three- 
line “Houses for Sale” Want Ad in the Herald, 
she little expected to be aroused at 7:30 Sunday 
morning by an eager caller (who bought) or 
by 30 other callers before noon. 


In GRAND JUNCTION, Colorado 


From disclaiming a husband’s debts to “For 
trade, golf clubs for baby carriage” Grand Junc- 
tion Sentinel classified advertisements have re- 
flected the joy and heartaches of western Colo- 
rado readers for 62 years. 


In GREENSBORO, North Carolina 


There’s only one medium that gets results for 
classified advertisers in the Growing Greens- 
boro Market . . . It’s the Greensboro News and 
Record Want Ad pages—with hard-hitting, 
home-run performance every day of the year! 


In HAMMOND, Indiana 


Will Hammond Times Want Ads work for you? 
Indeed they will! Ask the man that sold his 
$8,000 home from a 90¢ ad, or the man that re- 
ceived 22 calls regarding the sale of his boat. 
Truly the Miracle Market-place. 


In HARTFORD, Connecticut 


Hartford Courant classified ads in 1954 were 
used by residents in 163 of Connecticut’s 169 
towns. Ads were also received from 534 towns 
in 35 of the 48 states. You can’t cover Connecti- 
cut without The Courant. 


In HUNTINGTON, West Virginia 


The Advertiser and The Herald-Dispatch clas- 
sified ads have variety, have readership, but 
best of all bring Results. They sell coal mine 
machinery—even return lost parakeets! Classi- 
fied ads are the greatest market place in Hunt- 
ington. 


In LANCASTER, Pennsylvania 


Over four-million lines of want-ads in the Lan- 
caster New Era-Intelligencer Journal-Sunday 
News tell the annual story of the requirements 
of a quarter million people, their needs and 
wants for everyday living. 


In LONG BEACH, California 


The Independent, Press Telegram consistently 
rank high among the first 50 newspapers in the 
nation in classified advertising linage. 1,476,712 
classified ads were carried last year—83,932 
more than in 1953. 


In LOWELL, Massachusetts 


Thousands of subscribers who read and use 
Lowell Sun Want Ads return for more of the 
rich returns on their investments. Proof is con- 
tained in a string of monthly linage gains, 10 
years long, without a single loss. 


In LUBBOCK, Texas 


Lest you forget . . . ask the man on the street, 
the woman in the home, “Where would you ad- 
vertise if you had something to sell?” The an- 
swer would invariably be “The Avalanche- 
Journal, of course!” Go and do likewise—and 
sell Lubbock! 


In LYNN, Massachusetts 


The Lynn Daily Evening Item carries a page 

and a half of classified advertising daily, every 

ad assured of high readership and fast results 

= The Item’s concentrated, thrift-minded mar- 
et. 


In MEMPHIS, Tennessee 


Yes ... and we'll get results. Last year 359,712 

times this request was complied with by The 

Commercial Appeal and Memphis Press-Scimi- 

tar. In combination, these newspapers place 

‘ond classified messages in 341,683 Mid-South 
omes. 


In MINNEAPOLIS, Minnesota 


Not just dog losers and used high-chair sellers, 
but 2,000 commercial contract advertisers are 
right now pushing the Star and Tribune’s classi- 
fied section to its 10th consecutive million-ad, 
10-million-line, big business year. 


In MUNCIE, Indiana 


4,612,233 lines in 1954 and 10.8% gain first half 
of 1955, the classified columns of The Muncie 
Star and Muncie Evening Press are indeed east- 
ern Indiana’s market place for buying, selling, 
hiring, renting and trading. 


In NEW ORLEANS, Louisiana 


About seven pages of Classifieds each week-day 
—a big section on Sunday. And they’re in The 
Times-Picayune New Orleans States for one 
reason—advertising results! Everything from a 
tuxedo sold to a large building contract landed. 


In OGDEN, Utah 


170,712 classified ads in Ogden Standard Ex- 
aminer (1954) produced great results like this 
—trealty company ran ad on $28,000 home; fam- 
ily in New Jersey, planning on reurning to 
Ogden, read ad and phoned offer to buy! 


‘Will you | 
this ad § 


oe 


In PASSAIC-CLIFTON, New Jersey 


A quarter-million classified ads a year placed 

by local people in the Want Ad pages of The 

Herald-News is added proof that Herald-News 

= know where to look when they want to 
uy. 


In PEORIA, Illinois 


TWA’s Time Pay Plan daily advertisement, one 
of 1100 (daily average) Peoria Journal Star 
Want Ads, “sold transportation to New York, 
Boston, Washington, L. A. and even to Euro- 
pean cities,” wrote TWA’s district sales manager 
in unsolicited letter. 
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In PHOENIX, Arizona 


The Phoenix Republic and Gazette carried 
727,161 individual classified ads in 1954, regis- 
tered 7.1 per cent gain in first quarter of 1955— 
what better proof that advertising in The 
Phoenix Republic and Gazette gets lightning 
action! 


In PONTIAC, Michigan 


The Pontiac Press carries five pages of classi- 
fied advertising daily, over 3,561,000 lines an- 
nually. Sales results for many thousands of in- 
dividual users have helped build this to one of 
the largest 6-day volumes in Michigan. 
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in PORT ARTHUR, Texas 


News Want Ads bring testimonials like: “Sold 
mower first day”—‘‘Want Ads always rent our 
vacancies in a hurry!”—‘We couldn’t have got- 
ten better results!” Yes, results are the result 
with News Want Ads! and everywhere in the 
News. 


In PROVIDENCE, Rhode Island 


In Rhode Island, classified ad customers get 
their story into more than 190,000 Journal-Bul- 
letin homes for as little as $1. And they report 
results: “We sold the house to one of the first 
callers.” 
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In RALEIGH, North Carolina 


The News and Observer scored 18% gain in 
classified ads first six months 1955 over 1954. 
Now, advertisers reach ALL the big Raleigh 
Market with Raleigh News and Observer- 
Raleigh Times. M & E—137,586, E & S—147,632. 


In ROANOKE, Virginia 


Classified lineage was up 25% through July in 
The Roanoke Times and The Roanoke World- 
News. Advertisers say results are greater than 
ever! In 1954, the two papers published 3,976,062 
lines—440,393 ads. 
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In ROCHESTER, New York 


The Democrat and Chronicle publishes a mil- 
lion Want Ads a year—all uniform in style—for 
individuals and businessmen who know the 
power of Want Ads to sell, rent, find, inform— 
quickly, inexpensively. 


In ROCK ISLAND-MOLINE, Illinois 


People hurry to newspapers to rent, buy and 
sell items and services. In one year (1954) com- 
bined evening editions of Dispatch and Argus 
carried 238,393 individual classified ads for a 
total of 1,441 solid pages of advertising. 


in ST. JOSEPH, Missouri 


One of the many thrills of Want-Ad result 
stories is the child’s voice, “Towser came back, 
he must have read my ad.” 400,000 classified 
ads annually in the St. Joseph News-Press and 
Gazette. Five for every person in St. Joseph! 


In ST. LOUIS, Missouri 


Over 300 ads offering over 1000 individual used 
cars for sale in the classified pages of the Satur- 
day morning Globe-Democrat, many of them 
placed by readers themselves, get results every 
week-end. 


In ST. PAUL, Minnesota 


Dispatch-Pioneer Press want-advertisers gobble 
up an average of 573,894 lines a month! And 
they keep the switchboard buzzing with elated 
calls .. . “I just sold my car . . . hired a handy- 
man... found my dog!” 


In SAN BERNARDINO, California 


The San Bernardino Sun-Telegram tells the 
fourth California “A” market a sales story via 
classified advertisements! The story in figures 
—during last fiscal yee - classified linage totalled 
5,251,078 lines with 462,115 individual ads. 


In SAN JOSE, California 


“Your Needs Satisfied Through Classified” is 
good “Ad-Vice” in San Jose. Last year the 
Mercury and News ran over 1,200,000 classified 
ads, a record ad total in a record growth area! 


In SANTA ROSA, California 


First in all Western cities doing less than $100 
million annual retail volume is Santa Rosa Press 
Democrat’s classified lineage. More than 250,000 
individual want-ads in 1954. Volume this year 
running 8% ahead of ’54. 


In SHREVEPORT, Louisiana 


“Kill my ad” is a familiar expression to thou- 
sands in Shreveport, who read and use Times- 
Journal Classifieds for profit and results. Here 
two Big Newspapers afford round-the-clock . . . 
100% coverage . .. at one low cost! 


In SIOUX FALLS, South Dakota 


Argus-Leader want ads are powerful. One out- 
of-town advertiser, selling a house trailer, act- 
ually had to run a second ad telling people not 
to drive out any more because the trailer had 


been sold. 


In SOUTH BEND, Indiana 


“Nothing gets results like South Bend Tribune 
classified ads,” people say. Proof of their state- 
ment is the fact that they placed 408,477 separate 
classified ads in The Tribune last year. 


In SPOKANE-INLAND EMPIRE 


In Spokane and the Inland Empire, the Spokes- 
man-Review and Spokane Daily Chronicle carry 
2,600 pages of classified a year. Reporting “ter- 
rific results”, an appliance dealer says, “Those 
nm ads boosted sales above any previous 
week. 


In WAUKEGAN, Illinois 


Last year 217,042 classified ads were published 
by the Waukegan News-Sun. As many as five 
classified pages a day produce responses like 
this: “I was besieged with 25 calls. Sold the 
apartment immediately.” 


In WESTCHESTER COUNTY, New York 


Over 18 standard size pages of classified adver- 
tising or more than 5,000 ads daily are a good 
indication that Westchester Group Newspapers 
classified gets results. Wide coverage in one of 
the nation’s most prosperous areas does it! 


In WICHITA, Kansas 


A strong, representative Classified Section is 
indicative of a dominani newspaper that has the 
confidence and preference of its readers. During 
1954 The Eagle ranked fifth in Classified adver- 
tising among all newspapers in North America. 
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Democrats Find 
Few ‘Takers’ for ‘56 
Campaign Account 


WASHINGTON, Aug. 16—Wanted: 
A good advertising agency that is 
interested in helping the Demo- 
crats elect a President in 1956. 

Despite the fact that the account 
carries the usual commissions, plus 
certain intangibles which are sure 
to accrue if the campaign is a suc- 
cess, the Democratic National 
Committee confesses it is finding 
few takers. 


= For the past several weeks, Paul 
Butler, Democratic national chair- 
man, and others have been sound- 
ing out top names in the agency 
field. Agencies which have spent 
heavily in time and effort to get 
new commercial accounts have re- 
ported that they lack the personnel 
to take on this new business. 

One of the standard explana- 
tions is: “We might have to lower 
our standards by taking on new 
personnel.” 

In public, at least, the Demo- 
crats are not appalled over the sit- 
uation. From experience they 
know it will be difficult to find a 
first-line advertising agency that is 
sympathetic to their objectives. 
Moreover, they could hardly ex- 
pect a welcome mat on Madison 
Ave., in view of their studied ef- 
fort to needle the Eisenhower ad- 
ministration’s use of advertising 
people. 

The investigation of the agency 
situation has been carried on 
quietly, partly because the Dem- 
ocrats are still tied to the Joseph 
Katz agency, which handled its af- 
fairs during the 1952 campaign. 
The national committee says at the 
present time it has merely been 
talking with people in the adver- 
tising business and related fields 
to get advice on 1956 campaign 
techniques. 


® Sam Brightman, who is chief of 
publicity for the Democrats, told 


AA he is not at all concerned over 


the lack of interest displayed by 
top agencies. When the time comes 
to make a selection he is confident 
Democrats are going to be able to 
get a first-rate agency with good 
creative and media departments. 

Because of the number of agency 
owners who are Republicans, Re- 
publicans will always get a lot of 
volunteer help which will not be 
available to Democrats, Mr. 
Brightman said. In 1952, for ex- 
ample, many agencies which were 
not officially working for the Re- 
publicans assigned some of their 
people to special projects, which 
were carried out as a contribution 
to the Republican campaign, he 
said. 

“On the other hand,” he added, 
“we will get a lot of free advice 
and counsel from people who don’t 
own the agencies, but are compe- 
tent in the profession.” 


® For something as personal as a 
political campaign, Democrats say, 
they would prefer an agency that 
wants the account rather than one 
that doesn’t want it—regardless of 
size. On the other hand, they are 
concerned that they will end up 
with an agency which will be less 
effective in finding and clearing 
tv time than one of the larger 
agencies that have a close working 
relationship with the networks and 
their affiliates. 

Democrats acknowledge that 
their tv problems will not be easy 
to solve. For one thing, they can- 
not plan their schedule until a 
candidate has been picked and his 
campaign plans roughed out. Be- 
yond that, however, is the fact that 
Democrats have no war-chest in 
reserve which would enable them 
to go ahead with the purchase of 
time until they are sure of what 
they will actually need. 

During the 1952 campaign they 


found themselves in sticky situa- 


tions where stations were refusing | 
to clear time for their tv broad-| 


casts, and they became deeply in- 
volved in expensive pre-emptions. 
They say hopefully that it should 
be easier this time because there 
are fewer one-station markets. 


‘Management Methods’ 
Raises Rates 15% 

Management Methods, New 
York, has raised its advertising 
rates 15%, effective January, 1956. 
The ad rates will go up in con- 
junction with a 25% increase in 
circulation guarantee. Circulation 
is now 50,000. 


Willcox to Pardee Co. 

L. C. Willcox has joined the 
staff of Pardee Co., Hollywood, as 
an account executive and copy- 


writer. Mr. Willcox formerly was' 


a v.p. of Critchfield & Co., Chicago. 
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PASS THE POTATOES—To advertise and promote National Restaurant 

Month in October, Pabst Brewing Co’s principal display piece fea- 

tures a slogan developed by Pabst and adopted by the National 

Restaurant Assn. as its official slogan for the 1955 promotion: 
“Say it...with a restaurant meal!” 


Advertising Age, August 22, 1955 


Diners’ Club Introduces 
‘Executive Gift Catalog 

_ Members of the Diners’ Club can 
now buy gifts through a catalog 
and charge them on their club 
credit accounts. 

The club developed the execu- 
tive gift catalog for members in 
cooperation with Harrison Serv- 
ices, New York, catalog specialist. 
It will be mailed about Oct. 16. 


Richmond Hotels Names Munt 

Christian Munt has been ap- 
pointed director of advertising and 
sales promotion of Richmond Ho- 
tels Inc., Richmond, Va. He pre- 
viously was managing director of 
the Virginia Retail Merchants 
Assn. 


‘Trustman Moves Office 


Jack Trustman Advertising 
Agency, Detroit, has moved into 
larger offices at 8720 Chicago Blvd. 
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Advertising Age, August 22, 1955 


WNDU-TV Names Two 

Corwin (Hap) Nusbaum and Ted 
Vernasco have been named ac-| 
count executives of WNDU-TV, 
South Bend, the Notre Dame sta- 
tion. Mr. Nusbaum was formerly 
an account executive of WSJV-TYV, | 
Elkhart, Ind. Mr. Vernasco was_ 
sales manager of WHFB, Benton’ 
Harbor, Mich. 
Bishopric/Green Adds One | 
Bishopric/Green & Associates, | 
Miami, has been named to handle 
advertising for Dolores of Florida, | 
Lakeland, maker of brassieres and | 
foundation garments. Trade and 
consumer campaigns are planned. 


Edison Chemical to Peterson 

Milton G. Peterson Advertising, 
Chicago, has been appointed to 
handle the hospital and profession- 
al promotion for S. M. Edison 
Chemical Co., Chicago. 


PERSON TO PERSON—Edward R. Murrow strikes a characteristic pose 

as he chats with Gordon Howard, ad manager of Elgin National 

Watch Co., Elgin, Ill. Elgin will sponsor Murrow’s “Person to Per- 

son” show on alternate Fridays over CBS-TV this fall, starting 
Sept. 2. 


| Randolph Associates Adds 2 
Clark, Cutler, McDermott Co.,;| 
Franklin, Mass., has named Ran- 
'dolph Associates, Wellesley, Mass., 
to handle advertising for its Air-| 
Loc machinery mounting material. 
‘Business publications, trade shows 
and direct mail will be used. Ran- 
dolph also has been named to 
handle advertising for Automation 
Management Inc., Westboro, Mass., 
which develops plans for and sets 
up automatic offices and factories. | 


O. Ames Co. Names D'Arcy 
D’Arcy Advertising Co., Cleve- 
land, has been appointed to handle 
advertising for O. Ames Co., Park- 
ersburg, W. Va. National magazine 
and newspaper advertising is being 
_planned for Ames-Maid house- 
_ wares, metal kitchen, porch and 
juvenile furniture, plus a national 
campaign on Ames garden and 
‘farm tools and Ames shovels. 


Oil Industry 


. « 
LEG Ne A OIRO AIF LO ELON 


If every day 


seems dark and 


cloudy and you 


seem to have more 
than your share of s 
problems—let us 
help chase your . 
gloom. We've made 

a business of helping 

busy production men r 


and advertising 


executives; and 
whether 

you use one 

service, or all six, 
you'll be pleased with 
the help and assist- 
ance you'll receive. 
Write or phone and 


let us tell you more. ; 


The Eastman Editorial Research Service is the best assurance all of us 


have that The Oil and Gas Journal progresses with the requirements of its 


readers. Eastman is a continuing editorial advisory service for publishers... 


for the sole purpose of developing and maintaining better readership. 


Our use of Eastman is a virtual guarantee of editorial progress — for 
You the Advertiser, for Us as Publishers, and for Our Readers. 


unified |: 
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COLOR PROCESS of 
ENGRAVINGS . 
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What else gets you retailer 


In food, for example... 


®@ 15,000 stores took part in LOOK’s latest food 
promotion — “Picnic Pickin’s” 


© Participating stores ran almost 1,000,000 
lines of newspaper tie-in advertising 


®@ Sixteen blue-chip advertisers and five major 
food associations also took part 


Year after year, since 1949, LOOK’s summer food 
promotions have outstripped all others in the maga- 
zine field. And this year is no exception. 


A few weeks ago, 15,000 food stores from coast to 
coast tied in with “Picnic Pickin’s” — LOOK’s answer 
to the summer slump, and the hottest hot-weather 
food promotion in magazine history. The tie-in stores 
featured LOOK point-of-sale display material, and 
promoted LOOK-advertised products with almost 
1,000,000 lines of local newspaper advertising. 


Sixteen top advertisers also tied in, buying display 
material in LOOK’s promotion kits. Those partici- 
pating were Canada Dry, Coca-Cola, Del Monte, 
Dixie Cups, Ken-L-Ration, Kleenex, Kraft, Libby’s, 
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Minute Maid, Nescafé, Pepsi-Cola, Skotch Ice, 
Snow Crop, Squirt, Sunbeam Bread and Tums. 


| Five food associations took part by alerting their 

members to the LOOK promotion and urging them 

to tie in. These were the American Bakers Associ- 

ation, American Dairy Association, Ice Cream Mer- 

chandising Institute, Lemon Advisory Board and 
Wheat Flour Institute. 


o * 7 
LOOK’s next food promotion — “America’s Favor- 
ites” —breaks in October. For details on how it can 
stimulate retailer response for you, contact your 
LOOK representative, or write to Dick Harmel, 
| Merchandising Manager, LOOK, 488 Madison 
| Avenue, New York 22, N. Y. 


| response like LOOK: ? 


| a 


Fashion Retailers Respond. LOOK’s 
big “Continental Look” promotion is set 
to roll. LOOK’s fashion editor is back from 
Europe with fabrics and styles to be made 
into garments in this country and pro- 
moted by 60 top stores, from New York’s 
Henri Bendel to California’s I. Magnin. 


Liquor Retailers Respond. Hundreds of 
thousands of Christmas brochures high- 
lighting LOOK-advertised brands will be 
sent by liquor stores to their best custom- 
ers. It’s still not too late for alert distillers 
to get in on this great promotion and cash in 
on increased activity at the consumer level. 


Drug Retailers Respond. Designed to 
step up fall selling, LOOK’s “Complete 
Medicine Chest” promotion will attract 
tie-ins from more than 3,000 independent 
and chain drug stores. Participation in 
LOOK promotions helps drug advertisers 
get preferred space in these prime outlets. 


Appliance Retailers Respond. Almost 
2,000 leading appliance outlets and major 
utilities in cities across the U. S. will tie 
in with LOOK’s “Be A Better Cook ... and 
Housekeeper, Too” promotion. Scheduled 
for September-October, it has created tre- 
mendous excitement in the industry. 


Menswear Retailers Respond. LOOK’s 
“All-American College Wardrobe” promo- 
tion has attracted tie-ins from 1,200 key 
stores. And no wonder! A recent national 
study shows that menswear retailers rank 
LOOK’s merchandising the most useful 
among major magazines in the weekly field. 


Automotive Retailers Respond. Each 
spring, LOOK co-sponsors car safety 
checks in hundreds of cities. And all year 
round, LOOK promotes safety editorially. 
The October 4 issue will describe Certified 
Automotive Service, a potential boon to the 
automobile repair business. 
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table is the same as the one made | 
by the plaintiff. 

The suit asks that Wallace Prod- 
ucts be enjoined from further ad- 
vertising of its folding metal table 
in a manner designed to create 
the impression that it is made from 
all aluminum, and that it is made 
by All-Luminum Products. 


; i lace Products, Phila- 
-Luminum Acts to against Wall , Philz 
phe Trade Name power stating that Wallace is, in 
All-Luminum Products, Phila-|its advertising, attempting to cre- 
delphia, has filed a $25,000 suit ate the impression that its folding 


0 S0/] Doators vs 


America’s Most Influential Medical Journal 

No matter what product you sell — if you want to in- 
fluence doctors you'll be wise to follow the formula of 
the Pharmaceutical Manufacturers. They invest more Bert. dicated at the retailer andl 
advertising dollars in the medical market than any other thode directed at the consumer, the| 
advertisers. Last year they placed hundreds more pages |annual publication will provide an 
in Modern Medicine than in any other medical journal analysis of jewelry and home fash- 


in the U. S. | 
MODERN MEDICINE 


*\ FIRST NATIONAL BRINGS YOU 
a yy - 


£0. HEATH 


. 
tut 4 
LOCAL ¢ WORLQ, HES awe av — 
can moeso ems 


New Jewelry Annual Planned 

The first issue of the new publi-| 
cation, Jewelers’ Fashion Forecast, 
1956, will be published in April, 
1956, by Jewelry Buyer’s Guide, 
|New York. Designed to bridge the’ 
|\gap between sales promotional ef-| 


NEWS MERCHANDISING—The First National Bank of St. Louis has 
installed this window display near its main entrance to merchan- 
dise bank-sponsored radio and tv newscasts. Featuring a lighted 
revolving globe and photos contrasting the two media’s news tech- 
niques, the display was designed by C. Arthur Hemminger, di- 


; a guide by the customer, in con- rector of advertising and public relations. 
physician un- 


‘ions for the retail jeweler and a 
Reaches every ‘review of top styles, designed as 
practicing U.S. 
Minneapolis « New York « Chicago « Los Angeles « San Francisco 
In Canada: Modern Medicine of Canada 


der 65. Total 
medical circu- 
lation, June, 
1955: 139,822. 


| Sultation with the retailer. 


‘Inquirer’ Rates Are Up 
The Philadelphia Inquirer has 


classifications, effective Oct. 


| increased its Sunday rates in all 


$1.55 per line to $1.60. 


9. 
Base rate on Sunday will go from 


IN ALL FUNCTIONS 


5102 RESPONDENTS = 100% 


IN PRODUCTION 
1,749 respondents = 100% 


TO 1,590 respondents = 100% 


FUNCTION 


IN PLANT SERVICE 
1,763 respondents — 100% 


Respondents were asked: 


vous 
Saw Salesmen 
REGULARLY 


oe ie 


28.1% 


Saw Salesmen 
REGULARLY 


Saw Salesmen 


23.0% 
" Salesmen 


REGULARLY 


35.2% 


Saw Salesmen 
REGULARLY 


“Do you make it a practice to see salesmen for this product regularly? __; seldom? __; never? —.” 
NOTE: These results are averages for all companies manufacturing this product. Any 


single one may be doing a better job in contacting buying influences. 


1954 


TO DETERMINE how often men who influence 
the purchase of one industrial product see sales- 
men for this product, McGraw-Hill Research 
interviewed 5,102 subscribers and other men who 
were buying influences for this particular prod- 
uct in those plants where it was normally used. 


THE METHOD: Men interviewed were care- 
fully selected: 1) by function—to represent Ad- 
ministration, Production and Plant Service; 2) by 
industry—so there were approximately 1,000 
men each in Chemical Processing, Food, Textile, 
Metalworking, All Other Manufacturing; and 
3) geographically—according to the distribution 
of manufacturing industries in all 48 states. 


THE RESULTS: This study (summarized in 


NcGRAW- 


PUBLISHING COMPANY, INCORPORATED 


i) 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 


Data Sheets #7021 and 7022) showed that 67% 


of these “‘buying influences’’ are 


seldom, or never, 


seen by salesmen for the product. A situation, of 
course, which is paralleled in varying degrees in 
practically all fields of industrial selling. And it 
demonstrates the vital function that consistent 
Business Publication Advertising performs in 
contacting, and maintaining contact with the 
hard-to-reach buying influences. 


erie ¥ 
TO SERVE YOU: McGraw- 


one of the services maintained 


Hill Research is 
by the McGraw- 


Hill organization for its advertisers. If you want 
facts on subjects related to advertising perform- 
ance and effectiveness, ask your McGraw-Hill 


HILL 


OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 


M-GRAW-H/LL > 


i 


Druggists’ Health, 
Beauty Sales Gained 


in ‘54, Survey Shows 


New York, Aug. 16—Drug stores 
may be losing their share in the 
health aids and toiletries fields, 
but they’re holding on to their 
volume. 

This was brought out in Drug 
Trade News’ 8th annual report on 
consumer expenditure for drug 
store products, published this week. 
The report came out soon after a 
similar one by Progressive Grocer, 
which found that food stores have 
increased their share of the health 
and beauty aids categories to near- 
ly 50% of the market (AA, Aug. 
15). 

In these perilous times, however, 
Drug Trade News considered it 
practically a gain that, “with all 
the hullaballoo about ‘inroads’ 
from this or that retail outlet out- 
side the retail drug trade, drug 
store sales of toiletries were down 
last year only 0.2%.” 


® For the two categories combined 
there was a gain of about 1%, the 
publication reported—though a 
5%-plus increase by either outlets 
brought the druggists’ share of the 
market down. They now have less 
than one-third of the combined 
health and toiletries market. 

Over-all, the druggists had a 
good year, coming off with a 3.2% 


WN ° sales increase over 1953. They even 
BREAKDO 35.5% 71.9 to managed to take some business 
ACCORDING IN ADMINISTRATION . i away from the competition; in sell- 


ing household supplies, for exam- 
ple, the drug stores increased their 
sales at more than twice the rate 
of their competitors. 

Some areas where the druggists 
lost ground in comparison with the 
competition include: First aid 
goods, baby health aids, oral hy- 
giene products, hair preparations, 
magazines and newspapers, and 
soda fountain items. 


H. Quenton Cox to Head 
New NARTB FM Committee 


H. Quenton Cox, KQFM, Port- 
land, has been named chairman 
for the coming year of the new 
fm committee of the National Assn. 
of Radio & Television Broadcast- 
ers. The committee will hold its 
first meeting Aug. 25 in Chicago. 

Other members of the committee 
are Donald deNeuf, Rural Radio 
Network, Ithaca, N.Y.; Raymond 
Green, WFLN, Philadelphia; Mer- 
rill Lindsay, WSOY (fm), Decatur, 
Ill.; Henry W. Slavick, WMCF, 
Memphis; Ben Strouse, WWDC 
(fm), Washington; George J. Vol- 
ger, KWPC (fm), Muscatine, Ia., 
and Edward A. Wheeler, WEAW 
(fm), Evanston, Ill. 


KWTV Names Pete McGowen 
Pete McGowen, formerly on the 
sales staff of KWTV, Oklahoma 
City, has been named national 
sales representative of the tv sta- 


tion. 
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than any other newspaper 


$1,400,000,000! That’s what the people of 
Greater Philadelphia spend each year for 
food! 


How to get your share of these sales? Carry 
your sales message regularly to these fami- 
lies in their favorite newspaper, The Eve- 
ning* and Sunday Bulletin. 


Throughout giant 14-county Greater Phila- 
delphia (A.B.C. City and Retail Trading 
Zone), noted for its buying power, The 
Bulletin packs selling power. 


And Philadelphians are showing particular 


interest in The Sunday Bulletin and its new 
dress. Featuring 10 different sections, with 
R.O.P. editorial and advertising color, it is 
bright, fresh and easy to read—published on 
our new presses, in new type, in the most 
modern newspaper plant in the world. 


Because there is more of interest to Phila- 
delphians in The Bulletin, Philadelphians 
get more out of it. . . and that means adver- 
tisers do, too. 


The Bulletin is Philadelphia. 


*Largest evening newspaper in America 


In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: Philadeiphia, 30th and Market Streets 
New York, 285 Madison Ave. * Chicago, 520 N. Michigan Ave. 


Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta © Los Angeles © San Francisco 
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seeks % 


Think you know women like a book? 


Ladies’ Home Journal says they add new chapters every day. 


~ 


THE HOUSE OF 

SEVEN GABLES | 
(Where would you be living if she 
hadn’t given the house-with-a-his- 
tory her final nod? And wasn’t she 


WAR AND PEACE 


(After firing furious salvos at the 
Town Planning Board all evening, 
she suddenly invites the whole 
Board over for coffee and cake. In- 
consistent? Perhaps—but it cer- 
tainly helped get the library appro- 
priation you were after, didn’t it?) 


right when she said that the slate- 
blue trim would do wonders for the 
cedar shakes? The idea? Hers—via 


WESTWARD HO! 


a line in the April Journal.) 


CRIME AND 
PUNISHMENT 


(She considers the bed-without- 
supper treatment as passé as an 
Iron Maiden. Which means that 
the cracked window will have to 
wait until Billy’s allowance can 
afford a new one.) 


y 


VANITY FAIR 


(But you're still her knight in shin- 
ing white dinner jacket. And the 
time she spends before her mirror 
—before you take her out—is just 
one of her ways of showing it!) 


Never underestimate the power 


of the No. 1 magazine for women... 


PRIDE AND 
PREJUDICE 


(Why does she keep her Size 10 
trimmed to a fare-thee-well? Pride, 
partly. But partly it is her strong 
prejudice in favor of the Journal’s 
dieting and beauty ideas.) 


(If she cringes when you suggest a 
vacation spot where there are 
plenty of running salmon—but no 
running water—you needn't worry. 
She’s already found a place where 
they have both.) 


JOURN 


Is your name in her book? 


If your brand name is in the Ladies’ Home Journal, it is. 


This means that your name—and the things you advertise— 
are surrounded by a happy framework of ideas for women. 


These ideas are what convince her that the Journal is com- 
pletely hers. They’re what keep her going to the Journal for more 
than top-flight fiction and articles. 


They’re what make the things she sees the things she wants to 
shop for. 


This is why the Journal has so many loyal readers. This is why 
the Journal is more influential with more women than any other 
magazine on earth. 


Among all magazines edited for women, the Journal is: 
No. 1 in circulation, advertising revenue and newsstand sales. 


A CURTIS PUBLICATION 
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TV Audience Gold Rush 


Some Down-to-Earth Observations on Dealer Mats; 
How to Prepare Them and Get Them Used 


By Harold M. Baum 
Account Executive, Allan J. 
Copeland Advertising, Chicago 
The first job your mat service has to 
perform is not to contain the facts that 
make your client’s product good for the 
consumer. The first job is to incorporate 
those facts into a format which makes the 
dealer day-dream. What he must see, 
when he looks at your ad proof, is a vision 
of that ad in his local paper with his logo 
in the place where we slug 
STORE NAME HERE 


= I recall the sad manner in which a 
fair-size furniture merchant in Kansas 
City, Kan., brought out a tear sheet of a 
full-page ad he had run a few days before 
I visited him, several years ago, when I 
was ad and sales promotion manager of 
a big national manufacturer of mattresses 
and certain furniture items. 

I was showing this dealer some methods 
which had proved themselves to be real 
heavy artillery in other localities. Each 
promotion had big-space mat service con- 
nected with it; from thousand-line to 
eight-full. Mr. Dealer was drooling over 
visions of two or three of those ads in the 
Kansas City Kansan with his logo prom- 
inently displayed. He asked details of 
prices, step-ups, delivery; and then all of 
a sudden he brought himself up short. 
“No,” he said. “No, I’m not going to do 
it! I ran a full-page ad for one of your 
competitors last weekend, and it was 
beautiful weather, and guess how many 
calls I got from that ad.” 

I answered, “Without seeing the ad, I 
couldn’t guess.” 

“All right,” he said. “I’ll find a copy 
of the ad.” 

While he was hunting up the tear sheet, 
he kept talking. “One call. Three hundred 
dollars, that ad cost. It brought in one 
customer!” 

At this point he spread out the ad. It 
cataloged about everything in the com- 
petitor’s line. The headlines and copy 
were easy adaptations of national prop- 
aganda, without any attempt to promote 
traffic into the store that ran it—other 
than providing half-a-dozen column inch- 
es at the bottom of the page for the name 
and location of the dealer. 


s So I asked him, innocently, “Why do 
you figure you got only one call, with all 
these units exclusively in your store?” 

“Oh, I don’t have them exclusive,” he 
said. “That’s one of the troubles. You can 
walk into any store up and down the 
street, and see most of the same line at 
the same prices. I told that salesman the 
ad wouldn’t do me any good! Oh, well, at 
least they paid for half of my ad.” 

I disagreed with him. “No,” I said. 
“They didn’t pay for half of your ad.” 

“What do you mean,” he insisted. “I 
know whether they paid for half of my 
ad.” 

“th-uh. They didn’t pay for half of 


A good many unconventional approaches to the perennial problem of mat- 
ads for dealers are developed in the accompanying manuscript, which was 
prepared as a talk before a meeting of the Midwest Advertising Agency Net- 
work during August. Write your dealer ads first, rather than last, the author 
suggests, and put enough money, time and effort into them to make them 


really worth running. 


your ad, Mr. Dealer,” I told him. “You 
paid for half of their ad!” 


® That experience illustrates much of 
what tends to be wrong with manufac- 
turers’ thinking about mat service. In a 
mistaken accession of cleverness, we get 
dealers to spend some money on our 
trademark. We get a lot of name publicity 
...and no action in the store. So we have 
out-smarted ourselves because the prod- 
uct is still on the shelf or in the ware- 
house, and the manufacturer doesn’t get 
any re-orders until somebody comes out 
with a good, solid retail traffic dynamiter 
in the form of a cut price to move that 
stagnant inventory. A real retail appeal 
in the first place might have gotten some 
activity before the investment had aged 
to the markdown point. 


® Going back for a moment to who paid 
half of what, let’s examine briefly the 
costs of newspaper space at retail rates, 
and make an estimate of how much 
money can be spent by dealers on a good 
piece of mat service. 

According to Standard Rate & Data, 
there are 357 metropolitan dailies in the 
country, with circulations of 25,000 or 
more. The average flat line rate of these 
357 papers is 36¢. Let’s say that the aver- 
age retail rate is 25¢ per line. 

Just to simplify the point, let’s cut the 
357 down to 240 by knocking out all met- 
ropolitan areas over a quarter-million 
population. Now the top of our list con- 
tains such towns as Des Moines, El Paso, 
Greensboro-Highpoint, Albuquerque, and 
others of that general stature. That’s the 
top end of the list. 

At or near the bottom of the list would 
be Joplin, Mo., with a city-zone popula- 
tion of 48,000. The paper there is the 
Globe-News Herald, with a morning cir- 
culation of 30,000, and an evening circula- 
tion of 12,000. (About half of the morning 
figure is trading zone coverage in this 
instance; hence, seeming disproportion.) 
The Globe-News flat line rate is 21¢. 

Now going back to the arbitrary 25¢ 
figure we selected as an average of the 
retail rates for the 357—shall I shade it 
to 20¢ when we omit the big “cream” 
populations? 


® Okay. In our middle-size communities 
with 240 metropolitan dailies, ranging 
from Joplin to Des Moines, we know from 
plenty of observation that the retailer 
who won’t use any mat service is not a 


very big factor. Yet, there are some 
mighty substantial stores in these mid- 
size cities. But since we’re dealing with 
populations smaller than Tulsa, Bridge- 
port, or Wichita, we’re obviously not en- 
countering the psychology of Bamberger, 
Neiman-Marcus, Marshall Field. 

And still we are contemplating a mar- 
ket the like of which would bring wild 
prosperity to any three nations in the 
world outside of our own boundaries. This 
is the market and these are the dealers 
we should have firmly in mind when we 
prepare a mat service ad. 

In those surroundings, a good 500-line 
ad is welcomed. At our average retail rate 
of 20¢ per line the ad involves an outlay 
of $100. In one form or another, it is no 
trick to get that piece of mat service ma- 
terial used by a couple of hundred stores, 
if the merchandise and merchandising it 
represents are lively and interesting. 


= A couple of hundred stores spending 
an average of $100 apiece on an ad, are 
running up a total of $20,000. But let’s 
cut that figure right in half. We’ll say that 
only $10,000 will be invested in space on 
that mat material. 

In preparing an ad for $10,000 worth 
of magazine space, business paper, out- 
door; or in building a program for $10,000 
worth of radio or tv time—what would 
you generally have to put into the pre- 
liminaries? $1,200? $1,500? $1,800? 

Then doesn’t it take a lot of gall to ex- 
pect dealers to spend $10,000 publishing 
a mat ad that took an investment of 
$187.65, including creative planning? 

Incidentally, that $10,000 talks directly, 
with the prestige of the local merchant, 
to more than 3,000,000 subscribers and 
their families. The thinking manufac- 
turer should be unwilling to entrust such 
a potential to a mat ad he wasn’t willing 
to spend at least a thousand dollars to 
develop. But for some reason, agency peo- 
ple seem to be afraid of four or five 
hundred dollars for a mat that can move 
$150,000 worth of goods, in mat-using 
stores; and supply the facts and help set 
the pattern for individualized ads that 
can sell another half-million dollars’ 
worth through the more self-conscious 
larger stores in the big areas ranging in 
size from Chattanooga to New York. 


s For many of the items which are des- 
tined to be sold through stores, and in 
particular those which are relatively big- 
ticket and not of the impulse-decision 


varieties, it would be a good idea for all 
of us advertising agency people to make 
retail strategy the first step in our cam- 
paign planning. I mean literally to create 
first the material which will carry the 
manufacturer’s message to the consumer 
through the retail medium. Do all of 
your basic advertising thinking with—for 
instance—the mat service problem inti- 
mately uppermost in mind. And get that 
problem solved before you think about a 
single business paper ad or national 
splash. 

This would be in stark contrast to the 
usual stunt of doing everything else first 
and then remembering...oh, yes, fel- 
lows, —we’ve simply got to adapt some of 
this stuff for a few pieces of dealer mat 
service. 

When you plan an advertising ecam- 
paign for a client whose products are 
sold through retail stores, in general you 
do make some provision for dealer-help 
material, don’t you? 

And this may or may not include dis- 
play matter for windows, counters, and 
floor—right? It may or may not embrace 
product fact-tags, booklets for educating 
the dealer’s salespeople, scripts or plat- 
ters for local radio stations. It may or 
may not provide anything so modern as 
film—or so controversial as good old 
mailing pieces and stuffers. 


= But your business paper advertising 
for the client will almost surely contain 
some reference to Free Newspaper Mats. 

In fact, when you agency folks solicit 
new accounts, you probably make quite a 
point of the fact that you give just as 
conscientious attention to the unprofitable 
business of producing mat ads, as to the 
financially more desirable chore of mak- 
ing full-color pages for Better Homes & 
Gardens. 

And maybe you do. Some of your mat 
ads may be cute as all hell. Some of them 
may be your art director’s special pride 
and joy; particularly if you have per- 
suaded a client that you shouldn’t be 
doing the work on a money-losing pinch- 
penny mat ad budget. Much of your news- 
paper service may be the pressroom’s 
despair, Half of it may be nothing but 
various sizes of product illustration, 
with emphasis on the postage-stamp 
scale. All of it may be pure poison to 
your profit-and-loss statement. 

And all of it is probably just a great 
big waste of your time and your client’s 
money, if it has been turned out as a 
tail-end adjunct to everything else in the 
ad campaign. 


® You need some kind of point-of-use 
picture in your mind, so let’s think 
about some of the ways mat service ma- 
terial is distributed and used. Let’s con- 
sider the technique of sending oeut 
a complete bundle of new mats and 
proofs, as done by firms which auto- 
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matically supply every one of their 
dealers. A percentage of these bundles 
gets tossed onto a table or into a corner, 
or under a counter. They serve only as 
an additional place where dust can settle. 

Some of the bundles are opened and 
examined with varying degrees of inter- 
est. They are then characteristically set 
aside with the idea of possibly using some 
part of them from time to time. Maybe 
they are even turned over en-masse to 
the newspaper representative. 

Some of the bundles are opened, the 
contents studied and classified, and the 
mats and proofs are more or less me- 
thodically filed. This procedure occurs, 
if at all, in the store which is just big 
enough to have a one-man or two-man 
advertising “department,” often headed 
by a rather confused and relatively 
inexperienced young man or woman. 


® So much for the automatic distribution 
of mats. Those allocated at the discretion 
of the salesman who covers the store 
for the manufacturer may get more 
immediate attention. Mats sent out on 
the dealer’s request or order, tend to be 
requisitioned primarily as pictorial matter. 
Some of your clients may make a big 
point of allowing cooperative money 
for dealers’ use in local advertising. This 
may take the form of a percentage against 
the dealer’s dollar as represented by tear 
sheets or other “proof of billing.” It 
may be in the form of a rebate against 
space or time used, with the stipulation 
not too rigidly enforced that the mat 
service or radio canned goods be closely 
followed. It may be in the form of a 
percentage-credit periodically against 
dollar-volume of purchases. 


= So, how is the ad material used? 

In the large store, or the big catalog 
operation, only proofs of mat ads mean 
anything. These operators, as noted pre- 
viously, design their own ads. If the 
manufacturer’s mats convey helpful in- 
formation or intriguing ideas, some of the 
mat’s contents may be adapted by the 
dealer’s copy department. 

In the smaller operation, you tend to 
find your product illustrations used in 
composite ads of the “omnibus” type: 
YOUR CHOICE FOR $1 DOWN ...OR ALL THESE 
VALUES IN SMITH’S ANNIVERSARY SALE. 

In a minority of cases, where space is 
cheap and especially with respect to stores 
which have just taken on your client’s 
line of goods, you will find that your 
two-column by 10” ad is run just as you 
prepared it. 

But if that is all the utilization you 
can typically expect when you invest your 
time and your client’s money in mat serv- 
ice, then you very obviously haven’t 
turned out the kind of ads that make a 
dealer sit up and take notice. 

A retailer who amounts to anything 
in your distributive picture is generally 
a merchant who is highly ad-conscious. 
From years and years of happy experi- 


ence in dealing with the ad-conscious 
merchants, I can assert that it is perfectly 
possible to turn out the kind of ad-mat 
material he wants to use—promoting 
your client’s product over his own store’s 
logo. You turn out that caliber of mat by 
starting your promotional thinking in 
terms of the situation in which the 
retail transaction is going to take place... 
then building your national ads and other 
consumer communications with the idea 
of helping the retailer to function. 

You do not do it by hoping the mat 
service will help your national campaign 
come to life. 

Unfortunately, by neither route can you 
build good mat service if your primary 
purpose is to economize on mat ads. You 
can’t build good mats as a left-handed 
accompaniment to your national cam- 
paign, And you can’t do it by hiring the 
assistant advertising manager of the local 
variety chain. He may have been a 
mighty good boy at the job of assembling 
pages for the local press, and even oc- 
casionally ordering a drawing or a cut. 
But he probably hasn’t the faintest notion 
of how to assure good newsprint repro- 
duction all the way from Providence, R.I., 
to San Diego, Cal. 


= Without the loving guidance of his 
familiar merchandise manager or store 
buyer, he for-dam-sure won’t know how 
to dig into everything from a lawn mower 
to a table lamp, and figure out what’s 
going to make Mr. & Mrs. Consumer come 
in and look at them. To make them come 
in and give the dealer a chance to do some 
selling. Don’t compromise on that type of 
personnel—the dealer himself can afford 
to hire a greenhorn like that. 

The difficulty is that he can’t afford to 
let that kind of talent guide his destiny. 


= Let’s keep in mind that the dealer is 
fully able to recognize the kind of ads 
he wants to run. When he sees what he 
senses will do him good, he knows that 
is what he wants. 

If your client is the manufacturer, 
you know this is his viewpoint on the 
consumer: The manufacturer is hoping 
and scheming to have consumers ask for 
HIS PRODUCT in stores. 

Your client’s dealer has this viewpoint 
on the consumer: He is hoping and 
scheming for consumers to COME INTO 
HIS STORE for a product. 

Our viewpoint, as advertising agency 
people, must be to recognize the under- 
lying continuity of the marketing process 
... that there is no conflict between the 
manufacturer’s and the retailer’s objec- 
tives. Ours is the opportunity to stimu- 
late the dealer who will sell the consumer. 
Good mat service ads interest the dealer 
in the client’s product by demonstrating 
what a darn good advertising feature 
it makes for the store. 

And it is up to us to encourage the 
client to budget for that quality of 
material. 


Looking at Radio and Television... 


The Audience Gold Rush 


By The Eye and Ear Man 

The boom is on! Gold has been discov- 
ered on Madison Ave. and the race is on 
to see who can give the most money away. 
Ever since “The $64,000 Question” hit the 
summer jackpot, the typewriters have 
been busy day and night grinding out the 
latest variations on the newest way to buy 
an audience in television. Rumor has it 
that one of the jackpots will go to $500,000. 

What should the attitude be of the ad- 
vertiser who needs good circulation in the 
nighttime and a reasonable talent cost? 
First, let’s take a look at the precedents: 
Several times in the past—in radio prin- 
cipally—audiences have been bought. Re- 


member the old “Pot of Gold,” where a 
fellow could pick up a thousand dollars by 
the difficult act of answering his tele- 
phone? How times have changed; in the 
30s, a grand looked like a hundred grand 
today. 

Remember when “Double or Nothing” 
and “Take It or Leave It” began giving 
away almost a hundred dollars? Wowee! 
And “Stop the Music” came out of no- 
where some ten years ago to capture the 
imagination of a gadget starved audience 
in the lean postwar period with piles of 
merchandise. There were others, but these 
are the leaders in the “buy the audience” 
crazes of the past. 
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The Creative Man’‘s Corner... 


about discussing the subject? 
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the wrong people. 


Sentiment Is the Thing 


Just how intriguing can you make an advertisement aimed at selling you a 
headstone for your final resting place? And just how hard-boiled can you get 


We do not quarrel with this belief, or the sentiment, or the desire to be re- 
membered. We maintain simply that you do not speak to these people solely in 
terms of the physical aspects of death. You show a little girl, kneeling on green 
grass before, presumably, her father’s grave. 

In our opinion, this ad—in its stark, merciless realism—suffers from direct- 
ing the wrong appeal at the right people; or, if you wish, the right appeal at 


This ad for the Monument Institute 
of America says, “Start with this fact. 
Seven out of ten women survive their 
husbands. Then stop and visualize the 
problems your wife may have to face 
—all alone, overnight, and at a time 
when grief renders her least capable 
of facing them. 

“For her sake,” it continues, “face, 
as a family, two of those decisions 
now. Select a family plot in a ceme- 
tery that allows vou the privilege of 
erecting a monument of granite or 
marble. Choose and buy that monu- 
ment while you can pay for it out of 
income rather than leave it to her to 
purchase out of your estate.” 

All we miss is a mention of easy 
time payments. We detect, as is ines- 
capable, the sly dig at the memorial 
park, where the markers are simple 
bronze plaques in the ground. But the 
people who select memorial parks are 
the very people who take a realistic 
view of death. They say with the cyn- 
ical Greek, “What does it matter 
whose name is inscribed here to you 
who pass by—for even if you read a 
name you neither know the person nor 
care.”’ Those who go for the elaborate 
memorial do so out of sentiment, a 
desire to be remembered after death 
or a belief in an after-life in which 
personal survival is assured. 


Television has its illegitimate progeny, 
too. “Strike It Rich” is of this school. No 
real program, but money for needy cases. 
On the other hand, lasting and successful 
giveaways, like Groucho Marx in “You 
Bet Your Life,” rely mainly on the enter- 
tainment aspects of a comedy interview 
with the giveaway as a bonus. This is true 
of Art Linkletter, Ralph Edwards and 
Herb Shriner. 

Our principal conclusion would seem to 
be that you can buy an audience, but it is 
wise if you plan to be in for the long haul 
to incorporate entertainment with the 
gimmick by featuring a strong emcee who 
adds the necessary dimension of enter- 
tainment. Certainly “The $64,000 Ques- 
tion” is skilfully done. The contestants are 
picked as carefully as a “We the People” 
or a Ralph Edwards show. Half the fun is 
to watch a remote man on the street type 
become as erudite as a scholar. The emcee, 
too, has a chance of developing. Most of 
the staging and the milking of the contest 
has continuity. The contestants are so 
facile on remote points that one would 
suspect they have at least been given a 
clue as to the content of the question, and 
if they have, more power to the producers 
—there is no drama in a guy missing the 
hard ones when everyone is rooting for 
him. 

The collateral publicity this show gets is 
nothing short of phenomenal. The front 
page news is an indication of the power of 
the drama inherent in the quiz. Certainly 
no imitator aan hope to equal this great 
attraction. 

On the negative side it is reported that 
the show dwarfs the commercials. There 


is an alleged mother-in-law survey in 
which the telecast comes out very poorly 
in sponsor identification. Try this on your- 
self and your friends: Who sponsors this 
show? Too often a powerful property 
dwarfs the commercial effort, and this is 
an example. 

The other question is on the holding 
power of this type of show. It would be 
sad to think that it had shot its bolt in the 
summer time and that when the big-time 
shows come back the memory of a quick 
favorite is all that is left. This may not 
happen and probably won’t, but the pos- 
sibility exists that a large part of the pro- 
gram is the novelty of so much money and 
such smart people and that the steady fare 
of comedy and drama will win the audi- 
ence, come fall. 


® This is a word of caution to advertisers. 
An audience, like individuals, has its price. 
It can be bought by extravagant prizes of 
cash and merchandise. But only for a lim- 
ited time. The iron rule of show business 
is that entertainment is the only lasting 
formula. By all means capitalize on a rela- 
tively low budget idea which is success- 
ful. (The low budgets are due, of course, 
to low overhead, despite the high sound- 
ing prizes.) But, with the Santa Claus act, 
must come true and absolute entertain- 
ment. The simplest way is to find a giant 
of a comedian, who doesn’t want to kill 
himself trying to get funny material every 
week, but who can be funny mixing clever 
interviews and stand up material. If you 
have these ingredients, there is plenty of 
room for a couple more “$64,000 Ques- 
tions.” 
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He's got to stay home ... to read 


Get off that work-bench, junior! And leave 
those tools in order! MI’s out and Dad’s all 
set for a big evening at the shipyard... or 
roundhouse, or assembly line, or hangar... 
or wherever he lit when the model-making 
bug bit him. 


This miniature building craze is sweep- 
ing the country. And nowhere can you tie 
down motivation more specifically than this 
... the action set up between a copy of 
MECHANIX ILLUSTRATED and a typical 
reader. Just 3 simple steps! Here’s how it 
works: 


1. He grabs the current issue of MECHANIX 
ILLUSTRATED, reads it through, decides 
it’s time to buy. 


...then he rushes out to buy! 


2. Rushes out to his nearest hobby shop, 
model equipment supplier, hardware 
store—and buys everything he needs for 
that bantam engineering project in his 
basement. 


3. With MI, his favorite handbook close by 
—he lays the keel for that ocean liner, 
works on that jet fighter, adds realism to 
his railscape—or whatever the job may be. 


Kid stuff? You bet your soldering iron 
it isn’t! Model making is big business. But 
more important to you, the grown-ups who 
go for it are the same Handy Andys who 
built the do-it-yourself movement. And they 
spend millions for power tools, building 
supplies, camera equipment, paint. automo- 


tive and marine gear ... just name your 
product! 


How to sell this market! That one’s easy! 
Get next to the million happy hobbyists 
who read MECHANIX ILLUSTRATED, and 
you’ve got it made. The “MI MILLION” 
can light up your whole sales picture! 


MECHANIX 
ILLUSTRATED 


THE HOW-TO-DO MAGAZINE 
A Fawcett Publication 


67 West 44th Street, New York 36, N. Y. 


CHICAGO ._ DETROIT -LOS ANGELES .SAN FRANCISCO 
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G. D. Crain Jr. Says... 


Insurance Companies Can Spearhead 
Crusade for Traffic Safety 


At long last it looks as if the two in- 
dustries most directly concerned with 
traffic safety are preparing to do some- 
thing about it. 

Recently there have been conferences 
between the leaders of the automotive and 
insurance businesses, for the purpose of 
working out an agreement on policies re- 
lated to this direful subject. The makers 
of automobiles and other automotive 
equipment realize that the public is final- 
ly stirred to action and that the industry 
must do its part to make driving safer. 

And the insurance companies, whose 
loss ratios have been going up both be- 
cause of heavier traffic volume and the 
disposition of juries to award higher and 
higher judgments for personal injuries, 
know that they must develop an effective 
program of public education if they hope 
to improve a very bad situation. 


® If these two industries, working to- 
gether on a common problem of vast di- 
mensions, can put their people to work, 
as seems likely, on community projects 
pinpointed to fit local situations, some 
real progress may be made in the long 
crusade to make America’s streets and 
highways reasonably safe for both pe- 
destrians and passengers. 

The automobile companies, which, for 
all too many years were afraid to discuss 
the hazards of motor traffic in their ad- 
vertising and sales promotion, have come 
to life with offers of safety belts and 
other devices as optional equipment. The 
Saturday Evening Post recently pub- 


Salesense in Advertising... 


lished a leading article on the advantages 
of safety belts, and that has given added 
emphasis to the innovations of the man- 
ufacturers. 

Ford and Chrysler have offered these 
belts to owners desiring them, and Buick 
is the first of the General Motors group 
to make a similar proposal. It may be 
assumed that other divisions of GM will 
go along with this progressive move. And 
Studebaker has announced that its 1956 
models will be equipped with safety locks 
which will keep doors closed in the event 
of accident, thus preventing the occu- 
pants of a car from being hurled to the 
pavement, as often happens at present 
when doors fly open following impact. 


= With both manufacturers and the pub- 
lic aware of the importance of safety in 
car design and operation, there is one spe- 
cific move which could be made with 
tremendous effect on the public. That 
is a reduction in insurance rates to own- 
ers of automobiles using safety belts and 
other approved devices. Such a rate con- 
cession would be good business for the 
underwriters, since they would be as- 
sured of reduced losses in cases where 
safety-equipped cars were involved in ac- 
cidents. And at the same time they would 
have a great merchandising and adver- 
tising opportunity, attracting the most 
desirable business and demonstrating at 
the same time that they have a real and 
continuing interest in reducing traffic 
hazards. 

Such a move on the part of the automo- 


When the WANT Is There 
They ll Lap Up the Facts 


By James D. Woolf 

(Mr. Woolf is an advertising con- 

sultant who spent many years as 

v.p. in charge of creative activities 

of the western offices of J. Walter 

Thompson Co.) 

Many times, in this column and else- 
where, I have deplored vacuousness in 
advertising. I have emphasized my faith 
in informative, reason-why copy for all 
products above the soda pop level. I have 
asserted that promises 
of consumer benefits 
should, for the sake of 
credibility, be sup- 
ported with specific 
product facts. And I 
have suggested that 
students of copy can 
learn a thing or two 
about salesense in print 
by a careful perusal of 
the pages of the Sears 
and Ward catalogs. 

I do not think people are the dopes cer- 
tain cynics make them out te be. I do not 
believe that consumers are repelled by 
product facts—for example, the fact that 
the hosiery they buy are “15 denier, 60 
gauge nylons, with self-color seams”; or 
the fact that the blankets they are eval- 
uating are “A blend of 25% wool for ex- 
tra warmth and 75% rayon for color 
brightness, and that they are bound with 
7-inch acetate satin.” And I do not be- 


New G-E Portable Steam tron Weighs Only 4 Pounds... 
Does All Pressing Jobs Quickly. Eosily! 
ightweight, AC-DC steam and eutemotic dry iron folds up tor sary storage . covty orty 14.95 
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GENERAL GP ecectaic 


FACTS—“People do not want facts—for 
facts’ sake,” says Dr. H. A. Overstreet. 
“They want what the facts indicate.” 


(Salesense, Aug. 1.) This fact-packed 
advertisement is an excellent example: 
The facts about what the product IS—ex- 
plain simply and credibly what the prod- 
uct DOES. For all products above the soda 
pop level you can’t go wrong with this 
general type of treatment. 


bile insurance underwriters would have 
another added value, in that automobile 
companies would be encouraged to pur- 
sue the subject of safer design beyond 
the initial adoption of safety belts as 
optional equipment. 

Actually the car builders must have 
been convinced that the public simply 
doesn’t care. Kaiser featured a number 
of safety features in its designs a couple 
of years ago, including a movable wind- 
shield which fell out of place on severe 
impact, thus saving the driver from be- 
ing hurled through the glass. This and 
other features, such as a padded instru- 
ment board, didn’t appreciably increase 
Kaiser sales, and cynics in the business 
would have been justified in believing 
that all the public is interested in is 
smart design, high-speed motors, fast 
acceleration and attractive upholstery. 


= But if the insurance companies, whose 
primary concern must be their loss ra- 
tios, demonstrated that they are in ear- 


-lieve consumers are repulsed by the in- 


formation that the new “Westinghouse 
Deep Door Freezer’s 14 cubic feet of 
space hold 490 lbs. of food,” and that 
“With Hotpoint’s exclusive Frost-Away, 
there’s NO frost to DEfrost.” 


® Some of my readers do not agree with 
this opinion. Typical of their attitude is 
this onslaught from a critic: “Mr. Woolf 
prefers an advertisement that looks like 
a page from the telephone directory and 
reads like an army specification for any 
given piece of equipment.” 

In none of my writings have I ever 
said that the presentation of bare product 
facts is the secret of strong motivation 
in advertising. I do not believe that a boy 
hankers for an air rifle because the stock 
is walnut-finished and because the rear 
sight is double-notched. I have said (1) 
that people buy, not products, but bene- 
fits, and (2) that product facts are essen- 
tial for the sake of credibility. 


wonderful reasons why 


NEW SLIP-ON CORNERS MAKE PEPPERELL FITTED SHEET! 
YOUR BEST BUY DURING AUGUST SALES! 
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INFORMATIVE VS. EMOTIONAL—The Pepperell page is a fine example of non-emotional 
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Advertising Age, August 22, 1955 


nest in encouraging motorists to adopt 
safety devices wherever available, and 
offered the substantial incentive of low- 
er rates to those who took advantage of 
them, then the public’s current interest 
would be greatly increased, and thou- 
sands of insurance agents would become 
promoters of safety and propagandists 
for safety belts and every other approved 
safety device. 


® Metropolitan Life recently won another 
major award for its public health cam- 
paign in the Saturday Review competi- 
tion for “advertising in the public inter- 
est.” Why shouldn’t Travelers’ and other 
large automobile underwriters take ad- 
vantage of the opportunity to perform 
a useful public service and at the same 
time promote their business in the most 
desirable fashion by devoting a part of 
their advertising to describing and illus- 
trating available safety devices and urg- 
ing the public to adopt them? Offering a 
rate advantage would be the clincher. 
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INVITING—There are, of course, certain 
products about which the reader is un- 
likely to read fact-packed copy. This in- 
viting ad contains a minimum of product 
information, but I am sure that not even 
my critics would recommend this treat- 
ment for, say, the GE portable steam iron. 


(nnn Morning, durling .., 
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reason-why copy. It isn’t clever, cute, or catchy, a serious lack, according to the phi- 

losophy of some of my readers. The facts will almost certainly appeal to any intel- 

ligent woman. The St. Marys page, almost totally non-informative, relies for its sale- 
sense on an emotional pitch: “You were so pretty sleeping...” 
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Which of these 5 magazines has the 


NEWSSTAND SALES IN $ PER ISSUE 


re —— 3 mos oa 3 mos a 3 Mos. 
55 «55'S SS ’ 
A further look at the record shows Redbook with the only gain 
among these 5 magazines in first quarter newsstand sales 
1955 versus 1954. 

Obviously, Redbook’s newsstand revenue per issue is also 


on the UP—UP ABOVE Collier’s, Look, Life and the Post. 


greatest newsstand revenue...and why? 


The correct answer is Redbook, The Magazine for Young Adults. Issue by issue, people 
spend more money for newsstand copies of Redbook than for any of the major weeklies and bi-weeklies. 


And Redbook continues to gain in newsstand 


sales, with a 76,000 higher average for the 
first half of 1955 than for the first half of 
1954*. Yes, almost a million people (out of 


A.B.C. Price Newsstand 


3/31/55 — Per Copy Repeal 


Redbook’s 2,175,000° total circulation) walk up | REDBOOK 949,151 35¢ $332,202 
to their newsstands and pay, not 15¢, not 20¢, POST 1,547,405 = 15¢ 232,110 
but 35¢ per copy for Redbook! — LIFE 1,043,932  20¢ 208,786 
What magazine on your current media list LOOK 1,001,086 15¢ 150,162 
can match this record? COLLIER’S 826,364 15¢ 123,954 


Read a copy of the new Redbook. You will 


(latest available comparative figures) 


understand why it is so vital to millions of 


young men and young women. You will see a magazine that is literate and lively in content; that not 
only reflects its audience but rewards it by pointing the way to more fruitful living. 

For the full story of how Redbook rewards its readers— and its advertisers—phone MUrray Hill 6-4600 
in New York, or WHitehall 4-4226 in Chicago, or write 230 Park Avenue, New York 17, N. Y. 


Redbook /: 


The Magazine for Young Adults 
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On the Merchandising Front... 


How ‘Magic’ Is the Magic 
of Odd Price Figures? 


By E. B. Weiss 
Merchandising Consultant 


Most large retailers have very positive 
ideas about the magic of certain pricing 
figures—in particular, the odd price fig- 
ure. Some manufacturers have equally 
positive ideas on the same subject. And 
this, of course, is why we see such a rash 
of odd prices running all the way from 9¢ 
up to $199.95 and in just about every cat- 
egory of merchandise from food to major 
appliances. 

Now I am not about to contend that the 
odd price is without its lure. But I do 
contend that the odd price has seldom 
been tested under circumstances that have 
led to conclusive evidence proving its to- 
tal ability to conquer the shopper. And I 
also contend that, in innumerable in- 
stances, retailers—manufacturers, too— 
are unnecessarily throwing away gross 
margin because of blind worship of this 
particular sacred cow. 

I note that quite recently Emerson Ra- 
dio made a break with industry tradition 
in the television-radio receiver field by 
dropping the legendary 95¢ pricing prin- 
ciple which is almost universally em- 
ployed for radios ($29.95 is typical) and 
for television sets at such a silly figure as 
$199.95. Emerson has gone to a round 
figure. 


s If Emerson volume moves up—or down 
—will the price change be the cause? I 
doubt it. The volume done by a business 
is a composite of many factors, and I 
am reasonably sure that this pricing de- 
parture by Emerson will not cause violent 
reaction of any kind at the marketplace. 

But at least here is an example of one 
company with the courage to kick an in- 
dustry’s firmly established pricing tradi- 
tion right in the teeth. And it leads me to 
wonder whether many other manufactur- 
ers and—even more so—many retailers, 


might not with profit re-examine their 


’ pricing policy with respect particularly to 


the presumed magic of the odd figure. 

I think the time is ripe for a serious 
study of that odd figure (maybe even the 
motivational wizards could make a con- 
tribution here) because our shopping 
public is of quite a changed mentality 
from the shopping public of that era dur- 
ing which the odd figure took over in 
pricing. The public, in brief, is not quite so 
easily fooled, although I hasten to add 
that the warehouse sales, the auction sales, 
the farmers’ market sales, etc., suggest 
that if a sucker is no longer born every 
minute, then maybe the time factor is 
now on the order of every five minutes. 


= In any event, it appears to me that a 
23¢ price may not, in certain instances, 
really stimulate volume sufficiently to 
warrant a markdown from the 24¢ level, 
or from the 25¢ level. And as we go up 
into the higher ranges—the big ticket 
items—it seems to me that, in this day 
and age, not many shoppers are unaware 
that $199.95 is only 5¢ less than $200. 

Of course, I am merely matching opin- 
ion against opinion. But inasmuch as so 
much (although by no means all) odd 
pricing involves a sacrifice of markup, 
wouldn’t it be wise to make something 
resembling a scientific study of the odd 
vs. even (or round) pricing policy? 

Retailing, in particular, is just loaded 
both with tradition and with surmise, and 
in retail pricing practices this can be (and 
probably is) a source of serious profit 
leakage. Mass retailing tends to eperate 
with a net profit percentage running 
from % of 1% to perhaps 2% maximum— 
and if the odd price is taking one per- 
centage away from net (as it is unques- 
tionably doing in some large retail or- 
ganizations) then perhaps a re-examina- 
tion of this sacred cow is very much in 
order. 


Adman Finds It's Good Business 
to Serve Community Causes 


Because advertising men are so frequently called upon to 
serve on various community projects of a civic or chari- 
table nature, we are glad to print this brief piece by an 
adman who was once a professional public relations staff 
member of the Boston Community Chest, to show how 
such community service can be rewarding not only in a 
personal way, but how it adds up to good business. 


By David L. Bens 
Advertising Manager, American Machine 
& Foundry Co., 

Electronics Division, Boston 


Being bombarded with fund drives? 
Odds are 99 to 100 that your answer is 
“yes.” Chances are just as great that you’re 
missing the proverbial golden opportunity 
in not combining honest charity with new 
business! 

It’s simple! It’s obvious! Community 
Fund, Red Cross, Salvation Army, United 
Fund, Heart, Cancer, Easter Seals, TB, 
Muscular Dystrophy, Hospitals, Camps, 
etc. can’t exist without private contribu- 
tions. They’re here to stay as permanent 
democratic fixtures supported by your 
dollars. All right, you’re contributing a 
portion of your hard-earned bucks at 
least weekly to some worthy cause. Maybe 
you’ve been nailed for executive payroll- 
dedustion spread over a 52-week period. 


What more can you do? 

It’s simple! It’s obvious! Jump aboard 
the fund-drive worker bandwagon and 
gain, in addition to a tremendous amount 
of self-satisfaction, a host of new contacts 
and contracts. 


® Take, for example, the happenings of 
an up-and-coming young adman who 
served in the pr/advertising division of a 
United Fund drive. 

The few unknowing and unwise city 
fathers who had previously attached cer- 
tain stigmas to the advertising profession 
suddenly about-faced and accepted him as 
a most valuable campaign co-worker. 

He discovered that most big companies 
delegate two or more top executives to 
serve as practically full-time volunteers. 
They observe—a few for the first time— 
the vital success factor that promotion 
plays. 

If you don’t press him too firmly for 


“all the facts, ma’am,” he'll tell you how 
certain of these same top executives car- 
ried glowing reports of him (and natural- 
ly, his agency) back to their parent com- 
panies. 

For the first time, he really became 
aware of the private needs of his city. He 
became enthused, as only an adman can, 
in helping church, civic and business lead- 
ers push the drive over the top. Strangely 
enough, when he returned to his regular 
agency job, he suddenly sensed that the 
proposed nationwide advertising cam- 
paign he had been working on was waste 
basket ammunition. New thoughts regard- 
ing “just plain people” whipped into his 
theme, copy and strategy. Later, and even 
more strangely, the client asked for only 
two trivial changes before buying the en- 
tire package! 


® The friendly chap who was group chair- 
man for industrial gifts called for lunch. 
Needed a little help on a business promo- 
tion and thought our adman’s agency 
might be interested. Naturally, it was. De- 
veloping into a nice account, too! 

A number of clients (admittedly a few 
from the same company) congratulated 
him on the “nice publicity job” he per- 
formed for the drive. Seems that even the 
wife of one “touchy” president collabora- 
ted with him on preparing a Residential 
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Solicitors Handbook. Couldn’t get over 
how creative he was. Told her husband 
about it, who mentioned same to agency 
boss-man. 

He seriously didn’t want that “mug 
shot” in the city dailies, but it was a 
“must” for all key campaign workers. 
Caption gave his agency a good plug and 
the hometown weekly played the story for 
six column inches. 

For a promotion gimmick during a re- 
port luncheon, he arranged to have the 
agency art director sketch a series of 
solicitation cartoons on a Vu-Graph. Gen- 
eral comment from. several hundred 
luncheonaires was, “You’ve got to hand it 
to ‘X’ agency—their boys are really crea- 
tive. Darn good thoughts on how to raise 
money, too!” 


® His wife became doggone happy to see 
him worry over the success or failure 
status of something besides the Blop beer 
sales curve. 

He became doggone happy to worry 
over the success or failure status of some- 
thing besides the Blop beer sales curve. 

Frankly, folks, say “yes” next week 
when someone asks you to serve on that 
legitimate fund drive. You, too, will ra- 
pidly discover that... “Good Community 
Relations Mean Good Business!” 
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Virginie ferret! Acodemy of Advenced Heirstyling 
41 West Mitwavkes Avenue, Detroit 2. Michigen 


(C Please enroll me for « One Week Refresher Course Beginning 
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By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

Oftentimes advertising people who 
must create ads for industrial and trade 
magazines and farm papers seem to 
have a prescience as regards the busy 
harassing world in which their readers 
live. They seem less preoccupied—these 
ad creators—with attempts to be crea- 
tive, amd more preoccupied with at- 
tempts to be effective, than many of 
their contemporaries in the lush fields 


Looking at the Retail Ads 


“| increased my income over ‘3,000 a year 
after attending the Virginia Farrell Academy” 


writes Janeth Cappetta 
of Chicago 


“The course in Advanced Hairstyling 1 took at the 
Virginia Farrell Academy in 1954 was the most 
important event of my career,” writes 
Miss Janeth Capperra of the ultra-smart Wilma 
Meeks Salon in Chicago. 


“I have greatly increased my income . . . improved 
the quality of my work and have much more confi- 
dence. Nicest of all, | get many more compliments 
from my clients.” Miss Capperta goes on to tell us 
that because of her course at the Academy she is 
more conscious of style and quality in hairdressing 
She participates more frequently in association activ- 
ities and public events. In short, Miss Cappetta has 
become a top-flight professional hairstylist! 


This enthusiastic endorsement from Miss Cappetta 
is typical of the many we receive from appreciative 
beauricians in all parts of the United Staves and 
Canada. They are taking the lead everywhere. They 
excell in both practical everyday shop work and in 
the dramatic styling that wins contests. They have 
superior ability because of their superior training! 
All training in Advanced Hairstyling at the Virginiz 
Farrell Academy is personally supervised by C 
Anthony. Carl Doran conducts the classes in Advanced 
Permanent Waving. They are assisted by a large 
staff of highly qualified associate instructors. 

Put yourself on the road to greater income, more 
confidence and satisfaction. Write today, or phone 
collect, for full information. You risk nothing If 
you are not completely satisfied after one week's 


training YOUR TUITION WILL BE REFUNDED 
IN FULL! 


VIRGINIA FARRELL ACADEMY 


OF ADVANCED HAIRSTYLING 


42: W. MILWAUKEE, DETROIT 2, MICH. TRIMITY 39-1499 


of general and retail advertising to con- 
sumers. 

Here is an ad that is as sound as an 
unavailable $20 gold piece. It has a story 
to tell, it steps up and tells it forthrightly 
in terms of the reader. 

It uses the powerful old testimonial 
idea without causing the reader to won- 
der how much was paid for the testi- 
mony and whether or not it is bona fide. 

It is my guess that if this kind of ad- 
vertising doesn’t pay off for this adver- 
tiser, there would be a hard time finding 
something that does. 
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What gives this lightning its striking brilliance 
and power? Sunbonded DAY-GLO! This day- 
light fluorescent material actually glows from 
within. Available in seven dazzling colors, it 
can give your message new impact and freshness! 


Sunbonded DAY-GLO colors are versatile— 


Irl 


effective whether used boldly or modestly. They 
come in many forms, including bulletin paints 
and screen process colors. Outdoors, they last 
a full run without fading. Indoors, they last 
indefinitely. Be sure to specify Sunbonded 
DAY-GLO colors. Switzer Brothers, Inc., 4732 
St. Clair Ave., Cleveland 3, Ohio. 
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UNBONDED 
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On the Merchandising Front... 


How “Magic Is the Magic 


“all the facts, ma’am,” he’ll tell you how 
certain of these same top executives car- 
ried glowing reports of him (and natural- 
ly, his agency) back to their parent com- 
panies. 

For the first time, he really became 
aware of the private needs of his city. He 
became enthused, as only an adman can, 
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Solicitors Handbook. Couldn’t get over 
how creative he was. Told her husband 
about it, who mentioned same to agency 
boss-man., 

He seriously didn’t want that “mug 
shot” in the city dailies, but it was a 
“must” for all key campaign workers. 
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of Odd Price Figures? 


Caption gave his agency a good plug and 
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By E. B. Weiss 
Merchandising Consul 


Most large retailers have ve 
ideas about the magic of certa 
figures—in particular, the odd 
ure. Some manufacturers have 
positive ideas on the same subj 
this, of course, is why we see su 
of odd prices running all the wa 
up to $199.95 and in just about e 
egory of merchandise from food { 
appliances. | 

Now I am not about to contend 
odd price is without its lure. 
contend that the odd price ha 
been tested under circumstances x 
led to conclusive evidence provin. 
tal ability to conquer the shoppe 
also contend that, in innumeré 
stances, retailers—manufacturers 
are unnecessarily throwing awa 
margin because of blind worship 
particular sacred cow. ) 

I note that quite recently Emer 
dio made a break with industry t 
in the television-radio receiver 
dropping the legendary 95¢ pil 
ciple which is almost univer 
ployed for radios ($29.95 is typid¢ 
for television sets at such a silly f 
$199.95. Emerson has gone to ¢ 


® If Emerson volume moves up— 
—will the price change be the c 
doubt it. The volume done by a 1} 
is a composite of many factors, 
am reasonably sure that this pri 
parture by Emerson will not caus 
reaction of any kind at the mar 
But at least here is an exampl 
company with the courage to kic 
dustry’s firmly established prici 
tion right in the teeth. And it lea 
wonder whether many other man 
ers and—even more so—many 


Adman Fin 
to Serve 


Because advertising 
serve on various c 
table nature, we ar 
adman who was on 
member of the Bos 
such community ser 
personal way, but hd 


By David L. Bens 
Advertising Manager, American 
& Foundry Co., 
Electronics Division, Boston 


Being bombarded with fund | 
Odds are 99 to 100 that your ani 
“yes.” Chances are just as great thal 
missing the proverbial golden opp 
in not combining honest charity “| 
business! ; 

It’s simple! It’s obvious! Community 
Fund, Red Cross, Salvation Army, United 
Fund, Heart, Cancer, Easter Seals, TB, 
Muscular Dystrophy, Hospitals, Camps, 
etc. can’t exist without private contribu- 
tions. They’re here to stay as permanent 
democratic fixtures supported by your 
dollars. All right, you’re contributing a 
portion of your hard-earned bucks at 
least weekly to some worthy cause. Maybe 
you’ve been nailed for executive payroll- 
dedution spread over a 52-week period. 


The few unknowing and unwise city 
fathers who had previously attached cer- 
tain stigmas to the advertising profession 
suddenly about-faced and accepted him as 
a most valuable campaign co-worker. 

He discovered that most big companies 
delegate two or more top executives to 
serve as practically full-time volunteers. 
They observe—a few for the first time— 
the vital success factor that promotion 
plays. 

If you don’t press him too firmly for 


in helping church, civic and business lead- 
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ative advertising and advertising 
training.) 

Oftentimes advertising people who 
must create ads for industrial and trade 
magazines and farm papers seem to 
have a prescience as regards the busy 
harassing world in which their readers 
live. They seem less preoccupied—these 
ad creators—with attempts to be crea- 
tive, and more preoccupied with at- 
tempts to be effective, than many of 
their contemporaries in the lush fields 


__ the hometown weekly played the story for 


Here is an ad that is as sound as an 
unavailable $20 gold piece. It has a story 
to tell, it steps up and tells it forthrightly 
in terms of the reader. 

It uses the powerful old testimonial 
idea without causing the reader to won- 
der how much was paid for the testi- 
mony and whether or not it is bona fide. 

It is my guess that if this kind of ad- 
vertising doesn’t pay off for this adver- 
tiser, there would be a hard time finding 
something that does. 


pee ee ee = &@,. * «> Stee 2 -S 


rine F ¥ nies , ‘ : { Se ai | . A 104. FS Pe heat aS ~ AP is an 4 oe Dentarg * Aas, = ns OS is J praaeeS : 
Sas . ‘ 1 : 2 > 
: AS is : ss fia : . ' re 
ee P ; 
¢ 
ae 
ey ts 72 Ry 
Irsy * 
: ee ; 
24 AY Rn 
pe 3K’ : 
is 
fe 
ae 
ad 
a 
yea) 
hp a 
oy ; 
i? a — —_——— ee 
ta 
= 
es, 
-. 
Ree 
tg 2 
ie 
a 
7 
5 | 
a ; 
7 
; 
‘ | 
- 
_ 
— 
2 . 
4 - | 
ii figure. : 
q : | 
’ 
ae 
P 
ie ; 
ae . 
a 
a. 
vm 
Be 
— | 
ean 
pe ‘ 
, 
}, ; 
SS 
a | 
oe ; \ 
4 . 
| 
a 
= 
ie 
3 
i 
i 
a 
<a = 
fh, 
~ a 
ir 
<r 
Loe 
oP 
q | 
- a 4 
a 
+ — 
ee 
F 
. 1 
_ 
" 
es 
4 
a, 
eS 
Bos 
is Bec At . : ’ ' ; “ 
Shoes nS ES: s NE a oe e gg cater RO gi Ae to a Cae ee tere re he a kt fe eee Cai, 2 4k Bey Soden Fee iad tain? 6 < eS , . ¥ 
Ae ee ee pa ae oe Al GaSe oy Ural em ee ee FO eae ea See: ein ee RE ie Oe =p Ge Pe fh. see, ce ca ie. oer SACs Pree ts Seee ant ome Ee TO CO it Be ed cee? a 4 - x 2 es ee ae ‘ 2 . | : ae? 
eA a. ae eS he try Re eee Ph iene ee Sine oh an rae Sr oe EO mat ny een a eS Wh Ae ti ae ROS Pe Se ae Ae Rett ig DT a Ss TE ae dagen: We ye nds gala ties Oe a ee OS ale Fe ae eile tp: Bote: py et eT ee oak ere an Be Aeaps oe? ee 4 ee: 
Se Aes rs: POR mega. fe fae ie ad pF Ee Me te Talo WEEN Sy TE oe Ae 4 ee ir AE ae ee ey BAB, ec Nair SAS Sik te Melee hg es as CES > nett ee ee bie hy AN eet Bit Fae a RT eS ae a Re in ee eee ete IR ee gre ht eet) OO Pe ee ed ee Re ey ee CT gtd Siaees 
Ree Tale a ee NES ; bey je ey aH eee Mss Aedes Fea ONT Re Rey ate Epes Bee eee] eae aoe ot ee. acabe gh y's Si ee AE ae tt Te ea tg ot, ae ys Pe ak A Pe : hey. ee a ee ee ie roe eT Pom Sy Some 
i? se Db eS PP ee ee 2 at Dee en Sie rte pale. eae ee ge oe oe PO apr ot te eet hele oR Bak GE ee Ss ered ge SAS REE gs Meee BG pare’. pa te ESE 8 fire SE RE tel ded a 5 Ie Bitar TEN Oe 8 ae RR ESE eRe ERE Mee of fo, ony 
Sat ag asi it oa Wa Nr Nes OS ie eA Rae We gas i Te ae ee peek) Oe VN eet an ASM” pee A IER es Dip OR ee i eg Nai ee ra 7 Tope REN ok: A PMO A te Bh) pf parkee Oh a fat Aa 
sch Ae < cee Se). SO Ma 0 Ra RO Aig iy 1 SRL, SG ae MACE, iy Cats, sie SN Lag! REO Cy eal n SREP CPt eM ry hE ST gel te a geben a Sere ye hel aS eae Fonte pelle pO” a ten’ EAL T ein Meee. Pet ae Cy cE ES Re Ege I Fie MT, EAR iad ae oe | sR? «3 Fo havea See ag 
Cr Soy tr tio be oe Re Re ee PeeWee Mane RF el AIP ANG | lao Toye cae AL Paced ch ea, BOLT ge gal eee Rae he eS sah RT OAL ee NET Cee al era el Hees OO, Se es Le ere eS See i atot Paign pet | Oe 4M ea ee Lg Sei Takats, Bek eae a het ties aie rye 
Ae EVO, PPR BSE OND SRE R.ENG AONE IT ARS Ses Ty BE Sh ON! AINE FORE OCD. SL RIED Si Tae abe iar MER LES ae Vp Nee eee MIRANAPY, R atptivecs SO moO ee Ee Rd ES ae ee & OTE 
SANA, FT NON dg PSM ee ARM “Parle pe oN Tos a ata He yn CR Ae OAs ICU a ner ae Nake Mey aia Pee FAA aaa kt AST ee MO SOS RENE) RS MMR? STAG at 120 JSPOS Ie PS Tee PU RN ALS LS GPR AAO Ramya tems ba SE lank ee epee 4 cient SY guar ag okies ef Riel Wak” ap de Seamed ce oe ian Bw apd 


ee: al oie 


Bie to 


a ——T 


Pe 


7 n = x em Bet i i “a 


Advertising Age, August 22, 1955 


Department Store Sales... 


Slight 3% Gain Shown for Aug. 13 


WASHNGTON, Aug. 18—Depart- 
ment store sales in the week end- 
ing Aug. 13 were ahead of the 
similar week of 1954, but the gain 
was not as spectacular as it has 
been in previous weeks during this 
year. 

According to the Federal Re- 
serve Board, sales for that week 
were 3% ahead of 1954. For the 


———_= 


Department Store 
Sales Barometer 


Change From 1954 


Week Ended g +3% 
Aug. 13, 1955 


Jan. 1 to 
Aug. 13, 1955 


wi 7% 


four weeks ending Aug. 13, sales 
were 8% ahead of the previous 
year, and for the year to date, 7% 
ahead. 

In the 13 FRB districts, greatest 
gain was shown by Atlanta—12% 
for the week ending Aug. 13. 
Greatest loss, was shown by New 
York, down 5%. Losses also were 
recorded for Boston (3%) and 
Richmond (2%). Philadelphia 
sales showed no change. 

All the other districts showed 
sales gains, as follows: Cleveland, 
7%; Chicago, 4%; St. Louis, 3%; 
Minneapolis 2%; Kansas City, 4%; 
Dallas, 8%, and San Francisco, 5%. 


% Change from '54 
Week Ending 


EDORINEEEO  Siiaiateoncicinion +19 
St. Louis +22 
Memphis +22 
Minneapolis District ............ +3 
Metropolitan Areas 
Minneapolis-St. Paul ........ +3 
Minneapolis City .............. +3 
eg RE Re + 3 
Cities 
Duluth-Superior _.............« +1 
Kansas City District ............ +20 
Metropolitan Areas 
Denver r+28 
Topeka +19 
Wichita r+36 
Gy IES Giliclindtniscatbecebeisidedes —4 
BIBT ED  ccccerecccesvcscesecsnse +11 
Oklahoma City .....ccccsseee +23 
Tulsa +9 
City 
BD GI ccccccoserccsesesicrveses +22 
Dallas District. ................ . r+15 
Metropolitan Areas 
Dallas .. +21 
TER PROB cccsesornccessecssccnnnes + 3 
ERE, TROD, cannsenjecitpionccnes ones + 2 
PTE cttttnisevtperntenicncosesiveconse +9 
San ANtOnio .........ccccccseseeeees r+ 3 
San Francisco District ........ r+ 8 


+10 


Metropolitan Areas 


Los Angeles ......-. = ee +1 
Downtown Los Angeles ~ +13 pee 
Westside Los Angeles . +13 n= 
Sacramento  ..cceveceeeerreecereercees = +6 
Sar, Die fo  cnverevseseveeereeerccees +3 0 
San Francisco-Oakland ... + 4 0 
San Francisco City .......... me ak 
Oakland City... + 9 aie ae 
Sar JOB] nccccnsesencessnvereeessecvesees —4 +4 
Portland «...cccsseercceveesersreeceeeee +15 +2 
Salt Lake City ....-.0...0 +4 +12 
RIN pencemnresecter centres anaes +15 49 
SPOKANE] .2...0..0.cecceerserseeeseesseeeee +14 +5 
TRCOUTD nccsssicocccrcesessveoeeessssseeees +12 +2 
r—Revised. 
*—Data Not Available. 


American News Will Distribute 
Mactadden Publications 


American News Co. and Macfad- 


den Publications, New York, have} 
reached an agreement whereby | 


ANC will distribute Macfadden 
magazines in certain areas of the 
U.S. Last month American an- 


+11| nounced it would distribute in sev- 


+15) 


+ 8/dled by International Circulation 


eral cities the 39 publications han- 


wy Distributors, a subsidiary of Hearst 
+ 3/ Corp. 


‘Sawyer’s Boosts Robinson 

Don Robinson has been named 
advertising manager of Sawyer’s 
Inc., Portland, Ore., manufacturer 
of View-Master stereo products. 
Mr. Robinson has been with the 
company since 1946. 


Flower to Post, Johnson 

Carl Flower has resigned from 
the sales staff of WKNB-TV, Hart- 
ford, Conn., to join Post, Johnson 
& Livingston, Hartford agency, as 
head of the radio and television di- 
vision. 
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KTVQ Names McGillvra Inc. 

Joseph Hershey McGillvra Inc. 
has been appointed national sales 
representative for KTVQ, Okla- 
homa City. 


Illustrated! Simply Written! Important! 
SAFETY IN THE HOME WORKSHOP 


Timely booklet prepared by Popular Mechanics 
Magazine at request of industry. Do-it-Your- 
self craze making home workshop enthusiasts 
of millions of men and women—many with 
limited knowledge of tools. Bring safety pro- 
gram into the home—avoid thousands of lost 
man-hours through injuries. Management { 
] should get this booklet to every employee. 
we quantity rates. SEND FOR FREE SAM- 
PLE COPY. 
POPULAR MECHANICS PRESS, Dept. 
AA-8, 200 East On Ontario St., Chicago 11, Ill. 


Service Card. 


The NATIONAL TOY JOBBER—Quick, sure way to get toy distribution. 
Circulation includes 6,500 toy wholesalers, 2,000 toy manufacturers, 
600 sales reps. The only trade paper giving blanket coverage of the 
wholesale toy field, manufacturers and reps. / 


Me 


ze 


SOUTHERN TOY JOURNAL—Over 4,700 circulation in th 
state Southern toy market covering all retail, chain, dept. store 
wholesale outlets. Read and supported - all Southern toy people. 


each cout ar 
Pine & Luckie Sts. 
Atlanta, Ga. 


_ Write for 
descriptive 
folder 3 


545 Fifth Avenue 
New York 17, N.Y 
Murray Hill 7-6865 


Federal Reserve July Aug. 
District, Area and City 30 6 
UNITED STATES. ........:::00:00 +13 +5 
Boston District ........cc +15 — 5 
Metropolitan Areas 
TROBBE | cccnccrcccscescoseseocesvscensscsece +17 —4 
Downtown Boston ............ +18 -—4 
Suburban Boston ............ +15 —4 
CAMDbVridge  ......ccsccceseseseeree + 6 —10 
Quincy +22 0 
Lowell-Lawrence 2... +18 +4 
Cities 
OI ccscccccccsncssvcrnennnesse + 2 —4 
PEOVIGEROD . oeoecccececosessercccesees +17 — 8 
New York District ............. +10 4 
Metropolitan Areas 
Buffalo... +11 — 5 
New York-N.E. New 
Jersey — 5 
Newark —13 
New York — 5 
Rochester .. +3 
Syracuse —9 
Philadelphia District ........... r+12 —_— } 
Metropolitan Areas 
WERRRIOGIS  onscsesccccecscccvccnesss r+ 8 +12 
DEBT caceisscccccesscscccovenecncnsescoe r+19 —2 
LiMMCABOL .00000..cce0reccnssercereceeseee +18 —1 
Philadelphia  .........ceseeeee +11 —2 
ROAMING  ........ceseeveevreserssensseerees +16 +5 
STANTON  onccciccceeccecceeee r+ 8e —15 
Wilkes-Barre—Hazleton .. +29 + 5 
Cleveland District ............. +16 + 9 
Metropolitan Areas 
EMIAABROE  ocencsisesccisccrcovcerescesee +12 424 
BIO” ensnecichivcesansrsatosocsesorsscersces +17 +13 
Cimeinnatl .........ccosserersessees +12 + 2 
a Se en ae +12 + 4 
COBRA ona encccesccscscscocesocssees +14 +4 
BIND cnsoveicosssncncveccansosensecsions +20 +12 
TI pric tapiccansnsndeentensitetinenniibonmnas +14 — § 
Wheeling-Steubenville ... + 3 + 5 
City 
SII» isernnnerececesctnseronisioen 423 +18 
Richmond District _.............. +12 + 7 
Metropolitan Areas 
Washington ....cccccccccceeereeeee r+18 + 8 
Downtown Washington ., r+19 + 6 
Baltimore .........0c0-scersesssssseesees r+ 4 0 
RACHMONA . .........00.cescersesesseeees r+ 6 +16 
Atlanta District .......:000 r+16 +10 
Metropolitan Areas 
Birmingham .........0ccereeeee +18 +11 
TacksSOnville ........00cc:cceseeseees + 2 + 3 
Atlanta +14 +14 
BRIER . wciteitnornineritiennctiqnine — 3 a 
New Orleans. ...........scscserseees r+18 —4 
KEMOXVINME) o...ecceccereeseereesseneees r+23 +16 
Nashville  .........-cceccssesseeseenneees +24 +23 
City 
TAINPA  .ne.ccecrccscoseressersoersseceesees +1 — 8 
Chicago District  ..........- +11 +4 
Metropolitan Areas 
CRBCRBO. 2.cesececesssecrrccccrescecceseoeeee + 5 — 2 
Indianapolis  ........-cccecseeeeeeee +11 +4 
WIGCT ONE pciesecsnscosscescccccccocesnsecees +19 + 8) 
MilWaukee ..cccccsecssceseessesesee +3 —1| 
St. Louis District .................... +22 +18 
Metropolitan Areas | 
Little ROCK ......csesserereversess +19 +15 


How to gell a 


PER 


» @ =. 


Teast: 


Texans are just naturally peripatetic*. 
They take to the highway like a duck does to water. They drive to work, 
to play, to shop, to visit . . . in air-conditioned Cadillacs . . . in middle-aged 
family cars . . . in windblown sports models. 
In North Texas, believe it or not, there are more cars than there are families, 
and 640,000 of these cars have radios. The average car radio is used 542 hours a week and 
by far the great majority of them are tuned to WFAA. 
By its creative approach to programming, WFAA has become the listening habit of 
North Texas, where people travel more, listen more, make more, spend more. 
If you have anything to sell these folks, the surest way to reach them is on WFAA. 
For more details see your Petry man. 


Alex Keese, Manager 


Geo. Utley, Commercial Manager 


Edward Petry & Co., 


inc., Representative 


NV 


~~ Free-wheeling, to you. 


34g S\ mI4 mr ~~ 


Highlights ef 1955 Whan Report 
NORTH TEXAS Listening Habits 


Source: North Texas Radio Audience of 1955 
Dr. F. L. Whan, Kansas State College 
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‘Tv Can Make Your 
Brewing Exciting, 
N eee ) . 
sag Film Maker Argues 
Top Coverage | 
é _ New York, Aug. 17—According 
Chicago Negro to MCA-TV, the way to sell beer is 
Market! on television—preferably with 


Daddy-O 
Midnight Radio 


Show > WGN chicago tribune Station 
441 N. Michigan Chicago 11 SU 7-0100 

or call your local 
George P. Hollingbery Company Representative 


brewers who have done it. 

| Brewers and their agencies are 
currently looking at a presentation 
called “Brewing with Excitement,” 
| which argues that since (1) nine of 
ten beer drinkers report they drink 
beer at home, and since (2) televi- 
sion is the nation’s major leisure 
activity—with the set turned on al- 
most a quarter of the day—then 


@ We Love those HARD Jobs- 
The Folded and the Bound! 


IMPRINTING—OVERPRINTING 
Sersen’s IMPRINTING, INC. “US°SP°tkSaic ss, © CHICAGO 7 


17 N. Loomis St. 


MCA film programs—and it has | 
lined up a formidable array of| 


ae 


(3) tv is the way to reach beer| 
drinkers at home. 


® Further, the tv film syndicator 
points to the fact that three men 
drink beer for every two women 
who drink it, and that some MCA} 
film shows deliver from 32% to) 
40% male audiences. City people 
drink more beer than rural people, | 
and naturally—city people have) 
more tv sets. In many cities, tv sat- | 
uration is close to complete—at the | 
level of 85%-90% of all families. 


And finally, brewers can use the 
flexibility of film tv shows to con- | 
form to their own markets, to fit) 
their own time needs and their own | 
audiences. 


And MCA-TV points out that 16. 
of its shows have had brewery 


sponsorship. Among the most popu- | 


lar with brewers: “Famous Play-| 


house,” which 15 brewers over a) 
two-year period have sponsored; 
“City Detective,’ sponsored by 12 
in the same period, and “Water- 


front,” sponsored by 16 U.S. and 


| Canadian brewers over the same 


two years. 


one single medium sells this $353,000,000 grocery market 


Q) 


SCOTTS SLUFF] MORANL 


anew 
easy way 


to play records 


RCAVICTOR “~ 


Lift this 
record inte slot 


up play bar and lis 


Pash 
MODERN RECORD PLAYER—RCA Victor is using this eye-catching dis- 
play to call attention to its new Slide-o-matic record player at- 
tachment, which was designed especially for young children. Main 
selling theme: Ease of operation. Priced at $12.95 to $14.95, depend- 


ing on the model, the attachment has been featured in radio, tv 
and magazine advertising. Kenyon & Eckhardt is the agency. 


ays thea you rum Aeedlid 
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a Under 20% 
Chain Outlets: iy Safeway = ¢’) Hinky-Dinky JA. A&P 


["] Indicates Number of Independent Grocery Outlets in Each County 


57% daily coverage in 103 counties 


The Worid-Herald gives IMPACT to your 


advertising in Nebraska & Western lowa 


Grocers throughout Nebraska and Western Iowa know the impact 
that World-Herald advertising creates in their communities. They 


have seen it spark consumer reaction for many 


products. The im- 


pressive record of this medium’s ability to move goods is just one 
reason why World-Herald advertisers can count on getting grocers’ 


tie-in advertising and in-store sales support. 


The World-Herald’s 103 Plan offers you 5 other ways to stimulate retail co-operation: 


1. 
2. Personal calls on advertising retailers 
3. 
4. 
5. 


Split-run advertising for testing appeals 


Assistance in staging local sales meetings 


Mailing to alert key retailers to your campaign 


Campaign presentation to your local sales force 


Regardless of your product classification, this one single medium 
offers the most effective way to sell this growing 2 billion dollar 
market. To sell the 114 million people in this 103 county area, sell 


through the one single medium that reaches 3 out 


of every 5 families 


in Nebraska and Western lowa—The Omaha World-Herald. Contact 
O’Mara and Ormsbee or write the national advertising department 


of The Omaha World-Herald for further details. 


OMAHA 


252,795 daily 


WORLD-HERALD 


267,090 Sunday 


Average Net Paid Circulation for April, 1955 


O’Mara & Ormsbee, National Representatives: 
New York * Chicago * Detroit * Los Angeles * San Francisco 


Anderson & Cairns Adds One 
| Wynn Oil Products Inc., Mine- 
ola, N. Y., subsidiary of Wynn Oil 
Co. of California, has appointed 
Anderson & Cairns, New York, to 
handle its advertising and sales| 
promotion. The parent company’s 
advertising is handled by Batten,).. has added S. John La Puma, 
Barton, Durstine & Osborn. Sub-| formerly with Kastor, Farrell, 
sidiaries and distributors of the| Chesley & Clifford and JFD Mfg. 
parent company will hereafter do | Co., to its copy department. 

their own regional advertising. | ; 

The Mineola company distributes 


R&R Elects Rogers V. P. 


in seven eastern states. 

| Ray Mount Rogers, manager of 
Mutual Names Smith, Rome ‘the San Francisco office of Ruth- 
| Robert J. Smith, formerly with rauff & Ryan, has been elected a 
‘DuMont Television Network, and v.p. of the agency. Mr. Rogers, 
John C. Rome, previously with Leo| who has been with R&R for 10 
Burnett Co., have been appointed| years, will maintain supervision 
to the sales staff of Mutual Broad-| of accounts in addition to his ex- 
casting System, New York. jecutive managerial duties. 


Holmes, La Puma to Brown 
Carl S. Brown Co., New York, 
has appointed Ernest A. Holmes 
director of research and market- 
ing. He formerly was with Joseph 
Katz Co., Warwick & Legler and 
Young & Rubicam. The agency al- 
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Business Paper Success Story... 


Case Histories in 100 Trade Papers 
Help Customer Keep Up with Bakelite 


New York, Aug. 16—J. M. 
Mathes Inc., which handles the ad- 
vertising of the Bakelite Co. divi- 
sion of Union Carbide & Carbon 
Corp., finds it necessary in keeping 
the rapidly developing line before 
customers and possible customers 
to produce somewhere around a 
thousand units a year. 

The agency has handled the ac- 
count for the past 11 years, and its 
technical copywriters know the 
scope of the problem. C. W. Patton 
is the general manager of Bakelite’s 
advertising and public relations ac- 
tivities, while Jan Meyer is account 
executive at the agency. 

To reach company executives the 
company uses Business Week, 
Dun’s Review & Modern Industry 
and Fortune, as well as a number 
of annuals. It also uses a number 
of general consumer publications, 
and backs this up with a list of re- 
tail publications; but the largest 
group in its business-paper list of 
around a hundred publications is 
naturally in the industrial field, 
since one of the primary purposes 
of the advertising is to keep manu- 
facturers in many lines informed of 
the products turned out by Bake- 
lite. 


® The company has eight divisions 
in its sales and marketing setup, 
the titles of which give a suggestion 
of the complexity of the advertis- 
ing and sales problem. They are: 
Bonding materials, laminating ma- 
terials, molding materials, extru- 
sion materials, calendering mate- 
rials, film and sheeting materials 
for consumer use, surface and coat- 
ings materials and flexible pack- 
aging materials. | 

Within these categories are con- 
tained literally hundreds of special 
products and materials, which 
helps to explain why the company 
has to use more than a hundred 
specialized media. As Mr. Patton 
explained it to AA: 

“Every time we turn out a new 
product or enter a new field, 
through the development of a new, 
product by the research depart-.| 
ment, the new product engineering 
group keeps working to find out if 
and where the product has genuine | 
merit. The latter group goes out to 
a number of places and does a 
checking job, putting the product 
through a sort of incubation period. 


| 


| 
| 


| 
= “Also, manufacturers frequently | 
come to the company with a prob-_ 
lem which we are often able to. 
solve. Then we have to find out 
what publications reach the field 
the product apparently fits, as well | 
as the production and purchasing 
executives we want to be informed. | 
Broad coverage of general business | 
executives is desired to cover our 
general situation; hence we use the | 
so-called executive publications. 

“In addition, we use a number of 
consumer publications to keep the 
public aware of the merits of 
Bakelite’s products as materials 
used in certain consumer goods, 
and this is backed up by the use of 
a number of retail papers. A wide 
list of industrial magazines—which 
is constantly expanding as new 
products suited to new fields are | 
developed—is a vital part of the, 
program, to enable us to keep in- 
dustry informed of what Bakelite is 
doing. 

“Our advertising is tailored to 
our needs, and it is an important 
factor in the company’s continuing 
success—with an annual sales vol- 
ume to customers of about $185,- 
000,000.” 


® The case-history type of copy is 
generally used, except where it is| 
desired to give the reader a detailed 


history of a new product. Then a 
highly detailed and technical de- 
scription of the product is given. 
The company has adopted a tre- 
foil trade-mark signature treat- 
ment, with the name of the com- 
pany in color and a brief reference 
to the product advertised, in all 
copy, giving a family resemblance 
to the otherwise different copy. 
“Bakelite makes the raw material 
for an end product, not the final 
product itself, Mr. Meyer explains. 
“And the case-history copy thus 
involves the use of the name and 
products of manufacturers in all of 
these lines. 
“The industrial advertising is not 
intended to sell a single product— 
Bakelite shares the spotlight with 


the product manufacturer and with 
the concern which is responsible 
for the end application. Most of the 
advertising is based on a specific! 
successful application, hence more 
case histories than anything else.” 


® One example of copy related to 
an item of general interest will | 
serve to show the way the idea is | 
applied. In an ad appearing in. 
Architectural Forum, Hotel Man- 
agement and Lighting, the head 
says, “Plastic shields give soft 
glareless light,” and the illustra- 
tions show the Fontainebleau Hotel 
at Miami Beach, Architect Morris | 
Lapidus, and a bathroom equipped | 
with tinted light shields produced 
by Quantalite, Inc., New York.| 
Bakelite gets into this four-way tie | 
through a plug for its rigid vinyl 
sheet, “developed especially to col- 
or-correct fluorescent light.’ 


‘Fortnight’ Names Dougherty 
Albert L. Dougherty has been 


appointed v.p. and eastern adver- 


tising 
fornia 


75 


manager. of Fortnight, Cali-| Quebec, will headquarter in Fort- 
news magazine. Mr. Dough-|night’s New York office. Mr. 


‘erty, formerly exec. v.p. for the|Dougherty also has been with 


U.S. operations of S. E. Woods Ltd.,| Sports Afield and Argosy. 


one 
Reco 
impa 


musical products alone. If your product is for fun-loving 
people, act now—get in on the early, high-attention issues! 


Write today For Facts and Rate Card! 


RECORD 24:2 


2001 Calumet Ave., Chicago 16, Ill. 
Everything in the World about the World of Recordings 


“RECORD WHIRL has been welcomed by every- 


Know a NEW market ~ 
when you see one? 


” 


writes Henry E. Doney, president of Tiffany 
rds. That’s an expert’s opinion of RECORD WHIRL’s 
ct on the group that spent $550 million last year for 


By the publishers of 
DOWN BEAT 


a maher 


publication 
Publishing since 1934 


Down Beat — Up Beat — Country and Western Jamboree — Record 
Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
Radio y Articulos Electricos — Elaboraciones y Envases — La Tienda — 
Radio y Articules Electricos Catalog File — Bebidas Annual Directory 


VICTOR A. SHOLIS, Director 


NEIL CLINE, Station Mgr. 


Represented Nationally by Harrington, 


Righter & Parsons, 


New York, Chicago, San Francisco 
Associated with The Courier-Journal 


& The Lovisville Times 


Comoro. Chaims* ore Umportont . ... 


* 


oe 


*We ought to know... we've had 
all six of them in use at one time. 


But in Louisville... 
WHAS-TV Programming pays off! 


"T-BAR-V" 

4:00 —5:00 P.M. 
Monday through Friday 
(Market's only live daily 
children's show.) 


Your Sales Message Deserves 


The Impact of Programming of Character 
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Five Sponsors 


Sign for NBC-TV 
Football Series — 


New York, Aug. 18—The net- 
work sponsor lineup for NBC’s 
telecasts of the 1955 National Col- | 
legiate Athletic Assn. football 
schedule has been completed with 
the signing of five advertisers. 


However, local and spot adver- | Fiectric Institute 


tisers can still get in the act in| 
some areas where stations will | 
have one-quarter of the 13 grid-| 
iron games available for sale on’ 
a co-op basis. All the stations 
carrying the schedule will be per- | 
mitted to sell 15-minute warm-up 
show co-op. 

This is how the sponsor list 
shapes up: General Cigar Co.) 
(Young & Rubicam); Schick Inc.| 
(Kenyon & Eckhardt) and Avco 
Mfg. Co, (Benton & Bowles) each 
will carry one quarter of the eight 
national and five regional games 
approved for telecasting by the 
NCAA. 

Gulf Oil Co. will sponsor one 
quarter of the eight national games 
on 59 southern and southwestern 
stations. In this territory there will 
be no segment of the national 
games available for co-op sales. 
The national games will be seen) 
on approximately 125 stations. 
= Dow Chemical Co. (MacManus, | 
John & Adams) has signed as/| 
sponsor of the 15-minute post- | 
game “Scoreboard,” to be aired) 
following the national contests. | 
Russ Hodges and Bob Cooke will 
be the featured sportscastu:rs. 

Play-by-play commentary ‘or 
the games will be handled by 
Lindsley Nelson and Red Grange. 
The 13-game schedule will in- 
clude: 

Sept. 17—Georgia Tech 
Miami at Atlanta (national). 

Sept. 24—Syracuse vs. Pitts-| 
burgh at Syracuse (eastern re-| 
gional). / 

Oct. 1—Stanford vs. Ohio State 
at Palo Alto (National). 


vs. 


Oct. 8—Boston College vs. 
Villanova at Boston (eastern re- 
gional). 

Oct. 15—Michigan State vs. | 
Notre Dame at East Lansing (na-| 
tional). 


Oct. 22—Cornell vs. Princeton | 
at Ithaca (eastern regional). 

Oct. 29—Michigan vs. Iowa at) 
Ann Arbor (national). 

Nov. 5—Pennsylvania vs. Notre 
Dame at Philadelphia (eastern re- 
gional). 

Nov. 12—Columbia vs. Navy at, 
New York (eastern regional). 

Nov. 19—Southern California vs. 
UCLA at Los Angeles (national). 

Nov. 24—Texas A & M vs. Texas | 
at College Station (national). 

Nov. 26—Army vs. Navy at 
Philadelphia (national). 

Dec. 3—Duke vs. North Carolina | 
at Durham (national). 
ACF-Brill Proposes Mergers | 
to Acquire Food Chains 

The board of directors of ACF- 
Brill Motors Co., Philadelphia, has 
approved the merger of ACF-Brill 
with its 50%-owned subsidiary, 
Wrigley’s Stores Inc., Detroit, oper- 
ator of 60 supermarkets in the De- 
troit area. The board also approved 
acquisition by merger of Standard 
Food markets and Humpty Dumpty 
supermarkets, which together oper-_| 
ate 31 supermarkets in Tulsa and 
Oklahoma City. 

Food marketing will become the 
principal business of ACF-Brill as| 
a result of the mergers. However, | 
ACF-Brill will continue to manu-) 
facture buses and trucks under 
government contract, a company 
spokesman said. ACF-Brill will 
take final action on the mergers | 
“within 10 days,” the spokesman) 


| 


jand sales manager of Fred A. Block 


Said, and a stockholder meeting, 
will then be called in approximate- | 
ly 30 days. 
‘Sprinz to Aubrey, Finlay 

_ Paul T. Sprinz, formerly a v.p. 
of Robert Christopher Agency, Chi- 
cago, has been appointed an ac- 
count executive by Aubrey, Finlay, 
Marley & Hodgson, Chicago. Mr. 
Sprinz also has been advertising 


Inc. and has had sales and promo- 
tion posts with Glamour, Harper’s 
Bazaar and Mademoiselle. 


to Ver Standig | 

The Electric Institute of Wash- 
ington has appointed M. Belmont | 
Ver Standig Inc., Washington, to! 
direct a special adequate wiring) 
program. To be launched Sept. 19, | 
the campaign will include all me-. 
dia. Initial budget is more than| 
$100,000. | 


Wisconsin Natives 
Like Local Brews; 
Win U.S. Beer Title 


MILWAUKEE, Aug. 17—Wisconsin 
residents, for the eighth straight 
year, Consumed more beer and malt) 
beverages per person in 1954 than 
natives of any other state. 

The state’s residents used 26.1 
gallons of malt beverages per per- 
son last year, easily topping Neva- 
da, which averaged 24.4 gallons a 
person, the seventh annual edition 
of the Brewers Almanac reports. 
The publication, issued by the U.S. 
Brewers’ Foundation, reported that 
the national average was 15.9 gal- 
lons. 

Sales in the nation last year 
totaled 83,305,402 barrels, accord- 
ing to the publication. The mark) 
was 1,253,760 barrels short of the 


84,559,162 total of 1953. 


. There were 3,691,400 more fam- 
ilies drinking beer at home in 1954 
than in 1949, when an independent 
market research organization made 
,the previous consumer study of 
beer drinking habits, the Brewers 
Almanac reported. 

Women are becoming an impor- 
tant factor in beer consumption, 
according to the 1954 study. Last 
year they accounted for 22% of the 
total U.S. consumption. 

Though Wisconsin led in beer 
consumption per person, it was still 
below its alltime peak of 1947 when 
29.2 gallons per capita was con- 
sumed. 

The U.S. leads the world in beer 
production, turning out 88,900,000 
barrels last year, including beer for 
export. The United Kingdom was 
second with 34,800,000 barrels, 
Germany third with 25,400,000 bar- 
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rels and Belgium fourth with 8,- 
600,000 barrels. 

Tax collections from the malt 
beverage industry by the federal 
internal revenue department in 
1954 totaled $774,900,000, compared 
with $768,681,000 in 1953. The 
average state tax per barrel last 
year was $2.30, a cent higher than 
in 1953. 


Arnold Buys Bezoff Co. 

Samuel P. Arnold, Denver pub- 
licity and public relations counsel, 
has purchased Ben Bezoff & Co., 
Denver agency. Mr. Arnold also is 
president of Western Features Inc., 
Denver company specializing in 
community fund raising and pub- 
licity and public relations for oil 
and mining companies. Mr. Arnold 
said Bezoff will be operated in con- 
junction with Western Features, 
with joint offices in the Majestic 
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‘Digest’ Article 
Tells How to Read 
‘Bargain’ Price Ads 


New York, Aug. 19—In its Sep- 
tember issue, out next week, the 
Reader’s Digest carries a “report 
to consumers”’ titled “How to Read 
the ‘Amazing Bargain’ Ads.” A 
blurb declares, “It will pay you to 
learn the gimmicks of the com- 
parative-price advertiser.” 

According to Albert Q. Maisel, 
the author, “Nearly two-thirds of 
all retail store advertisements are 
comparative-price ads” and “un- 
fortunately, simple honesty has 
been vanishing” from such adver- 
tising. 

He charges that “some manufac- 
turers deliberately build up a 
wholly fictitious nationally-adver- 
tised price to let their dealers 


claim ‘amazing’ reductions. 


new department devoted to men’s 


“The misuse of comparative- fashions and wearing apparel in the 
price advertising,” says Mr. Maisel,| September issue. The new section 


“has become so widespread that 
the Assn. of Better Business Bu- 
reaus has set up a special commit- 
tee to combat it. This committee is 
attempting to awaken retailers ev- 
erywhere to the folly of permitting 
exaggerated, deceptive and dishon- 
est price comparisons to destroy 
the public’s confidence in all re- 
tail advertising.” 


‘Playboy’ Increases Rates, 
Boosts Circulation Guarantee 
Playboy, Chicago, will increase 
its circulation guarantee 60%, ef- 
fective with the January, 1956 is- 
sue. The circulation will move from 
250,000 to 400,000. Effective at the 
same time, advertising rates will be 
increased $1,000 for a b&w page, 
one time - from $1,100 to $2,100. 
The magazine has launched a 


will stress fashion trends for col- 
lege and young career men. A re- 
cent reader survey disclosed that 
Playboy’s average reader is 29 
years old, and 25% of the readers 
are college students. 


Mr. Foster Elects Allen 


Max B. Allen has been elected 


president of Ask Mr. Foster Travel 


Service Inc., New York, succeeds 
Orville H. Foster Jr., who has re-| 
tired. Mr. Allen, formerly exec.) 


v.p., has been with the company 
since 1931. 


Lewis Joins ‘American’ 


77 


Gino Prato, Famous Cobbler, Will Tour 
Local Shoe Shops As Biltrite’s Ambassador 


Nzw York, Aug. 18—Gino Prato, | 


a man whose knowledge of opera 
has made him the world’s most 
famous cobbler’ since Collodi 
created Gepetto, is preparing for 
his new parttime role as good will 
ambassador for American Biltrite 
Rubber Co. 

As a $32,000 winner on Revlon’s 
“$64,000 question,” the gentle 
|Manhattan cobbler turned inter- 


national celebrity found himself 
swamped with propositions from 
/people with an eye on his promo- 
tional and public relations possi- 
bilities. 

He finally accepted the exclusive 


W. Terry Lewis, formerly with one-year $10,000 contract offered 


Bride-To-Be, has joined the New 
York sales staff of American Mag- 
azine. 


by Biltrite which requires him 
to work for the rubber company 
| two weeks a month. 


Only ONE magazine gives you circulation that’s 


PEGGED 


to market-by-market Appliance-TV Dealer volume! 


SOME 68,000 DEALERS take a part, large or small, in Appliance-TV sales. 
But 85% of the business ($7' billion dollars this year, and growing by leaps 
and bounds) is done by a much smaller number. Problem for every national 
Appliance-TV marketer: ‘How can we know that we're reaching those really 


important Dealers with our selling story?” 


@ ELECTRICAL DEALER alone supplies a complete solution. To be sure that 
coverage really matches sales volume throughout the field, numerical circula- 
tion is pegged directly to buying power, in every Distributing Territory—every 
State—every Geographical Section. Yardstick: the authoritative figures from 
the Annual Survey of Buying Power Issue of “Sales Management.” Circulation 
is rechecked against each year’s revised figures as they appear. Thus, our 
coverage is always current—always accurate—always matching available 


sales volume. 


@ In the important Cleveland Distributing Territory, for instance, the BPI (Buy- 
ing Power Index) figure is 2.1769. 618 copies of ELECTRICAL DEALER go into 
that territory—which represent just 2.2% of ELECTRICAL DEALER’s total retail 
circulation. That total, by the way, is 27,920, selected Dealer by Dealer with a 
strong assist from more than 2000 local marketing authorities. 


@ Besides volume-Dealer support, it takes about 50 to 90 key Distributors, with 
250 to 600 Distributor Salesmen, to get a successful national sales program 
rolling. Only ELECTRICAL DEALER gives you this complete ‘4-LINK” cover- 
age of the Distribution Chain . . . because only ELECTRICAL DEALER includes 
a special section in its regular issues for the 13,759 selected Distributors and 
Distributor Salesmen it reaches. That's over 5,000 more than reached by any 


other magazine in the field! 


@ We'd like to tell you, too, about ELECTRICAL DEALER’s editorial approach 
—reader responsiveness—long list of “big names” among regular advertisers. 
Call or write for full details about how much ELECTRICAL DEALER alone can 
do to give you the full 4-LINK” Coverage you must have for effective sales 


progress. 


Do you know about ELECTRICAL DEALER’S “PINPOINT MERCHANDIS- 
ING PLAN”? Write or call your Haywood man for details on how 


this plan gives you perfect local-sectional-regional control 
of your direct-mail sales campaigning. 


Dealer 


TV * SALESMAGAZINE 
CHICAGO 11, ILLINOIS 


(MeDonald-Thompson) SAN FRANCISCO # LOS ANGELES 


Las 


The idea for employing Gino 
occurred almost simultaneously to 
Biltrite’s advertising manager 
Jerome M. Schlakman and Harold 
I. Reingold, president of Reingold 
Co., one of Biltrite’s agencies, as 
the two were watching the telecast 
on which Gino was accumulating 
his winnings. 


® At that point, he had collected 
$8,000 but the two admen decided 
to wait until he hit the $32,000 
mark when, they reasoned, his 
promotional value would be en- 
hanced. 

The day after Gino answered 
the $32,000 question, the two were 
in touch with Lou Cowan, pro- 
ducer of the show, and a meeting 
with Gino was set up. 

Mr. Reingold explains that a 
pitch was made to the idealistic, 
and, by this time, confused shoe- 
maker that the job they were 
offering would help to lift the 
reputation of shoe rebuilders in 
the eyes of the public. Biltrite’s 
trademark symbol of the “Friendly 
Shoe Rebuilder” fitted in nicely 
with their good will plans. 

Gino accepted, and the ball is 
already rolling. 


® Four-color spreads in Shoe 
Service and Master Shoe Rebuilder 
are headlined, “TV’s Gino Prato 
Joins Biltrite. Star of “$64,000 
Question” To Be “Goodwill Am- 
bassador” For Rebuilders All Over 
America. 

“You will meet Gino Prato at 
conventions, sales meetings—per- 
haps even in your own shop,” goes 
the copy. 

“And—you can be sure of this. 
When Gino Prato tells you that 
Biltrite shoe rebuilding products 
are your best buy, he knows what 
he is talking about. He’s used them 
for years in his own shop.” 

The program, which is now be- 
ing mapped out with the guidance 
of Morris Borkan, sales manager of 
Biltrite’s heel and sole division, 
calls for advance notice to whole- 
salers and shoe rebuilders in mar- 
kets where visits are planned. 
Markets are being picked on the 
basis of population and concentra- 
tion of Italian population. 


® Gino will be preceded by a 
publicity barrage and when he 
does arrive in a given market, he 
will make personal visits to as 
many shoe repairers as possible. 
Biltrite feels that Gino is some- 
what of a national hero in the eyes 
of his fellow shoe repairers and 
the prospects seem likely that local 
shoe shops would not like to be 
without an adequate stock of Bilt- 
rite if Gino is planning a visit. 
On a broader basis, Biltrite be- 
lieves that its customers will have 
a good feeling toward the com- 
pany because of the chance it of- 
fered a fellow shoe repairer. 
During the two weeks when 
Gino is not working for Biltrite, 
he most likely will be found in his 
57th St. shoe shop. As a matter of 
fact, so many New Yorkers have 
became curious about his shop that 
he now employs three workers in- 
stead of the one he used to have. 


| |WHAT'S GOING ON! 


| @ Moke sure you get all published items obout 
/ 


yowr or your client's business each month. 

Bacon's clipping bureau regulerly clips over 

3,058 publications for over 1,000 clients. Approx- 

imately 100,000 clippings sent ovt per month, 

from business, farm and consumer publications. 

An invaluable service to ad managers, agencies, 
| publicity ond public relations men, researchers 
| and othets. Write for free booklet No. 55, 
| “Magazine Clippings Aid Business.” 


| Don’t forget Bacon's 1955 Publicity Checker, Helps 
| handle publicity more effectively. It's coded this 
| yeor to show publicity used by each of ovr 3,058 

publicotions. Spiral bound fabricoid, 256 pages, 
| 6% «x 9%" $15.00. Sent on Approvol. 


BACON'S CLIPPING BUREAU 
A eh f 
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@ MATCHED REPRODUCTION 
of your national advertising copy 
for letterpress or gravure 

through one simplified 

service operation 

from: 
COLLINS, MILLER & 
HUTCHINGS, INC. 


letterpress @ gravure 


333 West Lake Struct at; Waeksn Din! @ Chiago 6. 


R&R Names 3 in Seattle | 

Howard Eaton and Frank D. 
Swaringen have been appointed 
account executives in the Seattle 
office of Ruthrauff & Ryan. Mr. 
Eaton formerly was with another 
Seattle agency and prior to that 
was special events manager of 


_Macy’s, New York, and was with 


P-R Associates. Mr. Swaringen, 
who will handle the Puget Sound 
Power & Light account, formerly 
was a public information officer 
with the U. §S. Department of 
Commerce. R&R, Seattle, also has 
named Polly Brown, previously 
with its San Francisco office, to its 
copy department. 


Cohen Gets Fresh Deodorant 


vertising, New York, to handle ad- 
vertising for Fresh cream deodor- 
ant. J. Walter Thompson Co., the 
previous agency, continues to han- 
dle Fresh stick deodorant for 
Pharma-Craft. The company says 
the success of Fresh stick neces- 
sitated a division of agencies on 
the stick and cream products. 


Huff Joins Ad Service 

William D. Huff has joined the 
staff of Advertising Service Agen- 
cy, Charleston, S.C., in a public 


\relations capacity. Since 1950 he 
has been public relations director 
for the city of Charleston. 


HAPPENS EVERY YEAR! 


During 1954 Over 115,500* Persons 
(equivalent to the entire City of 
Topeka, Kansas) Moved to, and 
Became Permanent Residents, of 


See Your eee 
Free & Peters 


Colonel Now 
eee 


* Sales Management 


1955 


vt See ated 


FLORIDA'S FIRST TELEVISION STATION 
100,000 Watts Power—1,000 ft. Tower 


Fabulous South Florida. 
THIS MARKET NOW CONTAINS 1,185,200 PEOPLE 


For your best sales results use 
WTVJ, Channel 4, MIAMI. . . 
The only TV station giving complete 
coverage of the entire market. 


| 
| 


| 


Pharma-Craft Corp., New York, | 
has appointed Harry B. Cohen Ad- 


Anita 
Ekberg and Henry Blankfort, pub- 
lic relations director for Revell 
Inc., compare the toy maker’s plas- 
tic Rolls Royce with the original 
at a special exhibit of “Cars of the 
Stars” held at Santa Monica. 


COMPARING LINES—Actress 


Union Rejects Pay 
Boost: Strike Hits 
American News Co. 


New York, Aug. 16—Deliveries 
of magazines, stationery and pa- 
per-back books distributed by 
American News Co. to newsstands 


a strike. 
The strike was called by the 
Independent Newspaper & Mail 


union has rejected a $2 increase 
over the present $65 weekly pay. 
American News asserts the real 
issue in the strike was the pro- 
posed discharge of 59 union em- 
ployes by the company. 

An arbitrator has ruled the com- 
pany can lay off the employes, but 
the union has asked that the ruling 
be reconsidered, and contends its 
contract permits discharge of only 
17 workers. 

American News is seeking to cut 
costs as a result of losing distri- 
butorship of Fortune, Life, Sports 
Illustrated and Time to S. M. 
News Co. 


Malkiel Opens New Office 

David Malkiel Advertising, Bos- 
ton, has moved to new offices at 
8 Newbury St. 


and retailers have been halted by 


Deliverers Union last week. The 


8 OE i ee eee aw to 
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Advertising Age, August 22, 1955 


Coming 
Conventions 


*Indicates first listing in this column. 

Sept. 10-14. Screen Process Printing 
Assn., International, 7th world convention, 
| Ambassador Hotel, Atlantic City. 

Sept. 11-13. Advertising Federation of 
America, 7th District convention, Birming- 
ham, Ala. 

Sept. 11-13. Pennsylvania Newspaper 
Publishers’ Assn., classified clinic, Ly- 
coming Hotel, Williamsport. 

Sept. 12-14. Direct Mail Advertising 
Assn., 38th annual convention, Morrison 
Hotel, Chicago. 
| Sept. 18-19. Midwest Newspaper Ad- 
| vertising Executives Assn., 74th semi-an- 
nual meeting, President Hotel, Kansas 
| City, Mo. 
| Sept. 29-Oct. 1. Advertising Federation 
|of America, 10th District convention, Bilt- 
more Hotel, Oklahoma City, Okla. 

Oct. 2-5. American Assn. of Advertising 
Agencies, Pacific region annual meeting, 
Hotel Del Coronado, San Diego. 

Oct. 2-6. Outdoor Advertising Assn. of 
America, 58th annual convention, Jeffer- 
son Hotel, St. Louis. 

Oct. 3-5. Southern Newspaper Publishers 
Assn., 52nd annual convention, Arlington 
Hotel, Hot Springs, Ark. 

Oct. 6-8. Pennsylvania Newspaper Pub- 
lishers’ Assn., 3lst annual convention, 
Roosevelt Hotel, Pittsburgh. 

Oct. 7-8. Advertising Federation of 
America, 3rd District convention, Sedge- 
field Inn, Greensboro, N.C. 

Oct. 7-9. National Advertising Agency 
Network, midwestern regional meeting, 
Dayton. 

Oct. 14-16. National Advertising Agency 
Network, eastern regional meeting, Atlan- 
tic City. 

* Oct. 14-16. Midwest Inter city Confer- 
ence of Women’s Advertising Clubs, 
Cleveland. 

Oct. 17-18. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 17-18. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 17-19. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn., 
Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
4lst annual meeting, Drake Hotel, Chicago. 

Oct. 31-Nov. 2. Assn. of National Adver- 
tisers, annual meeting, Hotel Plaza, New 
York. 

Nov. 8-10. Fourth Canadian national 
packaging exposition and conference. Au- 
tomotive Bldg., Canadian National Exhibi- 
tion Grounds, Toronto. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Institute, 
Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society of 
America, annual national conference, Am- 
bassador Hotel, Los Angeles. 

*Dec. 2-3. Midwestern Advertising Agen- 
cy Network, last quarterly meeting and 
account executive workshop, Drake Hotel, 
Chicago. 


Galker Heads Sackheim Media 


William Galker has been pro- 
moted from a space and time buy- 
er to media director of Ben Sack- 
heim Inc., New York. The agency 
also has appointed Jeffrey Saw- 
yer a space and time buyer. 


Metropolitan Pop: 136,450 
(U.S. Census 1950) 


Sell ALL the Big 
Raleigh Market 


The Raleigh News and Observer-Raleig 
Times offer new and complete low cost cover- 
age of this important, fast-growing market. 


Morning and Evening 


137,586 


Evening and Sunday 


147,632 


(ABC 3/31/55) 


See July and August is- 
sues SR&D for new low 
miline optional rates. 
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LAURIE BAILEY has been named di- 
rector of advertising and publicity 
of Magic Mirror Beauty Salons 
Inc., Los Angeles. Miss Bailey, 
formerly beauty editor of the Los 
Angeles Examiner, also has been 
an account executive with Dancer- 
Fitzgerald-Sample and assistant 
merchandise manager of the Pep- 
sodent division of Lever Bros. Co. 


Skiatron’s Levey 
Says Nets ‘Scare’ 
Public on Toll TV 


New York, Aug. 16—Hurricanes 
come and go. Cloudbursts finally 
soak back into the ground. But 
the pay-as-you-see television 
storm keeps grumbling along. 

Last week Arthur Levey, presi- 
dent of Skiatron Electronics & 
Television Corp., charged that ma- 
jor networks are trying to scare 
the public into believing that sub- 
scription tv and commercially- 
sponsored tv can not exist togeth- 
er. 


“The networks are attempting 
to cloud the real issues,” rumbled 
Mr. Levey, “with irresponsible 
statements that are in a very real 
sense a betrayal of the public in- 
terest which they are pledged to 
serve.” 


Skiatron has asked the FCC for 
permission to telecast its pro- 
grams over channels not used by 
the networks, he emphasized, over 
local station outlets not affiliated 
with networks and not carrying 
network programs. 


® He said networks. contradict 
themselves in asserting on the one 
hand that “toll tv would merely 
duplicate what is now served the 
public without charge” and threat- 
ening to “get into the pay-as-you- 
see business themselves if sub- 
scription tv is allowed.” 


He thinks there’s room for both, 
that toll tv would strengthen the 
whole tv and entertainment in- 
dustries, and asserted that toll tv 
has already had a favorable ef- 
fect on network programming for 
future months. Mr. Levey recalled 
that decades ago newspapers and 
the infant radio industry fought 
over the right to present newscasts, 
with newspapers arguing that 
news shows would ruin them. Ac- 
tually, newspaper circulations rose 
after radio won the fight. “The 
lesson is worth remembering,” he 
insisted. 


‘Baby Post’ Rates Raised 


Louise Cripps, publisher of Baby 
Post, has announced a circulation 
guarantee, effective Jan. 1, 1956, of 
300,000, a 9.9% increase over the 
magazine’s current guarantee of 
275,000. Advertising rates for Baby 
Post will increase by 3.3% at the 
same time. 


Fryer Joins Ketchum, MacLeod 


The Buffalo office of Ketchum, 


MacLeod & Grove, Pittsburgh, has 
named Appleton Fryer, formerly 
with the advertising department of 
the Buffalo Evening News, field 
representative for the Buffalo zone 
Chevrolet Dealers Assn. 


| 
| 


Ivan Annenberg Opens Busine) other than newspapers «n< period- 
Ivan Annenberg & Sons Inc.,| i¢als through 750 wholesale news- 


which will merchandise and dis-| Paper and magazine veicors. 


tribute a line of pre-tested con- 

sumer products on a national horn: UPA Will Make Cartoon 

has been organized in New York, | Series tor CBS Television 

with offices at 261 Madison Ave.| United Productions of America, 
Associated with Mr. Annenberg,| creator of “Mr. Magoo” and “Ger- 
who formerly was circulation| ald McBoing-Boing,” will make a 
manager and circulation director of| series of one-half-hour color car- 
the New York Daily News, are his| toons for CBS Television. 

two sons, Ted and Robert. The 


| program for theaters. Both the film; 


_and the cartoon series will be re-| 
leased in 1956. 


Molinaro Named Media Head | 


Anderson-McConnell Advertising | 


Agency, Hollywood, has appointed 


Mrs. Jacquelin M. Molinaro india! 
director. Mrs. Molinaro also will| 


continue her time buying duties. | 
‘Before joining Anderson-McCon- 
UPA will also make for CBS a/nell she was with Foote, Cone & 


company will distribute products) full-length animated feature film Belding and the Los Angeles Times. 
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Coming Your Way! 
FIRST NATIONAL 
BUSINESS GIFT SHOW 


BILTMORE HOTEL, N. Y. C. 
SEPTEMBER 12, 13, 14—1955 
Greatest array of Business Gifts under 
one roof... the answer to your Busi- 

ness Gift requirements. 

For complimentary tickets and infor- 
mation contact Mr. Gurian. 

EXHIBIT MANAGEMENT ASSOCIATES 
505 Fifth Ave., N. Y. 17. MU 2-0326 
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@ Of the top 10 


multi-weekly shows in 


10 are on WSM.Ty.* 


@ Of the top 25 shows in this 


market, 23 are on WSM-TV.” 


TV not only dominate 


Periods Measured, but also 


viewing time ( 
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Pearson Joins Ben Hur |\Milwaukee, has been appointed 
Charles F. Pearson, formerly contract sales manager of Ben Hur 


advertising and sales promotion | Mfg. Co., Milwaukee freezer manu- 


manager of John Oster Mfg. Co.,| facturing company. 


CITY ZONE 
COVERAGE 


SIOUX CITY, IOWA 


Sioux City A.B.C. city zone population 
now 100 121. Covered 100%, daily and 
Sunday by SIOUX CITY N PAPERS. 


Contact Our National Reps. Now 


The Siow. City Sournal.— 


Selling Solid Sioux City and 
49 County’ Siouxland Trade Area 


JOURNAL-TRIBUNE 


NATIONAL REP. JANN & KELLEY, INC 


Film Actors Guild 
Wins Pay Demands 
From TV Film Makers 


HOLLYwoop, Aug. 17—The 
Sereen Actors Guild, the Assn. of 
Motion Picture Producers and the 
Alliance of Television Film Pro- 
ducers have signed an agreement 
ending a 12-day strike by the guild. 

The walkout on Aug. 5 was 
called by the guild to force its de- 
mands for a 75% payment for the 
second run of tv films. Previously, 
payments for reruns started with 
the third (AA, Aug. 8). 

The new contract, extending 
from July 21, 1955 to March 31, 
1960, calls for payment of not less 
than 35% of minimum for the sec- 
ond run of tv films, 30% for the 
third run and 25% each for the 
fourth, fifth and sixth run. 


® Minimum pay rates also have 
been increased as follows: Day 
‘players from $70 to $80 a day; 


} 
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|singers mouthing to playback $45 i for 
‘to $50 per day; airplane pilots $100 Alcoa S gns 


‘to $115 per day; free lance con-| 3 Dr atic 
‘tracts $250 to $286 a week; son, Hour Long am 


‘men and airplane pilots $300 to Show Over NBC-TV 
$345 a week and for 3-day con-| 
tracts $175 to $200. PITTSBURGH, Aug. 17—Aluminum 
For multiple pictures the new | Co. of America will sponsor a 
rates will be: Two pictures at $320; | new hour-long television dramatic 
three pictures $375, or $185 per , Show over 123 National Broadcast- 


picture. For a series contract of 13 ing Co. stations on alternate Sun- 
days, beginning Oct. 16. 


pictures made in 6% weeks, the ; ; 
rates will be $125 to $145 per epi- Tentatively titled “Alcoa Thea- 
sode; 13 pictures in 13 weeks $250/|ter,” the program will be seen 
to $285 per episode; a term contract |from 9 to 10 p.m., EDT, over a 
for 20 out of 26 weeks $160 to $185 | network covering all parts of the 
per week, and, for 10 out of 13 country. Alcoa’s agency is Fuller 
weeks, $225 to $255 per week. & Smith & Ross. 
It was agreed that the contract 
will include the U.S., Canada and ® Aim of the program, according 
U.S. territories and possessions. to Arthur P. Hall, Alcoa v.p. in 
charge of public relations and 
Supplee Joins ‘Holiday’ advertising, will be to feature “the 
Brooke Supplee, formerly with! very best in theater and in variety 
the promotion department of Bet-|for the broadest possible audience 
ter Farming, has joined the promo-| appeal and acceptance.” 
\tion staff of Holiday, Philadelphia.| Mr. Hall said Alcoa’s commer- 
Mr. Supplee also has been with|cials would offer similar variety, 
Dun’s Review & Modern Industry.|with special emphasis on new 
aluminum applications and prod- 


MICHIGAN FARMER reports the payoff practices— 
for Michigan farmers. How well modern practices 
pay off is exemplified by this Ionia County farmer. 
In nine years he paid for a $40,000 farm and built 
it into an enterprise valued at a quarter million. 


For this accomplishment Alvin H. Hansen was 
chosen as one of America’s four outstanding young 
farmers by the National Junior Chamber of Com- 
merce, and named one of the country’s top three 
farmers at the Centennial of Farm Mechanization, 
Michigan State University. 


The answer to the high prosperity of Michigan 
farmers is simple. Diversification! It keeps income 
steadier, coming in at about the same level every 
month. 


To cash in on this big, steady market use the 
magazine preferred by 4 out of 5 Michigan farm 


“It Pays to Follow MICHIGAN FARMER,” 


Says Alvin H. Hansen, lonia County, Michigan 


families—MICHIGAN FARMER. 
published twice each month. It’s 


gravure printed to save you plate costs. Two com- 
panion papers reaching rich farm areas are THE 
OHIO FARMER and PENNSYLVANIA FARMER. Just a 


card will bring full facts on all 


Rockwell Avenue, Cleveland 14, Ohio. 


Michigan 


East Lansing, Michigan 


THE OHIO FARMER—Cleveland, Ohio 
PENNSYLVANIA FARMER—Harrisburg, Pennsylvania 


ucts of Alcoa customers. 
_ Prominently featured will be 
Alcoa’s “new look” labeling pro- 
gram, to identify products made of 
Alcoa aluminum, . 
In assuming sponsorship of the 
new Alcoa show for 26 weeks, the 
company moves into what is de- 
scribed as the week’s “peak” view- 
‘ing period. Ratings for this time 
have disclosed the NBC network 
‘reaches 10,000,000 homes with an 
estimated 30,000,000 viewers, it 
was said. 


® Alcoa is a charter client of the 
network’s daily Home Show.” 
Announcement of Alcoa’s major 
new show comes on the heels of 
a disclosure that the company will 
participate in eight programs 
throughout the day, Tuesday, Dec. 
6 to promote its holiday sales pro- 
gram, “Christmas Creations of 
Aluminum.” 

“Previously, Aluminum Co. of 
American sponsored the “See It 
Now” program over CBS Televi- 
sion from December, 1951, until 
last July 5. Upon relinquishing the 
sponsorship, Alcoa announced that 
it had been prompted to do so by 
the inauguration of its new adver- 
tising and sales promotion pro- 
gram. The company pointed out 
then that it sponsored “See It 
Now” primarily as an institutional 
advertising vehicle, and that it 
now sought a program with broad 
audience coverage to support its 
new promotion effort. 


CBS-TV Appoints Reubens 

Beryl L. Reubens, who joined 
the press information department 
of CBS in 1947, has been appointed 
trade publicity manager of CBS- 
TV, New York. He succeeds James 
Kane, who has been named West 
Coast director of press information 
for the network. 


‘Person’ Returns to Coast 

The Edward R. Murrow “Per- 
son to Person” show, alternately 
sponsored nationally on CBS-TV 
by Theo. Hamm Brewing Co. of St. 
|Paul and San Francisco, will return 
|in the Los Angeles, San Francisco 
and Portland areas, beginning Sept. 
30. 


It’s convenient— 
low in cost—roto- 


three. Write 1010 Sackel Gets Eagle Furniture 


Eagle of Boston, manufacturer of 
upholstered furniture, has ap- 
pointed Sackel Co., Boston, to han- 
dle its advertising, merchandising 
and publicity. Newspapers, and 
trade and consumer publications 
will be used initially. 


TV Time Foods to R&R 


TV Time Foods, Chicago, has ap- 
pointed Ruthrauff & Ryan, Chica- 
go, to handle its advertising. Na- 
tional advertising for TV Time 
popcorn, a complete package of 
popcorn, salt and oil, will begin in 
the fall. 
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Speedisets cut 
typing waste 60% 


FLYING FORMS—This Moore’s Busi- 
ness Forms ad shows one of the dif- 
ferent 


used by the company to put “life” 
into its ads. 


Ayer Uses Angles 
to Pep Up Prosaic 
Business Form Ads 


PHILADELPHIA, Aug. 16—How 
does one advertise a business form, 
a not-too-interesting item in it- 
self, without putting half the read- 
ers to sleep? 

N. W. Ayer & Son ran into that 
problem in preparing the current 
campaign for Moore’ Business 
Forms. The agency realized that a 
good way to advertise a product 
is to feature a large picture of it in 
the ad, and they did want to show 
a Moore form. 

But who would sit down and 
read a straight-on shot of a busi- 
ness form? 


® The solution was found by ar- 
ranging the forms in an eye-catch- 
ing pattern and photographing 
them from unusual angles. As each 
of the Moore’ custom-designed 
forms does a specific job, illustrat- 
ing details of the form was no 
problem for the layout artist. 

For example, one ad shows a 
multiple-page form, the Speediset, 
that comes with carbons attached. 
In the ad, pages have been sep- 
arated from the carbons. They are 
arranged as if tumbling down the 
ad toward the viewer. At the top 


‘Catholic Press Goes 
| After ‘Fair Share’ 
‘with New Directory 


New York, Aug. 16—A bale of 
| facts and statistical data on the na- 
|tion’s “largest specialized market” 
jis contained in the 1955-56 “Cath- 
|olic Press Directory” now on sale 
| (at $3) by the Catholic Press Assn. 
of the U.S. 

‘The new directory lists 570 
Catholic newspapers and magazines 
with a combined circulation of 
more than 21,000,000. It also in- 
cludes a market data presentation 
in which Catholic publishers try to 
sell national advertisers and agen- 
cies on the “Catholic market.” 

These are some of the selling 
points: 


® Catholic population is growing at 


layout approaches being|a rate more than double that of the 


national population. 


® The size of Catholic families is 


conservatively estimated at a full 
one-person larger than the national | 
average. 


® Church dietary regulations—ap- 
plying 95 days a year—mean that 
greater quantities of fruits, fruit 
juices, fish, spaghetti and other 
special foods are purchased by 
Catholics. 


e Figures were included to show 
that Catholic families spend about. 
$1,000 more per year for consumer | 
products than non-Catholic fam-| 
ilies. 

Commenting on the presentation, 
Charles J. McNeill, president of the 
Catholic Press Assn., urged the 
“cooperation of Catholics in the 
market place” to secure a “fair 
share” of national advertising for 
Catholic publishers. “Catholics 
should make their purchasing pow- 
er known to sales people by point- 
ing out that they prefer to buy 
products advertised in their own 
Catholic publications,” he declared. 
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TELEVISION 


VAD T Oy A gE 


| 


m,\* maher 
publication 
Publishing since 1934 


AMERICA’S RADIO, VIDEO, 


it's the only 


influence over all outlets: 


TELEVISION 


RADIO y ARTICULOS ELECTRICOS CATALOG FILE 
New and important! Goes to the 10,000 key Latin Amer- 
ican buyers who subscribe to RADIO y ARTICULOS 
ELECTRICOS. Plan now for a place in the 1956 edition. 
Write for full details and low rates! 


THE CANTERBURY PRESS 2001 catumet, Chicago 16, Il. 


oe ot — fo = Country and Western Jamboree — Record 
— Bebidas — La Farmacia Moderna — 
neste y Articulos Electricos — Elaboraciones y Envases — La Tienda — 
Radio y Articules Electrices Catalog File — Bebidas Annual Directory 


— Music — Beverages 


CLEAR-CHANNEL PUBLICATION ROUTE TO LATIN 
APPLIANCE BUYERS 


Edited in Spanish by native Latin Americans, 
publication delivering this 

market single-handed. Monthly circulation goes 
to the 10,000 dealers, importers, distributors, and 
assembly plants you need to reach—picked for their 


| Happy-Joe-Lucky 


#) Sheer Beauty 
£33 Fixture Features 


ray Guest Getter 


oO pain Jjeokadis, the energetic extrovert A sells 
Lucky Strike on television, is the he: sro of Luckies’ first cam- 
paign in Sunday comics. Joe tries out for the Dodgers, ropes 


@ Even women with impeccable 


“ KCA 


taste in dress have 


not always been able to choose the stockings best suited to 
their needs, In September, Du Pont heads an industry cam- 


| of the ad, carbons, still connected, steers at a rodeo, golfs with “Slammin’ Sammy” Snead, — paign to help women choose the right nylons for the right 
show how they stay together when judges pies at a county fair. In the end, though, he always occasion: walking sheer, dress sheer and evening sheer. 


rE a 


pages are removed. 

Other ads scheduled for the se- 
ries will show a continuous form for 
automatic-feeding machines, the 
retail salesbook, and portable reg- 
ister forms. 


Institute Names Two V.P.s 

Irving Gilman and John A. Kel- 
logg have been named v.p.s of the 
Institute for Motivational Re- 
search, Croton-on-Hudson, N. Y. 
Mr. Gilman, formerly director of 
special projects, will now be re- 
sponsible for business, administra- 
tive and public relations activities. 
Mr. Kellogg will head a new re- 
search planning division. 


‘Bride's’ Names Rep. 

Blanchard-Nichols Inc., Los 
Angeles and San Francisco, has 
been named to represent Bride’s 
Magazine in the 11 western states 
and Hawaii. The magazine’s Pacif- 
ic Coast operations will be under 
the supervision of Robert M. Thor- 
sen, v.p. and western advertising 
manager, who makes his head- 
quarters in Chicago. 


Roberts Joins ‘Oklahoman’ 


Keith Roberts has joined the 


staff of the advertising promotion 


Actress Neva Patterson 


thanks his Lucky stars that he’s a Lucky salesman, 
Luckies’ fine tobacco and better taste almost sel! themselves! 


After all. 


© = True-to-life drama and feminine charm are now 
helping to sell American-Standard bathroom fixtures on 
TV. In this commercial, for instance, 
the scene by bickering over a place to wash their hair. 


two teen-age girls set 


then steps in to explain the beauty, 


economy and convenience of American-Standard twin lava- 


Spread runs in Life and The New York Times Magazine... 
color pages in Vogue, Harper's Bazaar, Charm and Glamour, 


@ New name in the hotly competitive hotel field a few 
years ago was Sheraton, Expanding nationally, they sought 
immediate recognition. This four-color campaign helped 
them get it. Travel-poster art and a large logo won Sheraton 


some of the highest Starch “noted” 


ratings ever attained in 


hotel advertising. Most important, rate of room occupancy 


: tories. The new series gets heavy usage on the local level. and sales forged far ahead of the hotel-industry ave rage. 
and copy service department of the . a ‘o* 


Daily Oklahoman and Oklahoma Fae ia = a 
southwestern representative of Ad- NEW YORK * BOSTON * BUFFALO + CHICAGO + CLEVELAND + PITTSBURGH * MINNEAPOLIS * SAN FRANCISCO * SEATTLE * HOLLYWOOD * LOS ANGELES * DETROIT + 
vertisers Exchange Inc., New York. 


A STL 


DALLAS * ATLANTA 
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Glow-in-Dark Items 
of Apparel Will be 
Made by 7 Companies 


Cuicaco, Aug. 18—Seven com- 
panies will introduce clothes that 
glow in the dark this week. 

The fabric for the new gar- 
ments-——mostly outdoor clothes— 
will incorporate a new reflective 
yarn, Flecton, made by Minne- 
sota Mining & Mfg. Co., St. Paul. 

Under ordinary light, the re- 
flective garments will look like 
any others. But in the path of a 
headlight, the wearer can be seen 
clearly. 

Flecton was developed to help 
protect pedestrians from night- 
time traffic injuries, 3Ms says. 

The company developed a re- 
flective sheeting, Scotchlite, in the 
1930s. It has been used successfully 
to increase visibility on traffic 
signs, airport runways, taxi strips 
and roadside signs. 


® The success of Scotchlite led 
the company to look for a means 
of giving the pedestrian protec- 
tion against a motorist’s reduced 
nighttime vision. 


® Flecton is made by spraying a 
reflectorized liquid on the yarn. 
This year it will be used in chil- 
dren’s snowsuits, men’s and boy’s 
gloves and jackets, women’s and 
children’s knit caps, gloves, mit- 
tens and boys’ sport shirts. 

The yarn is either woven into 
the fabric or used in a decorative 
pattern on the surface. 

Two companies have pioneered 
in the use of the new yarn. Willi- 
am Skinner & Sons, New York, 
handles the weaving, while Mun- 
singwear Inc., Minneapolis, makes 
knit goods. 


® Other companies using the yarn 
are Pacific Trails Sportswear Co., 
Seattle; Supak & Son, New York; 
Cape Anne Mfg. Co., New York; 
B. W. Harris Mfg. Co., St. Paul; 
Sherman Bros., New York, and 
Founes Bros., New York. 

All of the companies will in- 
troduce the new garments, through 
store promotion only, at this time. 
None will do any national adver- 
tising this year, they say. 

Munsingwear is using two trade 
publications and says it will plan 
for 1956 consumer advertising this 
fall. Minnesota Mining says it will 
formulate plans for next year this 
fall. 


Ray Jenkins Adds Two 

Ray C. Jenkins Advertising 
Agency, Minneapolis, has been ap- 
pointed to handle advertising, pub- 
licity and public relations for Jew- 
el House Inc., Minneapolis, new 
cooperative jewelry buying and 
selling organization. Members and 
co-owners of Jewel House are some 
450 independent retail jewelers. 
Jenkins also has been named to 
handle advertising and public re- 
lations for A. G. Verdolyack Inc., 
Minneapolis, medical and surgical 
paper specialties producer. 


Mansfield Rejoins CBS-TV 

Irving Mansfield, who developed 
a number of CBS shows including 
Godfrey’s “Talent Scouts,” has re- 
joined CBS Television, New York, 
as a producer. Mr. Mansfield left 
the network last year. 


Ad values 
like this are RARE ! 


Seldom will $470 get Pay 125,098 readers. 
CASE AND COMME gives you that 
many and they are in the second wealthi- 
est a group—lawyers, judges, law 
rofessors. They buy for themselves, direct 
Costness buying and counsel clients on 

, investments, handling money. 
AND COMMENT, the bi-monthly 


BASE 
La 


students. You need only a few dollars to 
test this rich audience with this active 
beok. For samples and facts, write CASE 
AND COMMENT, dept. AA 57, 


47th St.. N. ¥., Plaza 3-5171. 


ABC Boosts Grebe, Seton; 
Names Hoffman, Pollock 

Bob Grebe, formerly with Mu- 
tual Broadcasting System, has 
been named trade news editor of 
American Broadcasting Co., New 
York, succeeding Al Seton, who 
has moved up to the post of as- 
sistant manager of publicity. 

Two other additions to ABC’s 
staff are Lina Hoffman, previous- 
ly traffic manager of WMAL, 
Washington, and Bruce G. Pollock, 
formerly with Action in Adver- 
tising. Miss Hoffman joins the 
New York staff as a _ publicity 
writer, Mr. Pollock becomes on- 
the-air promotion trailer super- 
visor in Hollywood. 


WMID Drops Mutual Affiliation 


WMID, Atlantic City, N. J., has 
announced that it has dropped its 
affiliation with Mutual Broad- 
casting System in order to be able 
to carry more shows of American 
Broadcasting Co., with which the 
radio station is also affiliated. 


Sounders Boyd 

TAKE YOUR PICK—General Shoe Corp. execs show off the company’s 

Oxford shoes to Peruvian Indians in the course of a trip from Nash- 

ville to open a new Oxford store in the city of Iquitos. General Shoe 

men shown are J. P. Saunders, v.p., and Henry Boyd, president. With 

them is John W. Russell, general manager, Fabrica Nacional de Cal- 
zado “El Triunpho” S.A. 
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Advertising Age, August 22, 1955 


White Opens Research Center 

Celebrating its fifth anniversary, 
Don White Inc., New York, spe- 
cialist in food and grocery mer- 
chandising, sales analysis and mar- 
keting research, has opened its own 
building, the Don White Inc. Re- 
search Center in Red Bank, N.J. 
The New York office of the com- 
pany has been expanded to handle 
the plans, analysis and client-serv- 
ice work. The new research center 
will house.the administrative, tabu- 
lation and statistical sections of the 
company. 


‘Offset Duplicator’ Rates Up 
Offset Duplicator Review has 
increased its rates approximately 
8.5%, based on an increased guar- 
anteed circulation of 9,000. The 
new rates are effective Sept. 1. 


David Jacobson Moves 

David J. Jacobson & Co., New 
York public relations company, has 
moved to larger quarters at 18 W. 


55th St. 
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You Ought to Know - « » Lou Cowan | 


Louis G. Cowan is the kind of 
man who would make a good con- 
testant on the “$64,000 Question.” 
He is erudite, poised, attractive 
and thoroughly likeable. 

The man behind the quiz show, 
which is making front page news 
from New York to Rome, has been 
setting programming trends—first 
in radio, and now in television— 
for the past 15 years. 

A graduate of the University of 
Chicago, he started his production 
career in Chicago, branching out 
from a public relations business. 
He got rolling nationally in the 
1930s with “Kay Kyser’s College of 
Musical Knowledge.” His biggest 
early smash, however, was “The 
Quiz Kids,” who practically be- 
came an national institution as 
they reeled out ready answers to 
impossible sounding questions. 

During World War II, Lou was 
chief of the New York office of the 


overseas branch of the Office of 
War Information. In this post he 


started the popular “Command = 


Performance” series and helped) 
develop “The Army Hour” and| 
“Chaplain Jim.” 


® After the war Lou returned to 
the program packaging ranks. He 
produced the “Tommy Dorsey Pro- 
gram”—the first transcribed disc 
jockey show—which was heard on 
four continents. 

A few years later he launched 
“Stop the Music” and started the 
industry off on a giveaway spree 
which ended only after the air- 
waves became so crowded with 
prize programs that nobody paid 
any attention to them any more. 
This was the show which Fred 
Allen tried to fight by offering to 
insure his listeners against any 
money they might lose by listening 


to him instead of his ABC com- 
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Lovis G. Cowan 


petition. 

Allen’s vanishing rating soon 
had the sardonic NBC comedian 
talking to himself, and finally 
drove him completely out of radio. 

Mr. Cowan has more than 50 
radio and tv productions to his 
credit, including the Peabody prize 
winner, “Conversation,” an NBC 
Radio show featuring “good talk.” 


Past successes notwithstanding, 
he seems to have outdone himself 
with the “$64,000 Question,” which 
zoomed to the top of most of the 
rating lists within a few weeks of 
its debut. 


® Now every agency, network and_| 
sponsor is being besieged with pro- 
ducers with ideas for money shows 
designed to top the $64,000 mark. 
‘One copywriter-turned-program- 
‘man suggested that a safe with 
$1,000,000 be put on stage in front 
of the camera, with the money to 
be given away to any viewer who 
could guess the combination. Pre- 
‘sumably modern-day Houdinis 
/would be barred from this one. 

| Effective Aug. 15, Mr. Cowan, 
| who is easily the most envied man 
in tv at the moment, goes to work 
fulltime for CBS Television as a 
producer. His job: To come up 
with new ideas and create new 
programs. His appointment comes 
at a time when NBC-TV, which 
is well behind CBS-TV in billings, 
has been taking most of the bows 
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same episodes 


Sign up now for this third series of 39 
“BADGE 714” episodes, starring Jack Webb, 


for first-run syndication sponsorship. 


and you will have a sure-fire 


As DRAGNET on network, the episodes making 
up this third series of “BADGE 714” averaged 


a national Nielsen rating of 46.0*. Sponsor these 


formula for attracting your market’s biggest TV 


audiences to your sales messages. 


As “BADGE 714” locally, the second series outrated 
all time-period competition, network and local, 
in 21 of 29 ARB markets in February. 


Take advantage of this opportunity to sponsor 
“BADGE 714” in your markets. Phone, wire 


or write today. 


*Nielsen Television Index: September, 1954— March, 1955 


NBC Film Division 


serving all sponsors... 
serving all stations... 


30 Rockefeller Plaza, New York 20, N. Y. 
Merchandise Mart, Chicago, Ill. Sunset & Vine, Hollywood, Calif. 


Will Prato Go For 64,000 Tonight 
= "| «= Will the shoemaker 
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BOWIN’ TO COWAN—Saturday Re- 
view, which ran this 1,000-liner in 
the New York Times, Aug. 9, calls 
it the first tie-in ad granted by Lou 
Cowan and his $64,000 sponsor, 
Revlon. 


—in newspapers and magazines— 
for television programming lead- 
ership. 


® Mr. Cowan retains his owner- 
ship in his production company, 
Louis G. Cowan Inc., while turn- 
ing the management reins over to 
a couple of associates. He took the 
network post primarily because he 
feels it will leave him free “to 
just produce.” He enjoys the cre- 
ative side of television, but dis- 
likes the selling and administrative 
details. 

His personal life has been just 
as full as his professional life. He 
and his wife have four children. 
Far from being one of those wives 
who merely tolerates her hus- 
band’s work, Mrs. Cowan shares 
his interest. The fact is, she now 
produces “Down You Go,” a Cow- 
an panel telecast. 


Pacific Telephone, Apple 
Commission Name Song Ads 
Song Ads Inc., Hollywood, will 
produce a series of animated, mu- 
sical film tv spots to boost phone 
service, extension phones, long 
distance calls and colored instru- 
ments for Pacific Telephone Co. 
of Washington. 

Song Ads also was named by the 
Washington State Apple Commis- 
sion to create tv films and radio 
commercials. Cole & Weber, Se- 
attle, is the agency for both com- 
panies. 


‘Overseas Weekly’ Has New 
Rate, Circulation Base 


Overseas Weekly, publication for 
overseas military personnel, has is- 
sued a new rate card, effective 
Sept. 1. 

Average net paid circulation is 
now 46,567, the magazine reports. 
New rates are 70¢ per line, 47¢ 
with a 20,000-line contract. 


Black to Standard Register 


John E. Black has been named 
assistant to the director of public 
relations for Standard Register Co., 
Dayton. He will handle magazine, 
radio and tv publicity for Standard 
at the national level. Mr. Black 
fomerly was a member of the 
overseas sales promotion depart- 
ment of National Cash Register Co. 


Marie does it 
FASTER... 


complete mailings, multi- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 


ing List up-te-date, frees you 
| from detail work. For rush pick-up, 

uick service and fast delivery 
| ALL WAbash 2-8655. 


. 
| 431 S. Dearborn Stree top 5 
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Chew, Harvey & Thomas Utilizes Even 
“No Smoking” Signs to Sell Cigarets 


PHILADELPHIA Aug. 16—Trains, 
busses, trolley cars and even air- 
planes have been using all kinds 
of “no smoking” and “smoking 
permitted” signs for many years. 

In fact, virtually every commut- 
er entering a train in the morning 
or evening ascertains first whether 
he or she can smoke or not. 

Noting this very obvious sign 
one morning, Sam Chew, a partner 
in Chew, Harvey & Thomas, Phil- 
adelphia, wondered why advertis- 
ers failed to take advantage of 
what is probably the most looked- 
at medium in the car. 


= He and his partners began ques- 
tioning eastern railroads and 
found that the use of this medium 
just never occured to them. So, 
Chew, Harvey & Thomas immed- 
iately began negotiating and now 
have between 5,000 and 6,000 cars 


(and signs) all sewed up and sold} 


i 


to R. J. Reynolds Tobacco Co. for 
its Winston brand of cigarets. 

On the Pennsylvania Railroad, 
the nation’s largest, they have a 
contract franchise for the smok- 
ing signs of 450 commuter cars and 
1,350 trains running through 13 
states. They also have made ar- 
rangements for the use of that 
medium with the Reading Co. and 
the Philadelphia & Western high 
speed line, and are talking to bus 
companies and railroads in the 
Midwest. 

Mr. Chew told ADVERTISING AGE 
he estimates that eventually they 
can line up some 10,000 signs to 
sell as advertising media with 
some 300,000,000 annual viewers. 

He also estimates that with some 
6,000 cars, about 250,000,000 per- 
sons will view the cards annually. 
Reason for this is the heavy con- 
centration of passengers in the 
eastern part of the country. 
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SMOKING SIGNS—Chew, Harvey & Thomas, Philadel- 
phia agency, is using “no smoking” and “smoking 


When it first got the idea, the 
local agency made up sample cards 
to show to a chewing gum com- 
pany and to a candy firm, but the 
Reynolds Co. was the first to ac- 
cept. 


In fact, they not only bought the 
“smoking car” signs, but also the 
“no smoking” ones. On the latter 
they merely added (in a line above 
the illustration of the Winston 
package) “not even Winstons.” In 
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Ten to one he forgot again that things have changed in Cincinnati.”’ 


BETTER NOT TRUST your own memory too far. Things have changed 
in Cincinnati. Today, the CINCINNATI ENQUIRER leads the daily* field 
not only in Total Advertising Linage . . 
but in City Zone Circulation as well! (Source: A. B. C. and Media 
Records, latest 6-months’ figures.) *There has never been a question, 


of course, about the Sunday Enquirer's leadership. 


. and Total Circulation. . . 


a \| 
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2 SOLID CINCINNATI 


» CINCINNATI ENQUIRER ' 


READS THE 


permitted” signs in railroad cars to sell Winston cig- 
arets for its client, R. J. Reynolds Tobacco Co. 


the smoking car sign, copy reads, 
“Winston tastes good like a cig- 
aret should.” 

Chew, Harvey & Thomas is han- 
dling this campaign for Reynolds. 
The agency designed the signs. 

The signs, printed on acetate, are 
reversible, since a car which serves 
as a smoker on one trip may be a 
non-smoker on the next. 

“By the end of the year,” said 
Mr. Chew, “it seems likely that 
Winston cigarets will be reaching 
an average of about 20,000,000 
every month using this medium.” 


® For the railroads this is a real 
bonanza. For example, the Penn- 
sylvania Railroad spends as much 
as $4,000 a year merely to print 
these non-commercial signs. Under 
the new arrangement, Reynolds 
pays for the signs and the railroads 
have an extra income. 

The agency calls the medium 
“direction sign advertising.” For 
Chew, Harvey & Thomas this 
bright idea can prove to be a real 
break. The three partners were 
formerly with Gray & Rogers, Phil- 
adelphia. In October, 1953, without 
a single account they formed the 
agency. Ten advertisers are now 
on the client list, and they are bill- 
ing almost $1,000,000 a year. 

Some of the work produced by 
the agency has won recognition, 
such as a New York Art Directors 
Club gold medal and State De- 
partment selection of a European 
exhibit of American design. 


Foster & Kleiser Names Three 

Three new account executives 
have been appointed in the Seattle 
and Los Angeles branches of Fos- 
ter & Kleiser Co., West Coast out- 
door advertising company. 

James Harley Baker, formerly 
in real estate sales, has been 
named an account executive in the 
Seattle branch, where he will have 
charge of sales in the Tacoma, 
Wash., area. Joseph Blanks, for- 
merly in the Foster & Kleiser lease 
department, and Robert McGinley 
have been named account execu- 
tives in the Los Angeles branch. 
Mr. McGinley for the past two 
years has been field representa- 
tive with the D’Arcy Advertising 
Co., St. Louis. 


Graphic Arts Assn. Offers 
Eight Evening Courses 

The Graphic Arts Assn. of Il- 
linois, Chicago, will offer this fall 
eight courses in printing and pub- 
lishing fundamentals. 

The courses include letterpress 
estimating, offset estimating, paper 
selection, selling printing, cost 
finding and budgeting, foreman- 
management and printing funda- 
mentals. Tuition ranges $45 to $150 
depending on the course. Further 
information may be obtained from 
the Graphic Arts Assn., 860 N. Wa- 
bash Ave. 


Storyboard Begins Bank Series 

Storyboard Inc., Hollywood, has 
begun syndication of the animated 
tv film commercials created for the 
Bank of America, which will re- 
ceive a fee from resale proceeds. 
The Michigan Bank, Detroit, is the 


first to contract for the series. 
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Traffic Jam in Commissionable Media. 
Means Boom for Direct Mail: Theiss 


Los ANGELEs, Aug. 16—Last year, | 


loud complaints against an alleged 
“junk mail” postal glut resulted in 
the revoking of advertisers’ brand- 
new patron mail privileges—an oc- 
currence which holds no terrors for 


Arthur Theiss, president of the Di- | 


man, who will be the “keystone of 
prosperity,” is going to need more 
and more pre-selling if he is to 
function in the “blistering competi- 
tion” of tomorrow. 

But, he said, most of the mass 
media have a limit on how much 


rect Mail Advertising Assn. 'pre-selling they can handle. The 
Mr. Theiss, in fact, suggested dominant newspapers and maga- 
strongly last week that by 1965 the zines, especially, “must be near the 
only advertising medium not glut- limit of their profitable utility for 
ted may be the one that depends pre-selling purposes.” 
entirely on the U.S. postal system. 
Addressing the lst Western Di-|™ As examples, he cited one“nor- 
rect Mail Advertising Conference, | mal” issue of a well-known busi- 
Mr. Theiss predicted that in the | ness magazine. Out of 172 pages, he 
next decade direct mail is going to ‘said, there were 103 advertising 
play not only a bigger role in our pages containing 149 individual ad- 
“exploding” economy, but “perhaps | vertisements. In another case—that 
the dominant role in the entire field of a general magazine—there were 
of advertising and selling.” 248 pages, of which 171 carried 348 
Mr. Theiss supported this predic- | separate ads. 
tion by observing that the sales-| “These periodicals are already 


Record 


POSTAL 
RECEIPTS 


$1,397,009.45 


Gain of $61,625.29 over 1953 


Record 


BANK 
DEPOSITS 


$398,860,355.37 


Gain of $33,195,985.24 over 1953 


Record 


BANK 
RESOURCES 


$438,911,614.88 


Gain of $39,911,717.30 over 1953 


Record 


BANK 
DEBITS 


$1,924,480,000.00 


Gain of $19,109,000 over 1953 


Record 


TOBACCO 
SALES 


Bigger Gains in 


RETAIL 
SALES 


Forsyth County 


Bigger Gains in 


FOOD 
SALES ~ 


$145,050,562.00 Reis Soca $33,078,284.04 
Gain of $6,208,782.00 $31,440,000.00 Gain of $7,478,418.04 
over 1953 Gain of $484,000.00 over 1953 


over 1953 


Big Gains in 


CONSTRUCTION 


Winston-Salem Plus 
3-Mile Area 
$18,444,809.33 


Gain of $2,500,939.33 over 1953 


Bigger Gains in 


AUTOMOBILE 
REGISTRATION 


Forsyth County — 59,749 
Gain of 4,039 over 1953 


WINSTON-SALEM 


and Northwest North Carolina 


YOU CAN’T COVER 
NORTH CAROLINA 
WITHOUT THE 
JOURNAL & SENTINEL 


*N. C. DEPARTMENT 
OF REVENUE FISCAL 
YEAR ENDING 
30 JUNE 1954 


**1955 CONSUMER 
MARKETS 


WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 


aN MORNING SUNDAY EVENING 
National Representative: KELLY-SMITH COMPANY 


‘so full of advertising linage that 
each advertiser is in tough compe- 


“The individual tree is lost in the 
forest. The effectiveness of each 
advertisement is 
paired.” 


® A similar fate is in store for radio 
and tv, he predicted—though tele- 


rapidly. 

“There are only 24 hours in 5! 
day, and there is a practical limit 
to the number of commercials 
which a station can handle in that! 
day. It is therefore safe to say, I} 
think, that both media are fast 
reaching the limit of their capac-| 


ity. vi | 


® On the basis of this expected 
traffic jam in the commissionable 
media, Mr. Theiss predicted a big) 
swing to direct mail—one that 
would take direct mail expendi- 
tures from $1.4 billion last year to 
$4.5 billion in 1965 and $7 billion 
in 1975. 

The DMAA head also saw a boon 
to direct mail in another kind of 
traffic jam: The automobile park- 
ing problem is going to lead to a 
boom of “tremendous dimensions” 
in the mail order business in the 
next ten years, he predicted. 


HOMER BUCKLEY GETS 
MILES KIMBALL AWARD 


Los ANGELES, Aug. 16—Homer J. 
Buckley, co-founder of Buckley- 
Dement & Co. and inventor of the 
“direct mail’ tag, was presented 
the Miles Kimball award last 
week during a convention session 
of the Mail Advertising Service 
Assn, 

Mr. Buckley, now a principal in 
the industrial advertising agency 
of Robertson, Buckley & Gotsch, 
Chicago, was the fourth winner of 
direct mail advertising’s highest 
honor. 

Previous winners have been Ed- 
ward N. Mayer Jr., president of 
James M. Gray Inc., New York; 
Henry Hoke, editor and publisher 
of Reporter of Direct Mail Adver- 
tising, and Leonard J. Raymond, 
president of Dickie-Raymond Inc., 
Boston. 

Mr. Buckley was honored, among 
other things, for having spent 60 
years in the advertising profession 
(he is now 75), for having founded 
the Direct Mail Advertising Assn. 
and for taking the lead in founding 
the National Council of Business 
Mail Users. 


Prune and Raisin Growers 
Tie In for Consumer Drive 
The California Prune & Apricot 
Growers Assn., San Jose, and Sun- 
maid Raisin Growers of California, 
Fresno, have tied in for a joint pro- 
motion, to open with a color spread 
in the Nov. 14 issue of Life. 
Radio, tv, outdoor, newspapers, 
women’s magazines and store-dis- 
tributed books will also be used to 
boost dried fruits. Long Advertis- 
ing, San Jose, is the agency for 
Sunsweet Prunes and Maxon Inc. 
is the agency for Sun-Maid raisins. 


Storer Promotion Moves South 

Arthur C. Schofield, director of 
advertising and promotion of Stor- 
er Broadcasting Co., has moved his 
offices from New York to Miami 
Beach, where the company now 
headquarters. The entire advertis- 
ing department for this group of 
radio and tv stations will operate 
from Florida in the future. 


‘Fury’ Sold to GF 

General Foods, New York, will 
sponsor “Fury,” a new tv film se- 
ries based on the classic “Black 
Beauty” story, starting Oct. 15 at 
11 a.m., EST, on NBC. The show, 
which was produced by Television 
Programs of America, will replace 
“Commander Cody.” Benton & 


tition with each other advertiser in| 
each issue,” Mr. Theiss commented. | 


seriously im- 


vision will continue to expand 


85 


College educated-31x 


of the people in New York City and 
suburbs who have attended college 


are News readers- 


a significant finding in the most significant study 
ever made in the New York market, showing the 
buying habits of readers, and newspaper influence 


Profile of the millions 
based on 10,349 personal interviews in New York City 

& suburbs, by W. R. Simmons & Associates Research, 
Inc. Shown in visual presentation, by appointment 

only. Don’t miss it! Ask any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 


Canned meat users -4 % 


of the women living in New York City & suburbs 
who served canned meat in the past month 


are News readers- 


And about the same proportion of women 
in the metropolitan market who buy fresh 
or frozen meats, all foods and household 
sundries—are Daily News readers... 
2,290,000 of them in all! See this new 
significant study of the New York market— 


Profile of the millions 


Presented visually by appointment to advertisers 
and agencies. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


and): 
Wine drinkers-42% 
of all the people in New York City & 
suburbs who served wine in the past month 


ore News readers- 


You may be surprised to learn that your best 
customers for virtually everything in the New York 
market are News readers! And there are 4,780,000 

of them. You owe it to yourself to see this new 

study on New York market readership and purchases— 


Profile of the millions 


... Summarized in visual presentation for advertisers 
and agencies. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc ) 


Bowles is the agency. 
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8&6 
U. of lowa Issues Style Guide 


The ninth edition of the lowa 
Newspaper Desk Book, used as a 
style guide by daily and weekly 
newspapers throughout the U. S., 
has been published by the State 
University of Iowa school of jour- 
nalism. It was prepared by Lester 
G. Benz, former Iowa weekly 


newspaper publisher and currently 
an instructor in the journalism 
school and publisher of the Daily 
Iowan, school newspaper. Copies of 
the publication are available from 
the SUI Extension Division, Iowa 
City, at 15¢ each. 


Hurd Joins ‘Sanford Herald’ 

William H. Hurd, who has been 
with the advertising department of 
the Commercial Appeal, Danville, 
Va., for the past eight years, has 
joined the advertising staff of the 
Herald, Sanford, N.C. 


Mitchell Names de Jonge V.P. 

Alfred W. de Jonge has been 
named a v.p. of Harold M. Mit- 
chell Inc., New York. Mr. de 
Jonge, an account executive and 
director of media, has been with 
the agency two years. 


and that’s how we do your job! 


TINKER-TO-EVERS-TO-CHANCE . . . 
this unequalled Baseball Hall of Fame trio 
was a once-in-a-lifetime combination. 


But, in advertising production, a 1-2-3 service 
AD-SETTING, ENGRAVING and PRINTING 
is provided by Faithorn every day of the week, 
all under one roof. Your printing job will 


be handled efficiently . . . 


speedily. One contact, 


one responsibility, one location, one price. 
Faithorn, serving the entire Midwest, 
specializes in color work and process color 
plates. Write or call us on your next 


graphic arts job. . 


Whitehall 4-2300 


a | t h 0 f n CORPORATION 


. Dearborn St., Chicago 10, Illinois | 


AD-SETTING 
ENGRAVING 
PRINTING 


et le 


SEMI-SPECTACULAR—Mader’s, German restaurant in downtown Milwau- 
kee has planted this “semi-spectacular” 3-D cut-out bulletin on the 
city’s edge to lure the “new” Milwaukee market—those who come to 
see big-league baseball. Cream City Outdoor Advertising created it. 


Local Radio Business 
Boomed in May and 
June, RAB Reports 


New York, Aug. 17—Local ra- 
dio business is booming. 

So much so that May or June 
may turn out to be the best local 
sales month in the history of am 
broadcasting. 

This is the situation as described 
by the Radio Advertising Bureau 
following a study of the cash reg- 
ister picture in a cross-section of 
radio stations throughout’ the 
country. 

It is difficult to say whether 
May or June established the record 
since RAB queried an equal num- 
ber of broadcasters in each month 
—approximately 110—and the 
findings were very much the same 
for each period. 


® The study included markets 
ranging from New York to the un- 
der-10,000 population group. The 
curve was upward on most sta- 
tions, with local business running 
12 to 13% better than last year 
on the average station. Some 
82.5% of the stations questioned 
reported sizeable increases in rev- 
enues from local sponsors. 

“From this study and our spot 
checks in July we are sure that 
radio’s local billings will exceed 
$390,000,000 in 1955 without any 
trouble. This compares with the 
estimated $341,000,000 worth of 
local business radio did in 1954,” 
Kevin Sweeney, president of RAB, 
pointed out. 

Most stations singled out auto- 
mobile dealers as their most ac- 
tive sponsor category. Grocery 
chains and supermarkets were 
next, with department stores in 
third place. 

RAB takes especial pride in the 


latter since, according to Mr. 
Sweeney, there was scarcely a ma- 
jor department store in radio four 
years ago. 

On the downbeat side, 15.5% 
of the stations reported a loss in 
local business. They attributed 
this to television and/or local 
depressions. 
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Wood Seosts Fendrich 


A. J. Wood & Co., Philadelphia, 
marketing research company, has 
named William Fendrich western 
manager of its department store 
and banking division. Formerly as- 
sistant to William Lindelow, v.p. 
in charge of Wood’s department 
store division, Mr. Fendrich will 
headquarter in Los Angeles. Jules 
Machat, formerly midwestern and 
West Coast manager, will now de- 
vote his time to the midwestern 
department store and banking ter- 
ritory from Chicago headquarters. 


Wico Electric to Ad-Service 


Wico Electric Co., West Spring- 
field, Mass., has named Ad-Service 
Inc., Worcester, Mass., to handle 
its advertising. Gioney & Barreco, 
Springfield, Mass., formerly han- 
dled the account. 


SIMPSON-REILLY, LTD. 
a Representatives 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


; 


{ “FOR THE COMPLETE STORY 

_ —all the facts and figures—of . 
_ Western New York's 8-county 
- market, write for the Market 

- Data Book published by the | 
Courier-Express. 


ie. 2 


PREFERRED 1, 


BUFFALO S_ MEN’ 5 and WOMEN’S STORES 


The effectiveness of the Courier- 
_ Express in reaching both men and 
women is attested to by the fact that 
both men’s and women’s-wear stores 
place their greatest daily lineage in 
the Morning Courier-Express — and 
, use additional space Sundays to 
, reach the largest circulation in New 
_ York State outside of Manhattan. 
- You can best build sales throughout 
| the rich 8-county Western New York 
market in the pages of its great 
morning and Sunday newspaper. 


1954 COURIER-EXPRESS 


WOMEN’S WEAR STORES 


DAILY 1,525,730 LINES 
SUNDAY 705,089 LINES 
ROP COLOR MEN’S WEAR STORES 
available DAILY 841,969 LINES 
both daily SUNDAY 126,458 LINES 
and Sunday. 


BUFFALO COURIER-EXPRESS 


Western New York’s Only Morning 
... and Sunday Newspaper 


REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 
Pacific Coast: DOYLE & HAWLEY 

= = 


: : , ' 3 baer aes eae SPURS re) a oe 
aes eat Go Ee Oe a ae OO rae, en Atena aeeere as wee eee RTO SHEN ys SED eg? Ue et Secrecy as kL 6 ee ces 8 Oe TOY Menara Se Ooh > 7M SEAN TL ins: | SVG ii po ee BS SS ES Res CRE aS SLA SN See ele Pee 
PRTEN Arle ee ES ke Ee has Mn eae Re ee ee fa S ‘Say ae fo ee ae an eee eel aan he Oe ee OR eae aoe a Sa she i ae ie aS il ee SEY oT TT od as 
; = sev ww . : : ’ oe Se peer F Ly 4 bed ‘ “ae? ae 
x ; r 
i 
4 
j 4 fe 
: i . ; 
y . = : 
' ie j ‘ 
{24> ot fie Je La 
/ 4 # Le eo j 4 ae | 3 
2 3 f >} . , 
2% he k : y 2 . ' 
~ oe } . ee F 
ii eee A 4 : , ; 
% ‘ , ; 4 
: ~ \G o @& sé ° F 
— * ‘ fj x 
eX Oy! wo by J : : 
2 a... tf } i 
| ‘ oe \ 4% . : ae Sie 5 
i 8 /* bs , Ss 2. 3 el "4 
s “he . cee 
— “es ms — 1 
, \ Z, , Mil Py ry , 
: . ry 
») Ae waukee's wry ‘V} 
2 
pa al © oy F  } 
7 J a ; N 
oe - y . * j 4 a 4 
‘ ' < i 
a Restauran > oe OO eee 4 
Betey oe ore bee p » 
Be ee Meee. s 
i Ben 2. te eee ‘ 3 
he a OE a r 
ce ie ee ae TOWN “A : 
nn cc ee nnn nny eee mnene senna . oa eel ~ z 
; Madery DOWN ees. 041 N. 3 Pe | , 
be hig fees ge: Bs Rie. 4 t eee es . 
2 See : a Fae 
ee Wer ¥ 
es: Eas. ee af 
se Ree Pee “s i 
2 Fs is > . 
V\ ae a 
oa ae Ee 
A be oy ae : 
Wily af ‘ Bee ie. é - = 
2 ’ a eg ‘ : <i - a9 f 4 
* ; 7 ; oe z 
Rg \ Ae case, a 
8 ae Cee a a oe ' 
ae = — é 
bi ac a ee 4 
Capote: € < E i ‘ 
ae | lo? ‘ | 
ea ‘ 
os 2 & y 
: “a Gone . * | 
ae \ > 
: 7 ee a = —_ c 
e f Fee OP Re ne . 
e Seg eee eke rk . i 
cil ee) Ge | 
co sag ' se. — eer: | 
~ - 
Jes : : i 
ae a § 
sh: Se d 
( oe aii } f 
: P fat +0 Les 
cath ys 2 
‘gy - a i ae 
hate ara 
kee 7. th * \ y 
er areces \ ©, | 
“,' + 2 (ho 
Vy AAD ed 
re yh 5 ae ée 
¢ eae, ” 
Tes —* 
‘ ma ee coe eee 
> ye oes : 
Rr ati 4 
| a AS oe eee 5 ; 
| es Oy) 
a eae : ; 
| 
re 
| 
| 
| 
nnn mmm cael a ee re a a—_—__O_O ee ——O_OO_O___—________—_—_—_—_—_—_—_—_—_—_—_— Oe 
- == 
Pit aha see rere Pree eee a TR Se OG a oC ammenr  omiecee e  F: en reer.) SEU A cn WC CeMone aon Reba ee tga cee NC once tee ee eee 2d ere 
Rea ep eh oe 1. TE Satna i | OF edie aie a as Baas eae rata < Ns of Re ai ek RR Serbia sie Meee bre a Ep ae Ocean een eT ROL ee na eee Ty fee ae 
oo ee ys ere ea Ra: oe ee ge alae a at ee ee ae eee Se eee ed ee ee toe een ne 
eer ee eS t ei eee Ee aka en 7a : ee ee Nae ni ieee a Dr te. Nagi: 
Bs errs alt ae eee # it tat " *aoar = soe " RRR ee es Ph gt ? tee AR eee RE oe A ato nk as i peas 
pers oe ee i wear pees (Sera 
Nees eee ven Bete eet 
Rin eee sta ees Ri cm? 4 ae 
goes are eis inh ghee 
ern Sane fig $ are 
& = - ie “2 = 
: rie aie = . - Wa - eee fi, % if 
= ee hme Pe ey ese 5 a oon ei ted Mee Es Sande hs 2 rm be q . 
ONS 7 ee a ae *~s wail Mars Neem = ree. a: Bay erp Hap seek Er pee cy te ed a Sere co Mente . 
Soh foe ere ae ; ET ae els 3 Ere oe deecag ene ee) Sey aoe, Ae, am t 
ee ee he — aoe joe nN he oe Rees ee 4g , 
Baga gts pe Eas oe w he ay os sa hy ; BEC eh ioe te . 
~~ gee a - : : 
2 ee pee. Scie - 3 
Eee ees See. Se en ed ‘ 
se oe ee SE ie ve a 
oS cig ta SRI i — ti PS Oh. oN CR amelie care ae ee ee ee 
AC : ook De a : eee ee ont al. eee ee ee 
ee oi ee ale ee re ee ee te a yt oc Pie a ee, aa See } 
ae a ee ee 2 Ln peal gag Go aoa Tae gr Ser ete Bs Naa ie aah i ; : eat 
| Serepnemmmnrartens Aa ame Ae ete ee cae he - ie ae ae i x3 EY nena ir Oiare rrr AE ad ae ' castosh- Fl sgetie e ara eas eS es 
~ pees eo RS ee ee 4 hae at es Wet See oe 2 Bea 2 el RS St & 1 oa eae Fe le aoe -: % es ta an ots 2 
peas by 7 ee ae aes F x 4 ees * z eryek et te eee a Seed st a LS 0 ne NJ vee ube, bid 
ie 7 ee eee : °. x ger e ee * ‘ a We eeagiee od . eagle 
afiea ‘ate os - , aoe n womens eee al oe ee ?s.. ——— 1 Sa ee ier 
pe ae ee oy ewe 7 TOR oe ee. er ey i hx ee eee Dae ie eee oe ae epee. S ak S41 F “ a a: eres 
~ ~~... 
> 
= Ee a ae a ae Sol, : ee et ae Ne eee a Mn aM re gg I I ae ae a ae ee ee Se a ee 
eae Pe ge, aati os - seme so! ee ahs — are ane ng ale eens a, Sr a ema : = ’ 2 es 4 ts mF eet eS m She Te eM a ap ae etm ae a 
a Mere: Cie ew aaa ie } 5 Se af eg hh ee es | oy OF en a et e os Eye col pe eye nae 4 a Be Ses eer ree ee eee Sees kn © cae es s Se at, Sat Gaume a eee oe ca Te 
oe ik ee oa ee oe Oe a eg a ee am el Re A ce eg ME, SM ee a cae. eet ae ee ae Pee eee ; ES PRO So a Sea ae 
et eg oe OE gO sy eee ce ce Be Bear BEET 8 Sy bib oe Ses So coh et eee Dee er it Seat wae ha eS ees eae platy aha: Mee eS a NN SRR Se eel ye eee eee: a ee 
et Ne meee resem 88 San ee NORE: ys tA iy hes 9 Meee meee: eta Se ee eee a erga yee oy cet to ge ht gS Ue Ae ea ion eens Oe yt ance Lean bm eee ae «gee, een aero Sa eg, oes 
eH Pet Ae aha «oP i prea ee oe Bane UF pe SRG pa Fes ASN Te Nth pean es ee es NE tee TM RE ee AS en Ree peaie con ce elgg a Bia 6 iba oe 2 oa ONE Lee, Br pols naa ape tela. te PE Vit Me oy oe” eee ee 
Rae Re eee 3 ts + ee eS eS more BA 8 x SOE? i eagree = iat oe SIA SSL RET RO TE gs oe Me ee Nae ey ert 2% Rice mae NS LCE She ck aed die hnpidhies< gees eee ane See NS Ree ie ee en A TS Pee 1S, Bey ei ee ep Pe ee Leas ego 
© ip Mie sas ae es Se nip Ae pe A SR hig oe toi See Siege meses Aho ego pete 5, gh! nt ANd, ie ae Re oe Se Se ho eae sade vie eee «Gard PER ceeteLe e brg e CRO TE Se. 2 eget eee watts, we AOR ng ER MG Rod ei EES Ge a etn Sek, Oa a tS i PE Betty So ah DE 3 fete aR aaa car alias 
Pe feN Sie Fe Oe MR pace glee 8, ah te fae pene eee 2 ek gl g gt eee oe! oD PT po Maes ieee eee toe ae ee Se ee ce ge ta her ey ee 4 ST og oe Pk Ph ke ee Te ee ae ee ON pare ee fy Re FS so ee iin Sar cn eh a A gee ae reg, — ora Re ahead eR 5 fae J® Aer gt 


~ 9 


1 


Advertising Age, August 22, 1955 


e! 


re | * 
L. 


7 nt 


DANGEROUS GAME—The beauty 
astride the beast is the provoca- 
tive illustration Holeproof Co. 
will use in this color page in Gla- 
mour to introduce Tiger Lily ho- 
siery shade (AA, Aug. 15). Weiss 
& Geller, Chicago, is the agency. 


Car Dealers Waste 
Money on Bait Ads, 
Says AFC Newsletter 


Cuicaco, Aug. 16—Automobile 
dealers who use big, black type to 
announce wild discounts, fantas- 
tic over-allowances, no down-pay- 
ments and forever to pay, are 
throwing their advertising dollars 
down the drain, the American Fi- 
nance Conference said today in its 
“AFC Dealer Newsletter.” 

Bait advertising just doesn’t 
pay, and gimmick advertising fails 
in believability, the newsletter 
claims. The showroom _ traffic 
built by such tactics consists of 
“lookers” not ‘“buyers’—people 
who shouldn’t be in the market 
for advertised cars. Furthermore, 
the letter continues, “the deals 
made with such people are mar- 
ginal, full of potential trouble.” 

The newsletter, which is mailed 
regularly to some 35,000 dealers, 
offers three avenues of attack for 
dealers whose business is being 
hurt by competition from the 
fringe “bait advertisers.” They 
are: 


® 1. Make full use of state and 
local criminal laws. AFC cites 
several illustrations of successful 
prosecutions under charges of 
false and misleading advertising. 


® 2. Local better business bureaus 
and the Federal Trade Commis- 
sion are other bodies which can 
be enlisted in a fight against mis- 
leading “bait” ads. 


® 3. Regardless of any other 
course of action taken, dealers 
must take the lead through their 
state and local trade associations, 
and in their own advertising, to 
educate the public by putting the 
spotlight of truth on “bait” tac- 
tics. 

Dealers were urged to get new 
and used car inventories in shape 
in anticipation of the earlier in- 
troduction of new car models this 
fall. In the new car department, 
the newsletter suggests that deal- 
ers go after the value-conscious 
buyers who regularly shop for 
cars in the fall, and to repaint 
stock models from colors which 
haven’t moved quickly. 


Porter Buys Electric Service 

H. K. Porter Co., New York, 
has purchased Electric Service 
Engineering Co., Joliet, Ill. Under 
the trade name of Eseco, the com- 
pany specializes in the design and 
manufacture of complex electrical 
and electronic devices used in 
heavy industry. The company has 
been redesignated the Eseco divi- 
sion of H. K. Porter Co., and it 
will continue under its present 
management. 


Tar aR ea PRB age | "High Fidelity’ Publishes 


New ‘Audiocraft' Magazine 


High Fidelity, Great Barrington, 
Mass., will publish a new monthly 
magazine, Audiocraft, a how-to- 
do-it book for experimenters in 
home sound reproduction. 

The first issue will be date- 
lined November, and will be out 
Oct. 10. Single copy price will be 
35¢, a one-year subscription $3.50. 


‘Food Service’ Boosts Rates 

Food Service, Madison, Wis., will 
raise its advertising rates effective 
with the January, 1956, issue. A 
b&w page, one time, will go to 
$682.50. The circulation guarantee 
has been increased from 75,000 to 
82,500. 


Hansen to ‘Mill & Factory’ 


Roy C. Hansen has been ap- 
pointed a Chicago sales represent- 
ative for Mill & Factory. He for- 
merly was a sales engineer for the 
Micarta division of Westinghouse 
Electric Corp. 
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ET THE CHIPS FALL ... Many famous companies have 
been delighted by the excellent showings their products have made in TRUE CON- 
FESSIONS’ reader panel surveys. They should be. Other companies have been dis- 
appointed. They shouldn't be. Why expect TRUE CONFEssIons’ readers who are 
the youngest married women in America—who have not yet been exposed to your 
message—to have the same brand preferences as those who see your advertising in 
older women’s magazines? To reach these younger women, you need TRUE CON- 
FESSIONS, the magazine that delivers the highest concentration of its circulation 
among married women 18-25 of any publication.* THe FAwcetr WoMEN’s 
Group, TRUE CoNFrEessions—MOorTION PicTuRE, New York + Chicago + Detroit + 
Los Angeles + Hollywood + San Francisco. *Starch: Consumer Magazine Report 4/55 
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*Commercial Center of a 1.3 million population area, 
Syracuse is ranked by Sales Management as America’s No. 1 Test Market. 


$440 MILLION was spent at retail last year in Metropolitan 
Syracuse alone ... but, in the 15-county circulation area 


of the Syracuse Newspapers, retail sales hit $1.48 BILLION! 


If you want to sell all that big, booming Central New York 


Market, there’s just one sure and economical way to do it. 


The Syracuse Newspapers give you 100% saturation 
coverage of metropolitan Syracuse, and effective circu- 
lation in each of the 14 surrounding counties. No other combi- 


nation of media can do a comparable job at a comparable cost. 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


the SYRACUSE NEWSPAPERS 


 HERALD-JOURNAL & HERALD-AMERICA 
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Buyers Warm to 


_available to Dodge passenger car 


~- 


n the more than 55 selections 


the most popuiar: 


and sapphire white; sapphire white, | 


| “Five of the top color combinations | following color combinations were | Zonolite Fall Campaign | 


Heather rose| Features Danny Kaye ; 
Zonolite Co., Chicago, is featur- | i 


buyers include white. The popular- 
‘ity of pastel colors is seemingly 
keeping pace with the thermome- 
|ter. As the summer grows longer 


and temperatures rise, so do our 


Pastel-Colored 


jewel black and heather rose; satin | ing Danny Kaye, motion picture | 
green and chiffon green; sapphire comedian, in its fall campaign to | 
white and Parisian blue; admiral poost insulation materials. 

blue and halo blue; cameo red and! Zonolite will run ads featuring | 
sapphire white; sapphire white and | ‘the comedian in American Home, 


Cars in Summer 


Detroit, Aug. 16—When people 
think of summer they think of 
warm pastel colors, even when 
they’re ordering cars. 

This is what Dodge discovered in 
a sales analysis of customer sales 
preference. 

According to R. C. Somerville, 
v.p. in charge of sales of Dodge, 


New ENGLAND HOME 


QUIPMENT [)EALER’ 


NEW ENGLAND, N. Y. & N. J. 
Regional Trade Paper or: 
PLUMB. £ HEATING—LP-6& & APPL. 
AIR CONDITIONING & REFRIGERATION 
Needham 92, Mass. « Est. 1947 


. 
single color, Mr. Somerville pointed 


styling this year and the black-and- 


ihe said. 


_and rose combinations. 


orders for the light greens, yellow | fantasy yellow; halo blue and ad- The 


American Weekly, Better | 


prong blue; jewel black and heath- promes & Gardens, Farm Journal, 


er rose, emerald green and satin| Home Modernizing, Parade, Pop- 


Black remains the most popular sreen. 


National Distillers 
Promotes Kirshbaum 


out. It is used more frequently with 
other combinations than any other 
single color. 

“We introduced the three-tone’ 


of National Distillers Products 
white-and-heather rose is now our 


He stated that black will gain) 'Schenley Distillers Co. 
greater favor with the general pub- | 


lic next year. Solid black cars with | Raul Names Richard-Lewis 
“shocking” color accessories and 


ular Mechanics, Popular Science, | 
Successful Farming, Small Homes! 
Guide and This Week Magazine. 


'Ruthrauff & Ryan is the agency. 
Gerald Kirshbaum has been ap-. 
pointed sales promotion manager | 


Neil to ‘Good Housekeeping’ | 


David Neil, formerly advertising | 


Corp., New York. He has been as- manager of Alexander Mfg. Co., 
second most popular color group,” |sociated with the company since Los Angeles, has been named as- 
(1954. Previously, he was with | sistant 


promotion manager on 
packaged products and hard goods 
at Good Housekeeping, New York. 
The magazine has also named Jane 


Raul International Corp., New | Lee Clarke assistant to the fashion 


interior trims will show a sudden| York, distributor of automotive merchandising director and Ray- 


gain, he predicted. 


In an analysis of color preference| New York, to handle its advertis- 
from January through May, the| ing. 


| 


parts, has named Richard-Lewis, mond J. Petersen and Arthur N. 


Ransford advertising salesmen on 
fashion and textile trades. 


SAN DIEGO : BIGGER 


oo 


Cats Se: OAS AE alee fas ST * 


SALES 


San Diego is a mighty market —- 
twenty-third in the nation — worth 
over a billion dollars - and reached 
best (at lowest cost per sale) by the 
mighty coverage of the San Diego 
Union and Evening Tribune. 


Data Copyrighted 1955 Sales Management, Survey 
of Buying Power; further reproduction not licensed. 
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DRUG STORE 


Columbus, Ohio . . $21,118,000 
Atlanta, Georgia 19,645,000 
Fort Worth, Texas . 18,926,000 
Rochester, New York 18,601,000 
Portland, Oregon. . 16,208,000 


SAN DIEGO attioric $95 = torts 


+B CEES f8,,, 


REPRESENTED NATIONALLY BY 


IMPORTANT CORNER 
IN THE USA. 


SILBERT’S CROWING—Because all win- 
ning entries in the letterhead and 
envelope section in the fifth annual 
lithographic awards competition by 
the Lithographers National Assn. 
were lithographed on Gilbert bond 
paper, Gilbert Paper Co., Menasha, 
Wis., put out this folder containing 
samples of the winning letterheads. 


Newsprint Rationing 
In England Due to 
End in March, 1956 


Lonpon, Aug. 16—The British 
government announced last week 
that government regulations on the 
number of pages that British news- 
papers may print will be eased 
starting Aug. 21, and that the con- 
trols will be lifted entirely in 
March, 1956, after more than 15 
years of rationing. 

Users of newsprint will be per- 
mitted next year to import all the 
newsprint “that at present seems 
likely to be available,” the Board 
of Trade said. Because newsprint 
is now available, the government 
said it felt that controls on the de- 
livery of newsprint and the num- 
ber of pages should be revoked. 
The board, however, said that it 
will require assurances that ade- 
quate supplies will be provided 
for small newspapers. 


# Under the Aug. 21 order, and 
continuing until controls are elim- 
inated, publishers will be allowed 
to put out larger newspapers than 
at present. Large daily newspapers, 
which have been allowed an av- 
erage of approximately 8, 10 or 12 
pages daily depending on their 
newsstand price, will be permitted 
about a page more daily. The pe- 
riod over which the average is 
computed is 28 weeks. 

Domestic paper mills have as- 
sured the government that they 
will do everything possible to safe- 
guard the position of the smaller 
newspapers. 

The Board of Trade said that 
the amount of imported newsprint 
that the newspapers had been able 
to acquire had risen from about 
650,000 tons in 1953 to 720,000 tons 
in 1954, and an estimated total of 
850,000 tons this year. Supplies are 
expected to be even greater next 
year, the board said. 

Newsprint rationing started dur- 
ing World War II when it became 
impossible to obtain needed im- 
ports, most of which came from 
Canada. The government contin- 
ued the rationing after the war to 
conserve Britain’s supply of foreign 
currency. Papers were often down 
to four pages during the war, and 
in the economic crisis of 1947. 


Memphis Publishing Co. 
Names Herb Tushingham 

Herb Tushingham, formerly re- 
tail sales manager of Memphis 
Publishing Co., has been named 
advertising manager. The company 
publishes the Commercial Appeal 
and the Memphis Press-Scimitar. 

Plez R. Pettit, advertising direc- 
tor of the company, is on leave of 
absence. 
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Top 100 Users 
Put $91,799,317 in 
Outdoor in 1954 


(Continued from Page 1) 


brewing companies; 20 are food 
manufacturers; 19 are oil compa- 
nies; nine are distillers or vintners; 
there are five appliance manufac- 
turers, and five motor car makers; 
a tire company is represented, and 
a candy maker; three soft drink ad- 
vertisers are in this group; and it 
includes a publisher (Time Inc.), a 
tobacco company (U.S. Tobacco), 
E. I. du Pont de Nemours & Co., 
National Carbon, Wildroot and In- 
ternational Cellucotton. 

As the list of outdoor investors 
indicates, companies that have ex- 
perience in the medium tend to be 
heavy spenders. The top 20 users 
account for close to half of total 
national expenditures; the median 
spender of the top 100 spent $467,- 
902. 


Congress Is ‘Erratic’ 
in Allocating Census 
Funds, Report Finds 


(Continued from Page 1) 


ing presentation was needed. 

Under prodding from members 
of the joint committee on the 
economic report, the administra- 
tion reorganized its budget presen- 
tation on statistics this year. In- 
stead of scattering the requests 
through the budgets of scores of 
individual agencies, the statistical 
projects were pulled together in a 
special section of the budget where 
the individual projects were 
grouped as parts of an over-all 
plan. 


® This year’s requests added up 
to $43,298,000, an increase of 
$4,722,000 over the amounts for 
similar work last year. In addition, 
$11,155,000 was requested to com- 
plete the censuses of agriculture, 
business and manufactures. 

The Budget Bureau statement 
shows that Congress approved 
$2,513,000 of the increases, but 
trimmed $1,655,000 from the fund 
for completion of the big censuses. 

Congress was selective in what 
it approved. It went along on in- 
creases for better statistics on em- 
ployment and unemployment, and 
it approved every study of interest 
to agriculture. On the other hand, 
it provided less than half the 
amount requested for annual 
sample surveys of manufactures 
and retail trade, and it completely 
rejected the comprehensive plan 
for improved and expanded sta- 
tistics on construction and housing 
which had been strongly supported 
by the building industry. 


® As a result of the increased 
funds approved this year for better 
statistics on employment and un- 
employment, the Census Bureau 
will be authorized to build up the 
sample which is the basis of its 
monthly studies of employment, 


population and housing. At pres- | 


ent, the sample includes about 
25,000 homes in 230 areas. Under 
the new budget it will cover 35,000 
homes in 330 areas. 


While Congress refused to pro- | 
vide the full amount requested for | 


an annual survey of manufactures 
and retail trade, it went along 
fully with market research proj- 
ects of the Agriculture Marketing 
Service, including additional esti- 
mates of crop and livestock pro- 
duction. 

It also added, on its own initia- 
tive, $50,000 for a study of the 


price spread between the farmer | 


and consumer; another $15,000 on 
its own initiative for a crop 
reporting program in Hawaii; and 


ank Company Expenditure | Ran 
« General Motors Corp. ..........ccccsessenereeeeeeeneeeerenes $8,194,900.96 51 
I SOIR a5 tics catitnteinascscvecsdraieicbasemnsateaiedsal 6,645,290.96 52 
- Schenley Industries Ime. .......cccccccsesesesevereseeereeees 3,440,039.26 53. 
i EN lic ks cnecnscsesocectecasquniilittattnncsnehincsneedl 3,262,824.28 54. 
~ Anheuser-Busch Inc. ........0cccccccccccscsesesesseeeeeeeeeeeee 3,244,664,79 55. 
- Jos. Schlitz Brewing Co. .......ccccccccsscesseeseeeseeenees 3,229,976.75 56. 
- Distillers Corp.-Seagram ...........cccccccesseenseeeeeee 2,880,535.86 57. 
Se ff OR a eee ee 2,405,777.25 58. 
NI TNINNL iuisdecnicdis cesobercereutstsopajadndanstideanlia 2,239,348.64 59. 
pA MIRAI Wiisep bbsastbecetnssredsvonsorscbadebnennl mented 1,983,915.92 60. 
Bt eye wor 1,743,187.02 61. 
ys SPR tie cciSsscovevensonsncecbiovosscgasbende 1,692,555.15 62. 
y- SAAN AIUD I in scctbi icc uctnitesressninsncccscnecssnhatiate’ 1,501,806.68 63. 
. National Distillers Products Corp. ......::csceeees 1,481,414.64 64. 
I PE GMO iciase win eeaiscins-sedhcactesscnstaters 1,413,033.99 65. 
ip) PNR MUNUIUIIIN TDD ona idhnsi cenosasocensstacnsuoiateooesl 1,395,890.67 66. 
> MEINE Nd sci sscvnainitabeoctosscenarenientednagshegesssesce 1,333,571.91 67. 
LDU PPI GG,  Sahincedci ce seiincasoinvenssecernetenosebass 1,299,007.18 68. 
Gf I Se I FONE aliases tticccctncceveasscesssicsintes 1,244,651.70 69 


100 Leadersin Outdoor in 1954 _ 


Source: Outdoor Advertising Inc. | 


Expenditure | 7 


. Griesedieck-Western Brewery 


US. TO CB sacckivcitectiattccsdselialaccticdhess 


. International Harvester Co. ..........cccccceseeseeeseeeeee 344,802.10 
. Griesedieck Bros. Brewery ........cccccccesssesseneeeeeees 341,623.50 
b SUE GOP, “<icvnssscctaccntescemledneuliowsatunecdlaLebapeaesl 324,214.46 

Dreery’s WE. ssisinsctsicinsscessivettvignabaninttiaeel 319,335.78 
. California Brewing Co. ........00 veaewénnsidemnaendnaie 318,994.82 


COCwWWWWWWWWEONNNNNN NN ND i diert—all-rliiati-aditedietit= 
CPSBNEEREBSKRLSSSBSUSRRSONVSSSNSAROHNH-Swvmnoawawne 


. Standard Oil Co. of California ...............0000006 1,176,736.06 70. 
. General Tire & Rubber Co. .........ccccccsseseseeeeeeees 1,130,095.38 71 
if ME III WOM, i. nic. scadosanncvns asthaunnienadeinbads 1,123,731.94 72 
MRT EOI. CH Ge, .nnrescrcsesscosccccessvavarconcnest 1,060,699.11 73 
IE NID UDI. - dnsctutdosedncsbuacscousnteseqtecaiibainees 1,055,781.35 74 
» Uwelty Lamer Growing Co... ......crccosscessososscesssoenssss 1,034,019.76 75. 
. Nash Motors division, Nash Kelvinator Co. .... 1,022,390.16 76 
oR IE SAO: ich sncsstadsnntncsadnscrdcesecsncadeh 945,690.46 ry 2 
p Wines Memb Grewing Go... ...0rcccsccsccosscesvessoeveiece 935,228.46 78 
. Standard Oil Co. (Indiana) ..............cecccceeeeeeeeeeee 906,474.47 79 
A  itilgs each nbeissssestcstenecicadceeees 892,375.68 80 
i I DRO schsaiiss ccc cceecesscsevinsanstanetaal 890,158.08 81. 
. F & M Schaefer Brewing Co. oo... .cccccccseeseeceeees 882,559.00 82 
SAAMI TRIAS, Sista tathcccsisisseccesceevecccarhaiousesnapeanees 830,858.50 83 
p PUNE MUNIN SGI, cetiincscorcsienasenccansncvnenbbsesepicedéenes 778,793.07 84 
| EN SEINE DERI: .icieniahonnendsencevesghtbiesiwntccbega 750,394.50 85 
5 I en 2s cdaniaeiancens 702,793.50 86 
ES IRMNIEE DEPT NORIS iscatichesssecasisoescdsvoscaceshasabevin 702,132.20 87. 
b UNNINNND TIPIPUIIIUONEE CODED, Sess jcccedeasvoccnoscsesescoesorcen’ 701,000.00 88 
PEIN MIU a anvuiciecerebvissecsetedbadcsesesdidmnamnseesencpaces 696,816.95 89 
Re IE TI, Coiticescdesnssntdabatindsnnsideed ctthatperrssenrins 689,204.38 90 
Bs ee TIES. | idbecdesntdantindiasakideuchieedbiceccdsddeetpcaneteswen 659,623.72 91. 
42. Quality Bakers of America Co-op Inc. ............ 651,167.52 92 
Dy Tee Dene CW sccticadttcsictiiceseretinsnsssceneres 643,012.00 93 
44. Brown-Forman Distilling Co. .........cccceccesseeseeeseees 642,045.77 94 
ey Se ED SE oa edd Rabaevited sands haath descevvisntiexccevat 591,761.28 95 
46. Continental Oil Co. .......... beedakoctaxdetbaetrvanantebel 541,153.20 96 
47. Rheingold Brewing Co. ......... cccccsceesesseeseeeeeeneees 516,049.62 97. 
D. SENATE GOT CG oeiisccssccssccvcvcsscccsavbascepncccesaaiens 499,992.00 98. 
BP. DEP: BOTINS TOE: oaccsessiscinssticeres Sidesietncssepsecueit 498,916.42 99. 
Bs CRI I TOA, -sncctsnsecereniones<contenssosscioenveneonasetasine 467,902.06 | 100. 


Reteiee: PRP: GL: evsccsccaierervccvessessoceabiatbiuass 314,497.10 
Ged OI GGe ecstatic catistsiniesicnciiscaicerecaeionetees 310,838.00 
» Continental Baling Ca. .ceciscccosccccrsessenscesesseostote 302,806.24 
. Mid-Continent Petroleum Corp. ..........cccccecseeees 300,000.00 


- Los Angeles Brewing Co. .......:.ccecseecsecssseesesseeees 
b Ue Grrelingy Ge. ~csecncosrcscsocavesncbninanptiinseomininanses 
py Carly PIII GO... csccnccesecsasncaonrestnasesssnssens 
Rs TR, BRI RR shi cctassnctaainaprocnniensteistonietesinesinapeas 
- Narragansett Brewlng Co. ........ccccc ccccsssesenseneens 
. Pittsburgh Brewing Co. ......ccccsssseescesesseeeeeseeeees 
p Asmertnas: QeRRPERD. Co. ...ccasensscstiesscectuncinheeoooeis 
. E. | du Pont de Nemours & Co. ....ccccccccseeeeeeeee 
WRI FIRIE BIEL sce caccccesivcerocnbisibinmiisesihulsestats 


» LORS SOGF BOWING GO. ....cccoisesssevidssccossccessentececenh 


. Park & Tilford Distillers Corp. .......:ccccccscceseeeees 246,007.41 
. National Carbon Co. 0.0.0... eee ee ee 244,026.54 
CORRIDOR Gs sicicisecccttivoovescesctscsseessennsits 236,316.20 
5 Dee POR M..- sisisenccseneestivenncnanseapsitiessioanines 230,840.40 
Mogen David Wine Corp, ......:ccccccscecseeseeeseeeeees 227,329.57 
NT Ci cad esis cet valde itincssittincsstenld 225,487.94 
PORE GR sre ece<ccputpttaetindthllin a Riceniadinbscssins 220,472.48 
Benen Cae ec GE CID is ecnsietes cncctviccksttbbteecssas 205,413.58 


| 
| 


k Company 
»M. K. Goetz Brewing Co. ..cccccccsscssssssessesseesem 463,760.22 | 
» Standard Bramds Ine. ccccsccsssssscescsssssvcsessseseeee 454,922.05 | 


Interstate Bakeries Corp. 453,261.60 


errr ee rere rere e errr Tey 


Sicks’ Seattle Brewing & Malting Co. ................ 417,523.92 | 


Ghoh Ghawhte Gas si5iccisctieaandiindte 410,636.04 
Phillips Petroleum Corp. ..........cscesesesesee seeeseseees 407,008.28 
Witawatee GF CB. wccicicsssiussccdcsictegnntedidectiamils 391,711.18 
DOT Bi Gs cieinnssindtenrssiissnitess dikanutctabibatia aah 391,008.04 
Olympia Brewing Co. ..........cceseseseseseesesesesesevevees 378,947.83 
Glenmore Distilleries Ime. ...............cecceseseseeeeenees 375,336.25 
Jacob Ruppert Brewery ............cccccccecceeceseseceeees 365,310.22 
Durer TG Be inks nlssecsisseisstcedass-ctiesoniecees 355,456.00 


352,648.08 
345,772.81 
344,931.50 


Westinghouse Electric Corp. .........:ccccccscesseeeeee 


pe er ae wee ea OE SE 298,666.64 
296,198.69 
296,008.02 
292,968.41 
284,522.77 
277,287.35 
277,152.00 
271,368.14 
271,137.89 
261,210.25 
255,926.52 
251,486.49 


Deepfreeze division, Motor Products Corp. ........ 


for a study of farm income and 


$100,000, also on its own initiative, | only long-term trends or substan- fcr the first half of 1955 is up 76,- 
| 


tial changes in construction activ- 000, according to the publisher’s 


the general economy of acreage | ity.” 


reductions imposed on 1954 and 
1955 crops. 


® The full increase of $285,000 was | 
the Agriculture Marketing Service 
of farmers’ expenditures for fam- 
ily living and farm production. 

Taformation from this survey 
will be used in determining 
whether the index of prices paid 
by farmers needs to be revised or 
reweighted. In its published form, | 
this survey will also provide an 
analysis of farm income and farm. 
practices. 

Nearly $10,000,000 had been 
asked for the carefully planned 
program on construction and hous- 
ing statistics worked out by at 
least a dozen governmental and | 
private groups which are currently | 
issuing piecemeal and overlap-| 
ping information in this field. In 
addition, $500,000 had been asked | 
for a special Census of Housing, | 
‘to update information which roel, 
been unrevised since the big Hous- | 
‘ing Census of 1950. 


| 


® Rep. Richard Bolling (D., Mo.), | 
chairman of the economic statistics | 
subcommittee of the joint commit- | 
tee on the economic report, said | 
he and the members of his com- 
mittee are gratified at the number | 
‘of requests for improvements ip 
statistics which were’ approved by 
Congress. | 

He said, however, that it was 
most unfortunate that no funds 
were provided for improvement in 
construction statistics. Noting the | 
importance of the construction in- 
dustry in our current prosperity, 
he warned that failure to provide 


Omni-Mag to Boost, Not | 
Bolster Sales—Brodie 


allowed for a major survey by ir 


promoter of Omni-Mag, an adver-| partment supports sales and mar- 
tising device in which magazines keting activities in the fields of 
use newspaper advertising to boost wholesaling, service trades, retail- 
newsstand sales, has pointed out ing and advertising, and speaks for 
i'that in AA’s Aug. 8 
advertently implied that declining committees and federal agencies. 
newsstand sales were responsible Formerly assistant manager of the 
for the promotion’s use by maga- | chamber’s trade association depart- 


ewin, Williams & 


zines. 


‘any of the requested improve- 
'ments, “leaves us with inadequate 
land scattered data which reflect 


| 


“We have failed to 


that some of the advertisers 
Omni-Mag are enjoying, in actual Siefert to Abramson 
fact, unprecedently high newsstand 
sales,” Mr. Brodie wrote, adding| sistant to the advertising manager 


that for example “Re 
quarter newsstand cir 


up approximately 56,000 over last;Ervin R. Abramson Advertising, 


year and its newsstan 


Julian P. Brodie, senior v.p. of| distribution department of the U.S. 


latest estimate.” 


U.S. Chamber Boosts Davis 
R. Hilton Davis has been ap- 
pointed manager of the domestic 


and|Chamber of Commerce. The de- 


Saylor, | 


story he in-|these fields before congressional 


ment, he succeeds Marvin Nicol, 
make clear | who resigned. 
in 
William C. Siefert, formerly as- 


dbook’s first} of Heil Co., Milwaukee, has been 
culation was named an account executive of 


d circulation! Milwaukee. 


STRETCH 


Richfield Oil Corp. of California «0.0.0... 443,227.96 
Sachewn Growling Gai icc ceesinsestedscicnivs 438,523.39 
Goebel Brewing Co. .........c.csccssssssssesessssssesersees 434,773.65 | 
International Cellucotton Products Co. ............ 434,607.44 | | 
Duquesne Brewing Co. oo... sesesssescseseseseeenes 422,700.00 | 
Canada Dry Ginger Ale Ime. ..cccccc.ccecsscsssessseeone 418,360.72, 


WECORMIZED AE THR ETON? OF Quint /T 


GOOD COMPANY—AII 
four companies in 


Tha Eovtteng Now 


Rasen 


Triesets 


WIT OU OND EW “RL NE TROIS Gear 
of eurenme quarts reeruene 


Outperform ali ordinary TV! 


en B. DuMont Laboratories has tied in with 
its quality-pitched fall advertising campaign. 


This four-color spread will appear in The Saturday Evening Post 


in September. 


KOTEX OFFERS YOU ollerade? BRAND 


ve 


(Story on Page 35) 
NYLON PREMIUMS—I nternational Cel- 
lucotton Products Co., Chicago, will 
run this ad promoting self-liqui- 
dating nylon stocking premiums 
in 12 magazines and eight Sunday 
supplements. Ads also will run in 
nine business publications. Foote, 
Cone & Belding is the agency. 


DuMont Plans Co-op 
Promotion with Four 


‘Class’ Advertisers 


East PATERSON, N.J., Aug. 19— 
Quality is the theme of the fall ad- 
vertising for Du Mont tv sets. 

To reinforce the idea J. C. Af- 
fleck, advertising and sales promo- 
tion manager of the television re- 
ceiver division of Allen B. DuMont 
Laboratories, has planned a coop- 
erative promotion drive with four 
“class” names—Cadillac cars, Ceil 
Chapman gowns, Trifari jewelry 
and Schumacher wall paper. 

DuMont kicks off the drive with 
color spreads in Look and The Sat- 
urday Evening Post in September, 
headlined: “recognized as_ the 
height of quality throughout the 
world.” Other magazines on the 
schedule include Atlantic, Ebony, 
Harper’s, Holiday, Progressive 
Farmer, Sunset Magazine and The 
New Yorker. Ads in this list will 
not plug the other members of the 
“quality quintet.” Magazine adver- 
tising will be supplemented by co- 
op radio, tv and newspaper promo- 
tion. 

DuMont expects to get support of 
one sort or another from Cadillac, 
Ceil Chapman, Trifari and Schu- 
macher. In the case of the latter 
the tv set maker’s products will be 
featured in magazine ads; from the 
others there will be tie-in promo- 
tion at the retail level. 

“The national ads will set the 
foundation for the promotion,” ac- 
cording to Jack Siegrist, merchan- 
dising manager for DuMont, who 
will be in charge of the project. 


« “From that point,” he contin- 
ued, “we will concentrate princi- 
pally at the point of sale level. The 
promotion will depend heavily on 
reciprocal window displays, fash- 
ion shows, cooperative newspaper 
ads and cooperative radio and tele- 
vision spot campaigns. If we get 
complete cooperation from our 
dealers, we shouldn’t miss a trick, 
and this should be one of the big- 
gest cooperative sales promotions 
in years.” 

To get the campaign rolling with 
dealers, Campbell-Ewald, which 
handles the DuMont account, has 
produced a 15-minute color film to 
acquaint the retailers with all 
phases of the drive. There also will 
be a display contest with Chev- 
rolets (not Cadillacs) as first prizes 
for the winners. 


Glamorene to Product Services 
Glamorene Inc., New York, man- 
ufacturer of carpet cleaning prep- 
arations will move its advertising 
account Sept. 1 from Hicks & 
Greist to Product Services Inc. 
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Newspaper Finance 
Men to Hear Talks 


Mr. Staab is past president of the Inc., Jersey City, N.J. 


International Circulation Managers | 
Assn., and Mr. Wyman is past pres- | 
ident of the Newspaper Advertis- 


Other sessions will take up tax 
problems, cost studies, and new 
trends in workmen’s compensation 


| 
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Pulse Network TV Leaders 
July 1-7, 1955 


ing Executives Assn. claims. The annual business meet- EVENING, ONCE-A-WEEK OR LESS 

on Costs. Revenues _ A.V. Miller, treasurer, New York |ing and election of officers will be | Rank Program Rating 
New York, Aug. 16—The eco-| Herald Tribune, will speak on cost|held Monday morning, Sept. 26.| 1 $64,000 Gurnction (Movies, CBG) .cccceeceeccccecsesssssecessossssseccsesccssscsssecsecnssvconse 35.1 
nomic outlook for newspapers, in-| problems facing newspaper man-|Herbert E. Hetu, president of} 2 Toast of the Town (Lincoln-Mercury, CBS) ..........ccccccccescssessseseeeneeneneneeen 34.6 
cluding revenue and expense, will agement. Chairman of the session| INCFO and secretary and control-| 3 Dragnet (Chesterfield, NBC) ......ccccssscsesssessssssessoeesssesssseesnveessseessneesnseeenses 31.4 
feature the eighth annual meeting will be G. Stewart Phillips, secre-|ler of the Herald, Sharon, Pa., will| 4 This Is Your Life (P&G, Hazel Bishop, NBC) .......c:::ccessesssssssesssessseeeeee 28.6 
of the Institute of Newspaper Con- tary of the institute, and assistant | preside. 5 Best of Groucho (DeSoto-Plymouth, NBC) ........ccccccsssssesesessssesresesesvenveee 26.8 
trollers & Finance Officers, Sept.|treasurer-secretary of the Wash- é Se Nea I IOD icailecccainintesatthetecosicehceosivsesscanptniotbicaitecssotedosane 26.7 
25-28 at the Statler Hotel here. ington Post & Times-Herald, Western Printing & Litho 7 I’ve Got A Secret (R. J. Reynolds, CBS) ........c.ccccssscseseesensssneeneenenecencenee 25.8 
Charles Staab, circulation man- Is Disneyland Co-Owner 8 Two for the Money (Old Gold, CBS) ........ccccsssssssssssssessssseeeeessesnseeeeeee 25.6 
ager of the Cincinnati Enquirer, ® A new feature of this year’s con-| Ina story in the July 25 issue of| 9 EE NRTA RRS SR gael en CS ED 24.7 
will cover circulation revenue at vention will be three concurrent! AA on Disneyland, one of the co-| 10 Talent Scouts (Lipton, CBS-Columbia, CBS) ..........cccccccccsessesseseeseeneeneneees 23.7 
the economic session. Herbert Wy- sessions on accounting methods and | owners—and co-sponsors of a book | 1) Oe TR CI ieee iene Rckiseometions dpumaiiinisisictetecicensinin 22.7 

man, advertising director, Pitts- procedures. R. J. Hummel, business |store exhibit—was listed as West-| 12 Robert Montgomery Theater (Warner-Lambert, S. C. Johnson & 
burgh Post-Gazette, will discuss manager of the Call-Chronicle|ern Lithographing Co., Los Ange- Bi TES = cuintansintiatanieacidtdina iit idle eto 22.7 
the advertising revenue outlook. Newspapers, Allentown, Pa., will|les, a subsidiary of Atlas Corp.|13 Burns & Allen (Carnation, Goodrich, CBS) .......cccscsssssesscsssssssvssssscesssseee 22.4 
conduct a session on punch card | This was incorrect. It should have} 14 Disneyland (American Motors, American Dairy, Derby Foods, ABC) .... 22.2 
accounting. Another on business|been Western Printing & Litho-| 15 What's My Line (Stopette, Remington-Rand, CBS) .........cccccssesssessseesees 21.7 
, machine applications for medium| graphing Corp., Racine, Wis.,|16 America’s Greatest Bands (P&G, Nestle, CBS) ............cessssesssssessseessnnnees 21.0 
— BIGGEST — } and large newspapers will be led| which has no connection whatever | 17 Godfrey & His Friends (Frigidaire, Tomi, CBS) ...........ccsessssssesvesssneens 21.0 
-— BY THE MILLIONS — . by George W. McInerney, control-| with Atlas Corp., and which for} 1g Four Star Playhouse (Singer Sewing, Bristol-Myers, CBS) .................... 20.4 
Rates & Data for the asking ; ler, Philadelphia Inquirer. The|more than 20 years has held ex-|19 TV Playhouse (Goodyear, Philo, NBC) ......sssssssssssssecsecssseeeeeeesceeeeeeeens 20.4 
PUBLISHERS CLASSIFIED DEPARTMENT } third, on manual systems, will be |clusive book publishing rights to| 29 The Millionaire (Colgate, NBC) ......cccccssssssssssssesssesssessesesseessessvesneeetensee 19.9 

9 S. CLINTON ST., CHICAGO 6, ILLINOIS ©=¢ | directed by W. J. Hempstead, con-|all Walt Disney characters, ma- 
$$9999600000009 troller, Dear Publication & Radio| terial and stories. MULTI-WEEKLY 

1 Howdy-Doody (Several sponsors, NBC)  ..........cccccccsscceesessersesseesnensrennene 12.7 
2 a nici cinsicnsctgseenssnsnsesonecvesonsnnsctaconichosenn 11.6 
. 3 I CD icons ciccecceccccscscesscnccessctociccccosnssonees 11.4 
4 Se I I ok saath consaubbasvuribenecotoesonouna 11.2 
5 Love of Life (American Home Products, CBS) .............ccccccccccecccecseneeee 11.1 
2 a 6 Ss ny en ea 10.9 
e On | a a 0] 7 Arthur Godfrey (Several sponsors, CBS) ............ccccccccccesssesseesceeeeeserenees 10.6 
8 ee I ND isis int ticietisaninbashvontdapscapsnnnicanctndoenonpesbiionns 10.4 
ses 9 News Caravan (Camel, Plymouth, NBC) 2................:ccccccccsscesseeeeeseenens 10.4 
10 Se Re GIN CREED oc caeseidnvettestiedss eexessbvncstiiindicessincionrstesiedbiinvsines 10.2 


First Business Gift Show |sale of WKNB-TV to NBC and the 
Set in New York Sept. 11-14 sale of WGTH-TV, Hartford, to 
The first Business Gift Show will, CBS-TV. It is anticipated that 
be held in the Biltmore Hotel, New | WGTH-TV—whether its sale is ap- 
York, Sept. 11-14. Hundreds of | Proved or not—will become affili- 
products in all price ranges will be | @ted in programming with CBS. 
on display in the grand ballroom 
of the hotel. 
The exhibition is supervised by 
Exhibit Management Associates, 
505 Fifth Ave. S. Gurian is show 
manager. Guest tickets and exhibit 
information may be obtained from 


Hardware and 
Housewares 


10,000 vital 


BOARS  verense auvers 
. | read this bi-monthly 


organ of the Armed 


the company. Forces Communications 
os sand Electronics Assn. 
WENB-TV Joins NBC-TV; | Tell ‘em HERE... and 
WNHC-TV to ABC-TV | pares get your share of mil- 
Several major changes are slated © Sgt itary orders! 
; for Connecticut tv outlets around Z oe a NATIONAL 
7 Oct. 1. WKNB-TV, New Britain, | | 
. will become an NBC basic affiliate | ADE ; 
0 (| Se ep al ware la e on that date, and at the same time, | 
: ses WHNC-TV, New Haven, present | , 
NBC affiliate, will join ABC-TV. | 
Pending FCC approval are the 
f 
, HARDWARE & HOUSEWARES is the fastest growing! It does 
the best selling job for you because hardwaremen rely on its live news, 
; the latest on new products and trade trends — all presented 
2 in any easy-to-read style agd tabloid format. 
Add to these editorial advantages the fact that only HARDWARE r= a] 
e & HOUSEWARES assures your ad top visibility. Every ad you 1 i 
- place is near news — there are no “buried” ads, ever. It adds 1 : 
0 up to tremendous readership in 37,000 “plus” individual hardware 1 For Manufacturers of Famous Brand Christmas Gifts! , 
stores with a strong conviction to bwy. - i 
- Ask your HARDWARE & HOUSEWARES representative r : 
a to give you the full story of why smart advertisers know it’s just good i a a ' 
n business to have HARDWARE & HOUSEWARES selling for them. ; = 2 , 
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Frozen Food Sales 
May Hit $1.8 Billion 
This Year, Poll Shows 


(Continued from Page 3) 
food executives feel their increases 
would have been greater, except 
for the old bete noire of the busi- 
ness—lack of cabinet space in the 
nation’s ‘stores. 

Additional cabinet space is ex- 
pensive; it costs about $100 a foot. 


as compared to $1 a foot shelf cost | 


to install. 

The new foods have hurt a little 
while they helped a lot. As the 
flood of new prepared items hit 
the cabinets, it put a squeeze on the 
space left over for the old standbys. 

There are some signs that the in- 
dustry is doing something about 
limited cabinet space. In test oper- 
ations in Dallas and Little Rock, 
local utilities working with retail- 
ers, frozen food distributors and 
home freezer dealers are taking 
heavy space in Monday and Tues- 
day newspapers, as well as radio 
and tv time, to ask shoppers to 
“stock your freezer on Tuesdays.” 


® The strategy here is that if some 
of the frozen food buying, now con- 
centrated in the last two days of 
the week, could be shifted to Tues- 
days, the weekend strain on cabi- 
nets would be relieved, and the ef- 
fective ceiling on sales lifted some- 
what. If the promotions work in 
these two cities, they’ll be started 
elsewhere this winter. 

Frozen fruit and vegetable pack- 
ers are also trying to break the 
cabinet bottleneck. They have 
raised, Mr. Vogel reports, ‘“‘several 
hundred thousand dollars” to fi- 
nance a research program to devel- 
op a practical, multi-level display 
cabinet. This is needed because the 
limits to the expansion of frozen 
food departments in small stores is 
floor space; they can’t grow side- 
ways, they must grow upward. 

In the interim, packers are try- 
ing to get accurate cost-movement- 
margin figures to prove to the re- 
tailer that existing cabinets, priced 
at $100 a foot, are bargains when 
profit potential is weighed. 


® Mr. Vogel also reports glowingly 
on the efforts of packers to upgrade 
their products, pointing out that 
fish stick packers cooperated with 
the U.S. Fish & Wildlife Service 
in writing a set of grading stand- 
ards for the product. A grading 
service to implement the standards 
will be set up soon. 

He also noted that frozen foods 
are becoming big business, and that 
recent mergers prove it—among 
them the acquisition of Snow Crop 
Marketers by Minute Maid Corp., 
Cc. A. Swanson & Sons by Camp- 
bell Soup Co., Holiday Foods by 
Swift & Co., and Mrs. Lee’s Pies by 
Carnation Co. Food processors in 
other lines are interested in the 
business, he notes, and are moving 
into it, usually by the merger route. 

Finally, he points to a study by 
Chain Store Age, which shows that 
frozen foods in 1954 were in fifth 
place in relative importance to 
chain grocery stores. They were 
topped only by meat, produce, to- 
bacco products and bread; in a 
year, frozen foods had moved from 
seventh to fifth. Mr. Vogel thinks 
they may be third by the end of 
1955—certainly by the end of ’56. 


Jane Buzzelli Appointed 

Jane Buzzelli, who has been 
with the national promotion staff 
of Westinghouse Broadcasting Co. 
for several years, has been named 
assistant promotion manager of 
KDKA, Pittsburgh. The appoint- 
ment will be effective Sept. 7. 


Scripps Names Frishman 

Kar] H. Frishman, formerly with 
the Washington Daily News, has 
joined the general advertising de- 
partment of the Scripps-Howard 
Newspapers in Philadelphia. 


Prey a 


Philco Drops 
TV ‘Playhouse’ 


(Continued from page 3) 


Theater” (CBS) began using big 
Hollywood names to attract a larg- 
er share of audience. The last Niel- 
sen rating for the “Playhouse,” | 
covering the two weeks ending 
July 23, puts it in 46th place with | 
a score of 18.5. 


| 


® GE’s gains this year were made | 
by increasing its talent production | 
budget for the 30-minute drama 
from $27,000 to $40,000. Sponsors | 
of the “Playhouse,” on the other 
hand, did not choose to fight back | 
with dollars. The hour show has) 
remained modestly priced, with a) 
$32,000 program production budget. 

NBC wanted to use box office 
talent and lighter scripts to revivi- | 
fy the “Playhouse,” but Philco 
would not approve the necessary 
budget increases. 

Goodyear, which remains as al- 
ternate sponsor, still hasn’t agreed 
to pay more for talent, writing, di- 
rection, etc. on the “Playhouse.” | 


“Fast, Profitable Response’ 


No outside media can cover the Sioux Falls food market with anywhere 
near the effectiveness of the ARGUS-LEADER. For fast, profitable re- 
sponse, we find the ARGUS-LEADER does the best local selling job for 


food products. 
—Darrell Wright, Raupe Brokerage Company 
Sioux Falls Food Brokers 
comm <uiminad THIS 14-COUNTY AREA HAS FOOD 
SALES OF $43,950,000 A YEAR 
noes vss mOOOY | hevstona The Argus-Leader concentrates its 


53,000 circulation in this ABC retail 
trading zone—dominating these coun- 
tries with 66% coverage, unequalled 
by any other medium, plus 98% cov- 


SIOUX FALLS 


rus 


98% Family Coverage 
of City Zone 


66% Family Coverage 
Retail Trading Zone 


DARRELL WRIGHT 


erage in metropolitan Sioux Falls. 
You need only the Argus-Leader to 
carry your sales message to the pros- 
perous families in this 44 million dol- 
lar* food market! 

*Sales Management, 1955 


Leader 


South Dakota’s Leading Newspaper 
Represented by GILMAN, NICOLL 2 RUTHMAN 


activities . . 
reader families. 


center” 


the Farmer-Stockonan 


Spreading a 
modern legend over 
the Southwest 


Traveling thousands of miles every year. . 
Randall, Farmer-Stockman Woman’s Editor, and her as- 
sistant, Mary Myles Smith visit farm homes, rural clubs, 
county and state fairs and take part in scores of other farm 
. blazing a trail into the hearts of their 420,000 


. Katharine 


The trail blazing travels and activities of these two 
women’s editors result in articles and feature stories that 
make the Farmer-Stockman Woman’s Section the “news 
for women of the Southwest. It’s the place they 
look first for ideas on homemaking and food preparation. 


It’s the first place they look for “buying ideas,” too... 
sort of a “shopping center” in every farm home. To increase 
your sales, be sure your product is displayed in the 
Farmer-Stockman Woman's Section . . . the 
center” of the rural Southwest. 


“shopping 


the Farmer-Stockman 


OKLAHOMA CITY, OKLAHOMA © DALLAS, TEXAS 


Owned and Operated by The Oklahoma Publishing Company: The Daily Oklahoman, 
Oklahoma City Times, WKY, WKY-TV, WSFA, WSFA-TV. Represented by Katz Agency. 
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action portrait of Chicago's best spenders 


the more they make, the more they buy — 
and 3 out of 4 Chicago American families earn 
over $4,000 a year, 1 out of 4 tops $7,000* 


It’s only natural, when families have more money to spend, they buy more. 
And Chicago American families do have more... 78% of the American’s 
home-delivered families earn over $4,000 a year, while only 59.5% of Chicago 
area families earn that much. In fact, 1 out of 4 Chicago American families 


are in the $7,000+ bracket. 


Whatever your product or service, it makes sense to advertise to this healthy, 


oa ‘ 
The Chicago American's 


wealthy market with the plus buying power. Whether you’re selling for new Politz study of home- 
delivered households will 

dollars or dimes, you'll sell more when you reach those who have more provide these and other 
‘ important facts to help 

... with advertising in the Chicago American. you accurately evaluate 


the Chicago American 
market. For your copy, 
contact the Chicago 
American or your Hearst 
Advertising Service rep. 


Advertising Age, August 22, 1955 


'Blatz Will Test 
New ‘Tempo Beer 


(Continued from Page 1) 
_terness are the main characteristics 
of the new brew, Mr. Verbest said. 


® The market testing will be car- 
ried on in six to ten cities outside 
Wisconsin. The first deliveries of 
|the new product will be to Knox- 
| ville, Tenn., where sale will get un- 
|der way next week. Testing else- 
\where will follow. No “track rec- 
ord” on the beer’s performance is 
|expected before Jan. 1, 1956. 

| Mr. Verbest declared that Blatz 
| believes that it has a noteworthy 
|product, but emphasized that its 
success must be determined by con- 
sumer reception. 

| The company started develop- 
‘ment of the new beer more than 
two years ago, as a result of moti- 
vation research. Hundreds of thou- 
sands of dollars have been spent in 
laboratory research and in prepa- 
|rations for marketing the new beer. 


|" The Blatz executive noted that 
ithe brewing industry as a whole 
‘has not experienced the great 
growth that was predicted for it ten 
| years ago. He acknowledged that as 
jone of the factors stimulating the 
production of “Tempo.” 

Economists foresaw a sharp in- 
|crease in beer consumption after 
‘World War II, Mr. Verbest recalled, 
with expectations that the industry 
would reach 100,000,000 bbls. in 
sales annually by 1955. 

Instead, after reaching a record 
\high of more than 87,000,000 bbls. 
in 1947, consumption dropped. For 
the last eight years it has remained 
around 83,000,000 bbls. 

Per capita consumption has been 
even less satisfactory as far as the 
industry is concerned, with the 
best per capita year actually 1914. 


# “During the greatest boom in 
the country’s history, the brewing 
industry is a sick business,” Mr. 
Verbest declared. ‘““‘There have been 
many reasons advanced for this 
condition. Television, calorie ad- 
vertising, price, suburban living— 
each and all have been theorized as 
the cause. 

“Maybe Blatz has the answer. 
This is the way we reason: Beer 
reached its peak in popularity just 
before World War I. Since that 
date people and their tastes have 
changed. 

“For instance, the trend has been 
from bitter to sweet chocolate, from 
strong Turkish cigarets to mild 
Virginia ones, from strong cheeses 
to mild processed ones, from salty 
to mild butter. 

“But while tastes have been 
|changing, beer has remained large- 
ily the same. There has been a 
i'trend toward using fewer hops, 
| which give the sharp or bitter taste 
'to beer, but otherwise the chang- 
ing has been in the packaging. 

“Those facts have led us to be- 
lieve that the industry must ex- 
plore the development of a distinc- 
'tively different beer taste.” 
| 
| ® As a result, Blatz decided to ex- 
periment with using an extract 
from fresh hops in brewing instead 
_of dried hops. The hop is a peren- 
nial climbing vine of the mulberry 
family and has been used in brew- 
ing for centuries to give taste to 
beer. 

Using its own laboratories and 
those of some of the leading compa- 
nies in the nation, Blatz was final- 
ly able to produce an extract 
which proved suitable for brewing 
and produced a beer without the 
bitterness common to hops, Mr. 
Verbest said. 

“Tempo” is being brewed in the 
Blatz plant here, while the hop ex- 
tracting is being done in other com- 
munities where the hops are pur- 
|chased. The company has filed 
| patent applications. 
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Frigidaire Switches 
From FC&B to Kudner 


(Continued from Page 1) 
account makes Kudner the largest 
of the nine General Motors agen- 
cies. Other GM acounts it handles 
are: Allison division, Buick divi- 
sion, Cleveland and Detroit diesel 
engine divisions, Electro-Motive 
division, Fisher Body division, 
GMC trucks division and GM in- 
stitutional advertising. 


® When Mason Roberts, GM v.p. 
and Frigidaire general manager, 
announced the agency change 
Tuesday among those taken by 
surprise was Foote, Cone & Beld- 
ing. Foote, Cone was in the process 
of expanding its Dayton office and 
adding 20 or so more employes 
there. 

Among the employes it had hired 
were a number of the Frigidaire 
advertising department staffers 
displaced by the recent change in 
the collateral setup. It is under- 
stood that Kudner in its turn will 
re-hire most of the same people— 
giving them three employers in 
the space of about six weeks. 

Under arrangements made since 
the Tuesday announcement, Foote, 
Cone will continue to place adver- 
tising for Frigidaire for the rest of 
the year, but will not work on any 
new campaigns. Kudner says it 
hasn’t decided yet whether its new 
account will be serviced from New 
York, Detroit or Dayton. 


® A possible tip-off on the change 
may have come a couple of weeks 
ago, when GM decided to move 
Frigidaire into a network televi- 
sion slot that Kudner had pur- 
chased. It is the 10:30-11 p.m. 
Tuesday period on CBS-TV; the 
type of program to be sponsored 
has not been announced yet. 

Aside from that, however, the 
whole affair was shrouded in mys- 
tery, with General Motors having 
only a “no comment” on it.” 

F. H. Peters, who resigned as 
Frigidaire ad manager at the time 
of the change in collateral policy, 
was “completely surprised” by the 
agency switch, even though he had 
been in the GM Detroit offices on 
the day of the announcement. 

Mr. Peters told AA that up to 
the time of his departure Frigid- 
aire had been neither seeking an 
agency nor talking to any, except 
on the commercial and air condi- 
tioning account which Kircher, 
Helton & Collett, Dayton, recently 
landed. 

“Foote, Cone’s advertising had 
been good...I don’t understand 
the change myself,” he said. 


® The most authoritative explana- 
tion AA was able to glean was that 
the move was part of a “consolida- 
tion” at General Motors. It was 
said that the Frigidaire manage- 
ment reins have been moving from 
Dayton to Detroit since Roger Kyes 


eS A a 


| 


returned from a stint in the De- 
fense Department a year ago. 

Upon his return, Mr. Kyes was 
made a v.p. in the Detroit office, 
and a group head in charge of 
household appliances, GMC trucks 
and all of the five Dayton divi- 
sions. As general manager of the 
truck division before his trip to 
Washington, Mr. Kyes had worked 
closely with the Kudner agency. 

An earlier move toward “con- 
solidation” was the collateral ad- 
vertising change last month. This 
brought Frigidaire in line with 
other GM divisions, whose agen- 
cies prepare direct mail, sales 
literature, etc., as well as space 
and time advertising. 

One advantage of this new cen- 
tralized structure, it was noted, 
was in the tv realm—where Frigid- 
aire could better claim its share 
of GM’s vast, but still insufficient, 
tv program holdings. 


® Foote, Cone & Belding entered 
the Frigidaire picture nearly 20 
years ago when Lord & Thomas, 
its predecessor, took the account 
on the basis of an economy idea— 
the Meter Miser—in September, 
1935. L&T succeeded Geyer Co., 
which had resigned the account in 
favor of Kelvinator Co. 

Foote, Cone itself took over in 
1940 when L&T was dissolved in 
the new agency’s favor. Since 1935, 
the agency has helped Frigidaire to 
pass up General: Electric for top 
spot in refrigerator sales, and add 
many another line, including ranges 
freezers, washers, dryers and com- 
plete kitchens. 

Currently, a 20-market refrig- 
erator survey by Consolidated 
Consumer Analysis finds Frigid- 
aire in first place in 14 markets, 
GE leading in 5 and Sears, Roe- 
buck’s Coldspot ahead in one. Frig- 
idaire’s share in those markets 
ranged from nearly 15% to better 
than 21%. 


® In a “for the record” note to his 
own organization, Fairfax Cone, 
FC&B president, had this to say: 

“We shall leave Frigidaire in the 
strongest sales position in our 20 


years together. Both refrigerators 
and ranges, the major lines, lead 
|all competition. Frigidaire printed 
advertisements consistently top 
every other appliance manufac- 
turer’s in noting and reading; and 
Frigidaire’s television leads the 
pack both in total audience and 
audience per dollar-daytime as 
well as night. 

“Coming as this does on top of 
the assignment of six new products 
and product lines to Foote, Cone & 
Belding in Chicago by three other 
clients, all of whom employ other 
advertising companies too, I be- 
lieve that it results from a unique 
situation and one that no effort 
‘on our part could have changed.” 


‘Everywoman’s Haag 
Hits ‘Better Living’ 


for Letter to Stores 


New York, Aug. 19—Robert L. 
Haag, president and publisher of 
Everywoman’s Magazine, today as- 
sailed Better Living for the latter’s 
“rather unorthodox” publication of 
“unfactual” information about ne- 
gotiations to buy Everywoman’s. 

Mr. Haag’s comments were di- 
rected at a letter Better Living 
addressed to its supermarket dis- 
tributors, advertisers and their 
agencies, which said: 

“We can now report to you on 
another step in our moves to ex- 


gotiations with Everywoman’s for 
the purchase of that publication. 
The owners of Everywoman’s in- 
dicated a willingness to sell that 
magazine, and an offer was made. 

“The offer was made in the 
‘light of their disclosures: That 
| Everywoman’s experienced consid- 
‘erable financial losses for the 11 
months’ period ending May 31, 
| 1955; and that there is a likelihood 
|of greater losses. 

“We considered our offer a 
fair one; but we’ve now received 
|'word that this offer has been re- 
jected.” 
| Mr. Haag, who did not deny that 


conversations had been held with 
Better Living officials, said that 
‘the McCall Corp. publication was 


pand and enhance the future of the | “‘not factual” in its letter descrip- 
magazine. As partners in Better) tion of what had happened. He said 


Living, you are entitled to know|a statement probably would be 
that we have been engaged in ne- issued next Wednesday. 


Last Minute News Flashes 


Justice Dept. Extends Filing Deadline to Oct. 6 


New York, Aug. 19—The Four A’s, American Newspaper Publishers | 
Assn. and four other defendants in the anti-trust suit brought by | 


the Justice Department have been given until Oct. 6 to file answers. 
Originally, the deadline was June 6, but southern district court here 
granted defendants delays to July 6, then to Aug. 5 and Sept. 6. 


Rickard Named Ad Head of Columbia LP Club 


New York, Aug. 19—Joseph B. Rickard, formerly direct mail ad- 
vertising manager for Macfadden Publications, has joined Columbia 


Records as advertising manager of the new Columbia LP Record Club 
(see earlier story on Page 3). 


Paper-Mate Pushes Tu-Tone Pens in Color 


New York, Aug. 19—Paper-Mate has launched a fall campaign for 
its new “Tu-Tone” pens in school colors. The company is using Ebony, 
Life, Metro Group, Reader’s Digest and The American Weekly, spot 
radio and tv in about 35 markets, “People Are Funny” (NBC radio 
and tv), outdoor boards in about 40 markets, and car cards in other 
markets. Foote, Cone & Belding is handling. 


Levitz Named Ad Director of Mason & Mason 


Cuicaco, Aug. 19—Stanley D. Levitz, formerly advertising manager 
of Oshkosh Trunks & Luggage Co., has been named director of ad- 
vertising of Mason & Mason, maker of Mason’s root beer and other 
soft drinks. Mr. Levitz will supervise all national and regional adver- 
tising as well as handle sales promotion. 


ARF Sets Research Conference for Nov. 10 


New York, Aug. 19—The advertising Research Foundation will hold 
its first annual conference on current activities in marketing and ad- 
vertising research Nov. 10 in New York. The meeting is tentatively 
scheduled for the Hotel Ambassador, and will include reports on the 
progress of ARF projects, problems encountered, and discussion of 
future projects. 


Martin Leaves Swift, Joins K&E’s Chicago Office 


Cuicaco, Aug. 19—Howard L. Martin, formerly in charge of consum- 
er product promotion for Swift & Co., has joined the promotion staff 
of Kenyon & Eckhardt and will supervise all promotion activities in 
the Chicago office. 


Judge Dismisses $1,088,112 Suit Against Newhouse 


Utica, N. Y., Aug. 19—Federal Judge Stephen W. Brennan today 
dismissed the $1,088,112 anti-trust action brought by Syracuse Broad- 
casting Corp., operator of Station WINDR, against Newhouse radio and 
newspaper interests in Syracuse, N. Y. Syracuse Broadcasting had 
charged that ad “packages” offered to advertisers by the Newhouse 
interests had been damaging to the plaintiff. In his decision the judge 
said: “It seems to me the plaintiff is not in direct competition with 
the two newspapers, and it seems apparent that the dissemination of 
news by a newspaper differs essentially from the news broadcasts of a 
radio station. Likewise, newspaper advertising differs from the adver- 
tising matters broadcast from a radio station.” 


Clarance Hatch Jr. Joins Kudner as Senior V.P. 


New York, Aug. 19—Clarance Hatch Jr., formerly exec. v.p. of 
D. P. Brother & Co., Detroit, has been named senior v.p. of the Kudner 
Agency here. 


Houbigant Names Ellington; Other Late News 


e Houbigant Sales Corp., New York, has appointed Ellington & Co., 
New York, to handle advertising for all Houbigant products, effective 
Jan. 1. J. M. Mathes Inc, is the present agency of record for these 
products. Emil Mogul Co., New York, continues to handle Cheramy 
products. 


e Duncan A. Scott & Co., publishers representative, has added Ray- 
mond M. Schuster to its Los Angeles office. Mr. Schuster formerly 
was regional ad manager for American Aviation Publications for the 
West Coast. 


e Minute Maid Groves Corp., Orlando, Fla., a subsidiary of Minute 
Maid-Snow Crop Frozen Foods, is introducing a new fresh fruit line 
packed under the Peter Piper label. It will continue to sell its estab- 
lished line, Ibis, Avon and Sealgold. 


e Powell & Schoenbrod, Chicago agency, has been named to handle 
merchandising and promotion for Lanolin Plus Inc., Chicago cosmetic 
and beauty aid maker. The agency will conduct its activities in con- 
junction with Duggan & Phelps, which will continue to place all news- 
paper, magazine, radio and television advertising for Lanolin Plus. 


e Lady Esther division, Zonite Products Corp., Chicago, will break a 
spot tv campaign in 21 major markets in September for its new 
“Whirled-in-Lanolin” face powder. This summer the product has been 
promoted through saturation radio and magazine ads. Dancer-Fitz- 
gerald-Sample is the agency. 


e Car Cards Inc., New York, has been named to handle advertising 
exclusively for a five-year period by Brentwood Motor Coach, the 
largest independent bus operator in Pittsburgh. Several other Pitts- 
burgh operators have granted the transportation advertising company 
the same agreement, involving more than 500 vehicles. 


e Kenyon & Eckhardt has asked 200 newspaper tv editors to conduct a 
“Why I Like to Live in Our Town” contest for their readers as a 
promotion for the “Producers Showcase” production of “Our Town” on 
NBC-TV. Announcement sent to editors points out that Ford and RCA 
sponsor the show, that “no doubt your advertising department will be 
very interested in such a promotion,” that Ford and RCA dealers will 
cooperate to the fullest, and that a copy of the announcement has 
been sent “to your advertising manager.” 


e Richard M. Baker, formerly director of public relations for Ansul 
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EDWARD A. FALASCA, copy chief in 

the sales promotion department of 

McCann-Erickson, has been named 

director of promotion of the Bu- 

reau of Advertising, American 

Newspaper Publishers Assn., New 
York. 


Libby Head Claims 
Proxy Majority 


for Present Board 


Cuicaco, Aug. 19—Charles S. 
Bridges, president of Libby, Mc- 
Neill & Libby, yesterday indicated 
in a letter to company stockhold- 
ers that the management now con- 
trols enough proxies to defeat a 
group of insurgent stockholders 
who are seeking to take control of 
the big food company. 

“Despite the use of false and 
misleading information by the in- 
dependent stockholders’ committee 
in its solicitation of proxies, the 
stockholders have clearly indicated 
their support of management, for 
which we are deeply grateful,” Mr. 
Bridges said in the letter. 

The Libby management made a 
similar claim last week when 
Thornton G. Land, Libby attor- 
ney, claimed that the management 
had the support of more than half 
of the 3,627,985 outstanding shares. 
The claim was disputed by Mitch- 
ell May Jr., chairman of the in- 
surgents, who termed the state- 
ment a “pre-fight claim” which is 
“in error by almost 50%.” 


s Another new development in the 
big proxy fight occurred yesterday 
in New York when Mr. May an- 
nounced his resignation as chair- 
man of the independent commit- 
tee. At the same time, Alfred W. 
Parry Jr., and Wilbur E. Dow Jr., 
other members of the committee, 
said they would continue to func- 
tion. 

“T have become the center of a 
smear by management, at odds 
with government bureaus, both 
plaintiff and defendant in libel 
suits,””’ Mr. May said. He said his 
sympathy was completely with the 
committee, but “I now feel that I 
can no longer continue as chair- 
man or member of the committee. 
The drain and pressures upon me, 
personally, have been great.” 

The government bureau Mr. May 
referred to apparently was the Se- 
curities and Exchange Commission, 
which last week obtained an in- 
junction from a New York federal 
judge which restrains the insur- 
gent stockholders from soliciting 
proxies. Judge J. Edward Lum- 
bard, who issued the injunction, 
also changed the date of Libby’s 
annual stockholder meeting from 
Aug. 17 to Sept. 7. 


® Following the ruling, a spokes- 
man for the insurgents said the 
ruling would be appealed. The an- 
nual stockholders meeting will be 
held in Portland, Me. 

The SEC entered the proxy bat- 
tle two weeks ago, charging that 
the real aim of the independent 
stockholders “is to sell off the as- 
sets and to liquidate the business 
of the company in whole or in 
part” (AA, Aug. 8). The SEC also 


Chemical Co., Marinette, Wis., will join Brady Co., Appleton, Wis.,| charged the committee with mak- 
agency, as v.p. in charge of a newly-created publicity and public re-| ing “false and misleading” state- 


lations division in September. 
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Rates: $1.25 per line, minimum charge 
lines (maximum—two) 30 letters and 


column inch. Regular card discounts, 


$5.00. Cash with order. Figure all cap 
spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $14.50 per 


size and frequency, apply on display. 


HELP WANTED | 


HELP WANTED 


Opening For | 
NATIONAL NEWSPAPER 
ADVERTISING MANAGER 
OUR SIGHTS 
ARE SET HIGH 

Here is a challenge to a man with an 
excellent background and proven record, 
to work with a top-flight organization in 
selling the first paper in one of the fastest 
growing markets in the South. Circulation 
over 65,000 daily and over 69,000 Sunday, 
ABC. 
Reorganization in our advertising de- 
partments makes this unusual opportunity | 
available. 
The man we are seeking must have) 
superb sales ability, combined with ad-| 
ministrative and executive potentials. Sal-| 
ary is excellent. Incentive bonus. Perfect 

living conditions. 
Write fully giving experience, education, 
and references. Enclose picture if possible. 


Box 7720, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
SPACE SALESMAN 
Prominent farm paper wants experienced | 
space salesman to cover Michigan-Ohio 
area. Must have good sales record and be 
familiar with agricultural accounts and 
agencies. State age, experience and salary 
expected. 
Box 7721, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
BARNARD’S - NATIONWIDE 
OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 
WA 2-2306 202 S. State St. Chicago 


COPY - ART - PRODUCTION KNOW-HOW 
Young man with diversified background 
in Industrial Advertising. Able to read 
blueprints, produce technical copy, create 
rough layouts and do some paste-up. Ex- 
ceptional opportunity to grow with Ad- 
vertising Department of heavy industrial 
manufacturer located in Western Michi- 
gan. Tell us in confidence your past ex- 
perience, education and salary require- 
ments in first letter. 
Box 7718, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


The Katz Agency Chicago office seeking 
upstanding skillful newspaper salesman 
for immediate employment. Phone or 
write G. A. Gunst, Katz Agency, Inc., 307 
N. Michigan Ave., telephone Central 6-7343. 


ALL IS GRIST 

which comes to our mill. 
105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 
ADVERTISING ARTIST 28-45. To assist 
art director well established agency. This 
job is a good one and requires a man of 
solid experience able to handle layout, in- 
dustrial and domestic drawings in line 
with figure, spots, merchanicals; wash de- 
sirable. Upstate N.Y. Write full details 
stating specifically types of illustrative 
rendering you can do. No samples. 

Box 7722, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

COPYWRITER 

Experienced man for advertising depart- 
ment of national concern, Northern New 
Jersey. Opportunity for advancement. 
State experience and salary desired. 

Box 7719, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Lila Molene 


COPYWRITER 
ADVERTISING PROMOTION 


for major national maga- 
zine located in New York 
City. To write presenta- 
tions, direct mail, trade 
paper advertising. To get 
immediate interview, write 
full particulars; confidence 
assured. 


Box 491 ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N.Y. 


OPPORTUNITY IN SOUTH 
Adv.-Sales Prom. Mer. 
Our company is a leading manufacturer 
in cooling and ventilating field with new 
product and expansion planned. Nation- 
wide sales organization is backed by ag- 
gressive program of national consumer and 
trade advertising. To qualify for job, you 
must have applicable experience in ad- 
vertising and sales promotion, be able to 
create ideas, write effectively and work 
well with sales organization and adver- 
tising agency. Good salary and bonus ar- 
rangement with excellent future opportun- 
ity. Send brief sumary of qualifications 
and experience to 
HUNTER FAN & VENTILATING CO. 

387 S. Front St. Memphis 2, Tenn. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 
TWO ACCOUNT EXECUTIVES 
A small, but fast growing Advertising 
Agency in Indiana, opening up new ter- 
ritory. Need two ambitious account men 


| with industrial experience to acquire new 
| 


accounts. Permanent deal with opportu- 
nities unlimited. Ideal living conditions. 
Mail resume and recent photo with salary 
requirements to: 

Box 7726, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


WANT EXPERIENCE COPY WRITER for 
growing 13-man national ad agency lo- 
cated in vacation area 2 hours from Chica- 
go. Satisfying work and money for young 
man who can write selling copy for con- 
sumer and industrial accounts. Electronic 
or export ad experience helpful. Writer 
selected will be #2 man in Copy Dept. 
Send resume and photo, no samples. 

Box 7723, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


Small agency in Pennsylvania with good 
national accounts. Excellent, permanent 
deal with profit sharing incentive. Ideal 
living conditions, beautiful country at 
your doorstep. Mail resume and salary re- 
quirements to: 
Box 7703, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


COPY-CONTACT 

This man we're looking for must have a 
good background in industrial accounts, 
and an understanding of the consumer 
markets. Copy and ideas must sparkle. If 
you click, you'll soon become an account 
man. Age 25 to 35. Beginning salary $6,000 
to $7,000. Chicagoland. We are one of the 
nation’s top 25 agencies. AAAA. Our per- 
sonnel knows of this advertisement. 

Box 7728, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


SALES experience in the Graphic Arts 
with some knowledge of bindery opera- 
tions. Age 25 to 40, college background or 
experience in medium sized production 
business would help. Office and warehouse 
a few blocks south of Loop in Chicago, 
convenient to local transportation. Salary 
minimum $75 a week. Give full details 
with address and phone number. 
Box 7714, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 

NEWS-EDITORIAL SPECIALIST 
I'm in the news business now. I have an 
M.A. in the field and I've edited a com- 
munity weekly, been a reporter-photog 
on a small daily, spent more than two 
years with an A-1 bureau of a major wire 
Service. I like the news business because 
I can work hard at what I enjoy and can 
Stay honest with myself. But for family 
and personal reasons I am considering a 
change. It may be to public relations, for 
Something in which I can believe—it may 

to somewhere in the business or trade 
publication field where energy and ability 
are recognized and rewarded with dollars, 
not cents. Or it may be to a field I've 
never considered before. Chicago located 
preferred. At any rate, if you've read this 
far, you’re interested. So why not write 

Box 7727, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


FREE-LANCE COPY 
BBD&O (Better, Bright, Direct & Oh so 
much less!) Your own price...pay on ap- 
proval! News-Radio-TV Copy Chief. 
Box 7725, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ADVERTISING PRODUCTION MANAGER 
Presently employed with large manufac- 
turer. Heavy in all phases of graphic arts 
including estimating of printing, cost con- 
trol, traffic, purchasing of printing. en- 
gravings, type, art, p.o.p. Desires agency 
or manufacturer only. N.Y.C. or vicinity. 
Box 7724, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
PUBLICITY, PR, EDIT. Writer-Idea Man; 
8 yrs. solid exp. N.U. grad. Top ref. Box 
7716, ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, Il. 


REPRESENTATIVES AVAILABLE 
DETROIT SALES REPRESENTATION 
For product or service bought by sales or 
advertising managers, automotive or re- 
lated industries; best entree and contracts. 
Box 7717, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
Complete Offset Preparation, Advertising 
copy, finished Art & Layout. Catalogs & 

Brochures a Speciality. 
Ha 7-1644 


R. L. Huey 
608 S. Dearborn Chicago, Ill. 


BUSINESS OPORTUNITIES 


The Midwest's 
outstonding placement 
service for Adv. - Art & 


allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


CAREER FOR LAYOUT ARTIST 


The advertising department of one 
of the fastest growing manufacturers 
in Wisconsin needs an experienced 
young layout artist. If you are under 
30, have experience in laying out 
catalogs, brochures and other sales 
pieces with samples to show for it 
and want plenty of opportunity, 
write us a brief letter about yourself. 


Art Director 
The Trane Company 
La Crosse, Wisconsin 


WHOLESALE REPRESENTATIVES — 
DISTRICT MANAGERS SOUGHT BY 
AGGRESSIVE EAST CENTRAL BREWERY 


Excellent opportunity for yo 
or mature man—to age 45—wi 
proven record of results and mini- 
mum of 5 to 10 years alcoholic 
beverage experience. Right man 
can have growth opportunity with 
one of the oldest and most pro- 
gems breweries maintaining 
eadership in its own market. 
Submit concise résumé and salary 
requirements to 
Box 488, ADVERTISING AGE 
480 Lexi n Ave., 
New York 17, N. Y. 


Trade Magazine Wanted: We are inter- 
ested in a trade magazine now operating 
profitably with gross of approximately 
$250,000. Please send copies and details. 


Box 7713, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


MISCELLANEOUS 


Top quality technical illustrator and re- 

toucher desires free lance artwork assign- 

ments, catalogs, manuals, perspectives in 

color, black & white and line. 

A. C. Ullrich Rte 3 Box 459 
Ph. ME 9-6348 


McHenry, Il. 
IF YOU WORK WITH WORDS 
This is for you 

“Editorial Aids,” a handy $1 packet of 
new, authoritative, quick-reference books 
on the most difficult ard least understood 
problems of the English language: Word 
Compounding (USGPO 1954), 64 pp., 18,- 
000 examples; Word Division (USGPO 
1954), 128 pp., 12,400 difficult words hy- 
phenized; also 3 copies unique, 4 pp., 2- 
color, (new 1955) Roundup of Proofread- 
ers’ Marks, more than 100 examples. All 
for $1. Send today - mail only - double 
your money back if not pleased. Proof- 
readers Guild, 113 S. Ashland, Chicago 7. 


YOUR PRODUCT placed on National & 
Los Angeles Giveaway shows at low cost. 
We also arrange film star Endorsements. 
Write Robert & Gail, 5880 Hollywood 
Bivd., Hollywood 28, Calif. 


Farm Market 
Merchandising Manager 


We're manufacturers of a well-regarded 
line of Animal Health pharmaceuticals sold 
through druggists, feed stores, feed manufac- 
turers, etc. Company is a division of Vick 
Chemical Company—located in small college 
town in picturesque Northern Ohio. Expan- 
sion and growth open up this merchandising 
opportunity. 

You should be a young man (preferably 
under 30) with several years of solid field 
merchandising (perhaps with a tobacco, soap 
or food background)—able to evaluate mar- 
kets, make suggestions, and then be able to 
carry them through. You'll travel about one- 
third of the time with assurance that week- 
ends should find you home. 

An agricultural background would be help- 
ful—but certainly is not a requirement. We 
want you for ability to ‘‘move merchandise 
off the shelf*’. 

Apply only if you would like to work in a 
young, enthusiastic advertising department— 
where ideas are a sacred article of commerce. 
If you like the romance of agriculture—and 
have a desire to be recognized for eventual 
top management responsibility—write giving 
full details. Salary (and opportunities) de- 
pends on you. 


Write: T. L. 


Winemiller 
Advertising Director 
DR. HESS & CLARK, INC. 

Ashland, Ohio 


FOR RENT . . . Near North Side, Chicago 
Dignified offices suitable for small 
advertising agency. Remodeled town 
house. 1,000 square feet, five offices; 
two single offices. DElaware 7-3870. 
National Sporting Goods Association, 
716 N. Rush St., Chicago, Ill. Will air 
condition. 


“Our 44th Year” 


COPY CHIEF $18-20,000 


Midwest office of top flight 4-A 
agency seeks outstanding experi- 
enced copy director. All replies 
strictly confidential. 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


offers 


Ds 


If the business has 
suddenly grown up—too 
big to handle alone, too good 


to let go—why not solve the situation 
with an ad in Advertising Age's 


classified page? 


Going to some 32,000 top management and 
advertising executives every week, AA 


an ideal spot under “Business 


Opportunities” to contact either Mr. Buyer 
or Mr. Partner. Rates are low, 
readership high, and responses are 


usually something to behold! 


EXCITING NEW 
MAGAZINE 


We have an opening in the 
Chicago and New York ter- 
ritories for experienced 
space men. This new maga- 
zine will debut February, 
1956. Marvelous opportuni- 
ty for real producers. This 
new magazine is so different 
it will be a real pleasure to 
sell. Write today. All replies 
confidential. 


Box 492 ADVERTISING AGE 
200 E. Iilinois St. 
Chicago 11, Ill. 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


ALL SET TO GO AFTER 
1956 SCHEDULES 


We offer you immediate, permanent, 
extensive (or regional) representa- 
tion through the earnest cooperation 
of our principals and their years of 
experience as publishers’ representa- 
tives for trade and business papers. 
Our strategically located offices in 
Chicago, Cleveland, and New York 
will give you the same personal 
services as your own organization, 
without the necessary overhead. 

Our Senior Executive will gladly 


discuss your situation personally and 
confidentially. 


Box 490 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING 
EXECUTIVES 


An Executive Placement Service for 
Advertising Managers 
Copywriters 

| Account Executives 

Artists 

Market Research Men 
Editors 
Public Relations Men 
Technical Writer 
Radio and TV Personnel 

résumés of out-of-town men invited. 


For confidential service call, wire, or 


ARTHUR R. SNYDER 


Cadillac Employment Agency 
220 S. State St. Chicago WA 2-4800 


| DREAMED | WAS A 
COPY WRITER 
IN A HIGH FASHION AGENCY 
~S 
Has This Been Your Dream? 


@ 


We need a smart copy gal with 
a flair for the unusual to write 
copy on some of the finest fashion 
accounts in the country for a top- 
flight Chicago fashion agency. 


~ 
STOP DREAMING AND PROVE 


TO US YOU CAN WRITE 
Box 486, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 
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Park & Tilford Will 
Hike Ad Budget 50%; 


Plans New Brands 


(Continued from Page 2) 
the reduction in consolidated sales 
in the face of a sharp rise in case 
liquor and wine sales. 


® The company’s Kentucky Bred 
bourbon has been entirely repack- 
aged as has also its P&T Private 
Stock brand. Kentucky Bred will 
be sold in pints and so-called half 
quarts, the later the same shape as 
the fifth bottle, and also in quarts 
and half gallons. Private Stock has 
been redesigned as a leather-bound 
book but will also be sold in con- 
ventional bottles. 

The company’s marketing policy 
which Mr. Brown has revamped, 
calls for giving administrative peo- 
ple in the organization full respon- 
sibility; repackaging the line; 
brightening and expanding the ad- 
vertising, and broadening the line 
of products with a wider variety 
of quality domestic whiskies. 

Full emphasis, Mr. Brown said, 
will be given the company’ im- 
ports, which include Booth’s House 
of Lords gin, Harvey’s sherries and 
ports, Piper Heidseick dry Mono- 
pole champagnes and the complete 
line of Peychaud cordials. 

Mr. Brown became president of 
P&T last February, shortly after 
Schenley Industries bought P&T 
(AA, Jan. 10). Before moving to 
P&T, Mr. Brown had been v.p. of 
the James B. Beam Distilling Co. 
Mr. Parets, before joining P&T last 
November, was advertising man- 
ager of Schenley Import Corp. 

Bryan Houston Inc. is the agency 
for Kentucky Bred and Private 
Stock whiskies, and Storm & Klein 
handles all other P&T advertising. 


Wahlborg Succeeds Willard 

Mrs. Lois Willard, onetime head 
of the photo department of J. Wal- 
ter Thompson Co., New York, has 
resigned as executive secretary of 
the San Francisco Society of Art- 
ists and Art Directors. She will be 
succeeded by Mrs. Margaret Wahl- 
borg, former script writer and pro- 
ducer of the Standard School 
Broadcast for Standard Oil Co. of 
California. 


Tom Catlow to Aylin Agency 

Tom Catlow, formerly with the 
roto magazine advertising staff of 
the Houston Chronicle, has joined 
Aylin Advertising Agency, Hous- 
ton. 


COPY SUPERVISOR 


Heavy exp. in print copy, plus ability to 
supervise other copy people. Background in 
appliances, petroleum products, grocery items, 
airlines and possibly drugs nec. Solid oppor- 
tunity with growing agency. For this and 
many other creative openings—contact in 


confidence— 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 
202 S. State St Chicago 4 WAbash 2-5020 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 N. LASALLE, CHICAGO ILLINOIS 


PUBLICITY 
CONVENTION 


COMMERCIAL 
INDUSTRIAL 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters ines 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ C @ Art @ Office 
Public Relations 


Please write briefly outlini our 
specific experience or personne acsda, 


420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


Ds ty 
= RE - : 3 J, * c : : ( p 4 is Pet eae a epee MRE Folie: a 3 F a: i 4 re x x vs a : Set H ey 7 betes pe re Khim Soe Re 
94 ee 
A 
THe ApvERTISING MARKET Prace | | . 
ia — : BIR “5 ey fe 
“pees 
‘ ey ee ‘ 
ere ee 
Executive iii. 
Placement | 
‘eects cena UREA SE SET ENS Counselors 
| a 
i ee Se | 
| 
’ ee | 
| Le = 
| 
| | oe 
| | 
| | 
' 
ae 
— | 
a ee so | 
ae fe a | 
pe | 
| 
a PPM NOES fond | 
—— = . = 
a SN -— 1} | 
ee ae — “Wiicsaatants shat Inc. | 
———————————LL— LL | ". 
| | | 
ee 
| 
PF | 
_ _ = 
| 
| 
| 
| | 
GOT i al) 
4 ei Ta 
A . 
ONEBY | 
.* = 
Qe THE TAIL? | 
ee 7 — a | 
| | 
| Pe 
| 
= 
| 
Ce aed ain Mg Fae 0. ge a el eS hee 7 od a Pale gee See a aaa oat ee ies Ey & MN ae Re ail gad coh IN? 7 eh cps, Minn ae. ~ 
ds: rt oa a ne Pe ee Selle jaa ie — RRL ee AMEE LT UN Rowgeaey ae eg stg oe, gen ae rs 
Meri eeeera oe a Tt sy ss tg Nhe ae ae ie it PELL ap as os ad = oe uae Ora ; Hie ig ae, el toan eR nue ie es : - gin apie Mall ete eve x Rose. rs ee cee Bn oe 
ek RRR es PN hE GRA CE ie RR hae I ee ee AN TN ee Me wt pe ne ee a ne a ee en eek on. | eee 
Set AP bh Noel Ne alk ae tas ee hed aoa Bas > © ke NS ek? reas gina FE, ge ee gre  P: TeTOIN ERED Cree NOM RN ib cen ater eae ad ee 
aera aad Wik he a age tOGe wT INS REAR CS in gd eh Mare ORD OE PS Occ OD OS CRESTOR EEN HORM atk cr der ONS SHEN: Nd og sey Re SR EUS ee Eng grea OO RA ee ae PERV SOR eM Cay aa pale. aad Bindi 2 et cai ae Soom: NEMS ap hs ay ee Py RR DORs 
op ee agri cs a 6 Toten aasmitiot Gis, Simao cae Me ieS OE ORAL sek oy eM eee as GS Meagher: ta NSE EE |e age hasan ce Skee ge eae eRe, Ne Pepe ECS That oe a we 


Advertising Age, August 22, 1955 


Columbia Sets Up LP 


Record Mail Order 


Operation; Plans $1,000,000 Ad Promotion 


(Continued from Page 3) 
records believes that what is best 
for the record retailer is best for 
us too. 


® “You should realize, however, 
that the record companies are con- 
fronted with an extremely serious 
problem in retaining their artists 
in the face of the tremendous in- 
ducements offered by the clubs. 
Because of the clubs’ ability to sell 
any one record in great numbers 
to its members, they are in a 
position to offer heretofore un- 
heard of royalty guarantees to 


Any Tom, Dick 


and Harry, cannot do it! 


So pick the one whocan. Here’s our 
bid: free specimens of before-and- 
JAY P. afterto prove the point— yours free. 


WALK advertising typography 


Telephone MO 4-6134 @ 11 E. Hubbard, Chicago 1) 


| recording artists. 

“To date almost every important 
classical artist has been ap- 
proached and offered vast sums 
to lend his name to the existing 
clubs. While, because of longtime 
ties to record companies, no artist 
of major importance has yet been 
lured away, you can readily see 
that it will not be long before 
important artists will find such 
offers irresistible.” 

Among the most flourishing 
clubs are those run by Book-of- 
the-Month and Music Treasures 
of the World, an affiliate of Grey- 
stone Corp. 


® Columbia’s new LP club will 
operate from national headquar- 
ters set up in New York under the 
direction of Norman A. Adler, 
former general attorney for the 
disc manufacturer. Records will 
be shipped and money collected 


from there. Dealers will get a 20% 


Its a FIXED race 


in the land where TV 
means ~ taint-visible” 


NO doubt about it, radio’s 


a sure thing in Big Aggie 


land. 660,950 families are staunch radio fans in the 
rich, 5-state Great Upper Missouri Valley. TV 
stands for “taint-visible” in Big Aggie Land; and no 


one newspaper can stride this wide land day by day 


like radio. And far in the lead by several lengths is 


WNAX-570. So whatever 


media you consider in 


other markets, there’s only one low-cost, high-return 


way to get your share of the $2.8 billion buying 
income in Big Aggie Land - and that is WNAX-570. 


NESRASEA 


WNAX-570 


Yankton, South Dakota 


A Cowles station. Under the some 

management os KVTV, Channel 9, 

Sioux City: lowa’s second largest market. 

Don D. Sullivan, Advertising Director 
CBS Radio 


Represented by the Katz Agency 


|| sale, as compared to his usual 40% 


Pt 


‘commission on all the records 
‘bought by members signed up 
‘through them. This, according to) 


Columbia executives, is a better | 
percentage than they net on rec- 
ords sold in the store. | 
Initial dealer response in this | 
area showed ten retailers who! 
favored the move and two very | 
much opposed to the idea. The 
company’s hope is that the club, | 


in the long run, will stimulate | 


users of record playing machines | 
that they have them—and getting | 
them out to see what stores are 
offering in the way of new music. 


® Columbia kicks off the mem- 
bership drive Sunday, Aug. 21, 
with full-page ads in 41 news- 
papers in major cities. The ads 
will contain a membership enroll- 
ment coupon. Spreads and page 
ads will appear in 20 magazines 
and five business publications. 

Potential members also will be 
sought through radio spots and 
participations in 40 markets; tv 
spots will be used later. Maxwell 
Sackheim & Co. is handling the 
advertising campaign. So far print 
media, which have proved effec- 
tive for mail-order record sales, 
are scheduled to get the biggest 
chunk of the budget, but the pic- 
ture may change, depending on 
which types of advertising are the 
most productive in the early 
phases of the drive. 


® Last month RCA Victor started 
a personal music service plan de- 
signed to give record collectors 
faster service and to help the 
dealer avoid losing “walk-out” 
customers. Under this plan, if a 
customer asks for something in the 
RCA catalog, but not in stock, the 
dealer orders it for him from the 
manufacturer, and RCA mails the 
record directly to the customer. 
A dealer gets 25% on this type of 


or so. 

Asked if RCA Victor has any 
plans for selling records via the 
club route, Emanuel Sacks, v. p. 
and general manager, answered 
with an emphatic “no,” adding, 
“We are out to find new customers 
for our dealers, not to compete 
with them for retail sales. We 
will continue to direct all efforts 
toward making sure our dealers 
never lose a sale or a customer.” 


A. C. Gilbert Co. Urges 
Use of Toys as Premiums 


A. C. Gilbert Co., New Haven, 
Conn., manufacturer of electric 
trains, Erector, chemistry and mag- 
ic sets, tool chests and mechanical 
toys, is going into the premium 
business. The “Halls of Science,” 
operated by Gilbert in New York, 
Chicago, Washington and Miami, 
will become showcases for its pre- 
miums. 

National advertisers and agency 
executives are being urged to use 
mechanical toys as sales promotion 
devices. Herbert H. Pearce, mar- 
keting development manager, is 
distributing sets of Gilbert puzzles 
to 450 advertisers and 300 agency 
men as a Starter. 


Robert Silverman Named A.M. 

Rhinelander Paper Co., Rhine- 
lander, Wis., manufacturer of glas- 
sine and greaseproof papers, has 
appointed Robert M. Silverman ad- 
vertising and sales promotion man- 
ager. Mr. Silverman formerly was 
product brand manager of the con- 
sumer products division of Kimber- 
ly-Clark Corp. 


Barber-Greene Names Putz 
Barber-Greene Co., Aurora, IIL., 
maker of materials handling and 
road construction machinery and 
bituminous paving equipment, has 
appointed W. E. (Ned) Putz adver- 
tising manager. Mr. Putz, who for- 
merly headed the company’s liter- 


store traffic by reminding non- g 


ature division, succeeds Wayne D. 


Adamson Jr., who has resigned. 
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Over-5 males- 48% 


of the men, 15 years old and over, who 
live in New York City and its suburbs 


are News readers- 
... Daily News readers total 4,780,000. Characteristics 


and buying habits of New York newspaper readers are 
shown in the most comprehensive survey ever made— 


Profile of the millions 


... based on 10,349 personal interviews, by W.R. 
Simmons & Associates Research, Inc. and cost more 
than $150,000. The study is visually presented, by 
appointment only. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 
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Womens coats-42'/. 


of the women (15 years and over) in New York 
City & suburbs who bought a coat in the past year 


are News readers- 


Perhaps you never realized how many women readers 
The News has... 2,290,000 daily! Or how much of 
the business in the metropolitan market, in all 
classifications and price ranges, these News 

readers account for! Which is why you should see 
this new, significant, New York readership study — 


Profile of the millions 


Now being shown in visual presentation to agencies 
and advertisers. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) é 
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Children’s clothing-4I% 


of the women living in New York City & suburbs 
who bought clothing for children in the past year 


are News readers- 


Which is hardly surprising! After all, The News 

has 2,290,000 women readers daily. And they account 
for 40% or more of the clothing, food and cosmetics 
sold in the metropolitan market. You'll learn more 
about your customers when you see this significant 
study of New York newpaper readership and buying— 


Profile of the millions 


... presented visually by appointment to advertisers 
and their agencies. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Ine.) 
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What have you heard about 
LIFE’s Christianity issue? 


HE WORD is getting around that LIFE is going to 

publish a great Christianity issue... that it will 
actually be two issues in one. Here are the facts on the 
most ambitious project LIFE has ever undertaken: 


Two issues in one. For the first time in its history, LIFE 
will be bringing out two issues in one—combining the 
last issue of December 1955 and the first issue of 1956 
in one spectacular presentation. 


The story of Christianity. Devoting the entire issue to 
this monumental subject, LIFE will attempt to show as 
many significant aspects as possible of the story of Chris- 
tianity—from Biblical times to the present. The issue will 


include 120 editorial pages and twice as many color 
pages as ordinarily appear in an average issue of LIFE. 
Regular advertising rates will prevail. 


A collector’s item. Dated December 26—and priced at 
35¢—it will be on sale December 21. This inspiring issue 
will be treasured along with cherished books and will 
enrich not only this Christmas but Christmases to come. 


LIFE’s great two-in-one Christianity issue is another 
example of LIFE’s continuing efforts to bring to mil- 
lions of people not only important news events, but great 
pictures and great writing on subjects of everlasting in- 
terest and significance. 


A partial list of subjects now in preparation for the story of Christianity 


18 color pages on the life of Christ as interpreted by the 
world’s greatest artists, which document the basic teach- 
ings and beliefs of the Christian faith, 


A brilliant text piece by Paul Hutchinson tracing Chris- 
tianity from the Ascension to the present time. 


The Apostles’ Creed, presented in the beautifully let- 
tered style of old church manuscripts, 


The story of the Bible in America, 


Dynamic color photographs of modern church archi- 
tecture in the United States, 


The story of famous hymns and choirs illustrated by 
actual words and music, 


A challenging examination of the problems that face 
American Christianity today. 


A report of Christianity in Europe. 
Photographs of Christmas and Easter in the Holy Land, 


9 Rockefeller Plaza 
New York 20, N. Y, 
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